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Abstract: This article presents a comprehensive study aimed at analysing the
impact of innovative digital marketing tools on the promotion of dairy products.
This study is relevant because of the rapid dynamics of the digital environment and
the need for enterprises to adapt to new marketing trends. The article investigates
the feasibility of using innovative digital marketing tools in accordance with the
segments of the target audience on the basis of the definition of their values. The
main problem is the lack of scientific justification for the choice of innovative
digital marketing tools for potential audiences, as well as the analysis of the
feasibility of digital marketing costs. The hypothesis of the study is that, on the
basis of the analysis of the values of consumer groups, as well as the analysis of the
feasibility of marketing costs, it is possible to select the most relevant innovative
digital marketing tools. The main purpose of the study is to justify the use of
innovative digital marketing tools on the basis of consumer values, as well as to
justify the feasibility of digital marketing costs on the basis of the analysis of
financial statements. The methodology included cluster analysis of the target
audience and analysis of financial ratios. One of the key stages of the study was the
cluster analysis of the target audience, which allowed us to identify different
consumer segments with different needs and values. Three clusters of consumer
audiences in the dairy industry were identified, the corresponding values of
customers in the clusters were substantiated, and recommendations for identifying
innovative digital marketing tools were proposed, taking into account the feasibility
of the marketing costs of the enterprise. The key coefficients for making informed
management decisions on the feasibility of digital marketing costs are allocated. By
analysing these coefficients, an enterprise can assess its financial capabilities and
make a decision on how to invest in innovative digital marketing tools. This allows
enterprises to make informed decisions about investing in digital marketing,
minimizing financial risk and increasing the chances of successful implementation
of marketing strategies. This study significantly adds to the body of knowledge in
the field of digital marketing by offering a scientifically based approach to the
selection of innovative marketing tools on the basis of the analysis of consumer
value and the financial feasibility of costs. The practical application of the research
results lies in the ability of dairy enterprises to promote their products online on the
basis of a thorough selection of innovative digital marketing tools, reducing
financial risk. This creates a basis for further research in the field of digital
marketing, particularly in the context of the integration of innovative digital
marketing tools and their impact on consumer behaviour.

Keywords: financial justification of costs; digital marketing; dairy industry; cluster analysis; target audience;
marketing of impressions; innovative digital marketing tools; financial analysis; costs.
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1. Introduction. According to a study by the All-Ukrainian Advertising Coalition, the volume of the
digital marketing market in 2023 increased by up to 49% compared with that in 2022, which indicates rapid
growth in the impact of digital technologies on the business environment (Report of the All-Ukrainian
Advertising Coalition, 2023). This trend has also affected the dairy industry, where the effectiveness of digital
marketing plays a crucial role in competitiveness. In today's dynamic digital environment, dairy businesses
face the need to adapt their marketing strategies to new trends and technologies constantly. Digital marketing
in the dairy industry has undergone significant changes in recent years, particularly due to the introduction of
digital marketing. Traditional methods of promotion, such as television advertising and printed materials, are
gradually giving way to digital tools that allow a wider audience to be reached and provide a more accurate
and personalized approach. Businesses are actively implementing social media, content marketing, e-
commerce, and influencer marketing to improve customer engagement.

For example, many brands create video content for the YouTube platform, which shows the process of
dairy production, provides culinary recipes and tells stories about farmers, which helps to increase trust and
brand loyalty. The latest trends in digital marketing include the growing popularity of virtual and augmented
reality (VR and AR). These technologies allow the creation of interactive content that provides a unique
experience for consumers. For example, AR can be used to show how a dairy product looks on a consumer's
table or to take a virtual tour of a dairy farm. These tools not only attract attention but also create an emotional
connection with the consumer. Innovative digital marketing tools play a key role in promoting products and
maintaining competitiveness in the market. This study aims to analyse such tools and substantiate their
compliance with the values of certain segments of the target audience. The hypothesis of the study is that, on
the basis of the analysis of the values of consumer groups, as well as the analysis of the feasibility of marketing
costs, it is possible to identify innovative digital marketing tools. The purpose of the study is to justify the use
of innovative digital marketing tools on the basis of consumer values, as well as to justify the feasibility of
digital marketing costs on the basis of the analysis of financial statements.

The main problem is the lack of scientific justification for the choice of innovative digital marketing tools
for target audience segments, as well as the analysis of the feasibility of digital marketing costs. Most current
research focuses on traditional digital marketing tools such as social media, contextual advertising, and email.
Instead, innovative tools that can create new experiences for users remain underresearched. In addition, the
problems include taking into account the values of customers of different groups, which affects the choice of
innovative tools. A separate issue is the justification of the feasibility of marketing costs and the approaches
on the basis of which this analysis will be carried out.

To provide a comprehensive exploration of this topic, the following sections of this article describe the
introduction in Section 1. Section 2 — Literature review, which examines the evolution of the use of digital
marketing tools in the dairy industry. The study of the historical development of digital marketing will help
contextualize current achievements and methodologies. Section 3 — Methodology and research methods. This
section explains the methods used to address the research problem. formulated to clarify the relationship
between consumer behavior and the data collected in Section 4—Results and Discussion. This section presents
the results and discussion, analyses the collected data and focuses on the segmentation of the target audience,
and provides recommendations for the use of innovative digital marketing tools on the basis of the analysis of
the values and budgets of the enterprise. The results of the study will allow the identification of innovative
digital marketing tools for different segments of the target audience in the dairy industry. Finally, Section 5
presents conclusions and prospects. Through cluster analysis of the target audience and analysis of financial
ratios, different segments of consumers are identified, and individualized recommendations for the use of
innovative digital marketing tools for product promotion are developed. The main conclusions show that
innovative tools contribute to the formation of new customer experiences, which potentially affects the
increase in sales. This study is an important contribution to the development of research on digital marketing,
which helps dairy enterprises compete successfully in the modern market.

2. Literature Review. Modern scientific research focuses on studying the most effective digital marketing
tools. The effectiveness of these tools can be explained by their convenience and popularity, as well as their
attractive content.

2.1. Analysis of research concerning modern digital marketing tools in the dairy industry

The presented studies consider both traditional and nontraditional digital marketing tools. In the studies by
Jiang & Yukio (2024), Soares et al. (2021), Koryugina & Matveev (2024), Jing et al. (2021), and Avramidis
et al. (2017), much attention has been given to the involvement of influencers in increasing brand awareness.
Wellman et al. (2020) and Hugh et al. (2022) noted that the impact of influencers should be based on ethical
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principles and be truthful. The presented studies consider both traditional and nontraditional digital marketing
tools. In the studies by Jiang & Yukio (2024), Soares et al. (2021), and Koriuhin & Matveev (2024), much
attention was given to the involvement of influencers in increasing brand awareness. Additionally, Koriuhin
& Matveev (2024), Karetsos et al. (2023), and Borsellino et al. (2023) suggest the use of websites, mobile
marketing, social media, and SEO to promote dairy products. Notably, different tools may be appropriate for
promoting products in a particular industry, and what is effective for one may be ineffective for another.
Studies of the dairy industry are presented in (Soares et al., 2021; Chen & Liu, 2024; Parkhomenko et al.,
2024), where a preference is given to influencer management, and Koriuhin & Matveev (2024) suggest the
use of a combination of tools. In the research of Nastisin et al. (2024), the tourism industry prefers social
media, particularly video posts, as opposed to text and links to other resources. Cao & Weerawardena (2023)
and Sally et al. (2024) also pay attention to social media. Oklander et al. (2024) examine the most common
digital marketing tools, including websites, SEO, PPC, email, and social media marketing, and investigate
their effectiveness. For medium-sized businesses, the effectiveness of these tools is 70%, 60%, 65%, 50%,
and 95%, respectively, and for small businesses, it is 65%, 50%, 45%, 45%, 100%. Interesting are studies of
design in digital marketing, which affects the perception of content and sales. In studies by Capelli & Thomas
2021, the impact of ingredient images on implicit associations between taste and health was investigated. The
Implicit Association Test (IAT) with 106 respondents shows the implicit intuition of tasty with health.

Therefore, we can conclude that businesses use a rather wide range of digital marketing tools. The more
tools that are used, the greater the perception effect they can cause (Pan et al., 2022). The effect of omni-
channels is also emphasized in studies by Jocevski et al. (2019) and Lee et al. (2019). Thus, we can conclude
that enterprises use a wide range of digital marketing tools. Moreover, the more tools that are used, the greater
the perception effect they can cause. In the article by Aktas & Akur (2022), the authors argued that engagement
scores are closely related, indicating a synergistic effect rather than an isolated impact. This finding indicates
that an integrated approach that considers these indicators as a single unit may be more useful in developing
a Tataryntseva content strategy (2024), Tataryntseva et al. (2022), which implies that we should consider the
selection of digital marketing tools in the aggregate and not single out one thing. Thus, a combination of
traditional and nontraditional digital marketing tools is recommended.

2.2. Analysis of research aimed at studying innovations in digital marketing

In the research of Aktas & Akur (2022), the need to find new ways, ideas, and tools in digital marketing
to avoid the “aging trap” is substantiated. As noted by Dwivedi & Poussey (2023) and Sanchez-Gutierrez
(2019), marketing innovations represent a way to achieve legitimacy, viability, and growth for SMEs, which
usually operate with limited resources in an uncertain and competitive environment. The research of a scientist
from Ukraine, Babukh (2017), emphasized that, in Ukraine, there is a lack of innovation in the field of
advertising, which is considered a component of innovative development and is dominant in the modern
economy. Babukh (2017) introduces their own interpretation of the concept of “innovative marketing”,
considering it not only as “activities aimed at developing and promoting market innovations—goods” but also
as a similar activity in terms of marketing innovations—approaches. In other words, it is necessary to invent
new ways and approaches to implement innovations in marketing activities. Therefore, we can conclude that
it is necessary to use traditional digital marketing tools as basic tools and constantly experiment with new
tools. The hypothesis of the study is that innovative digital marketing tools create greater emotional
connections between the brand and customers, which increases the level of customer engagement and
stimulates sales in the dairy industry.

It is also necessary to experiment with the search for and broadcast of values in advertising messages.
Fanning (2021) emphasized the importance of building a brand or product reputation in the digital
environment. This task is realized through the study of focus groups of the target audience to analyse which
messages resonate and which values are more significant. Brand refreshment takes time and needs to be
reviewed several times over the years to assess success.

The fact that the choice of tools should vary according to industry is reflected in the studies by Soares et
al. (2021) and Koriuhin & Matveev (2024). Another significant factor in the choice of digital marketing tools
is the differences in user preferences and values, which can be identified by segmenting and clustering the
target audience. This approach is presented in the work of Oklander & Oklander (2017).

Many studies by Aljabari et al. (2024), AL-share et al. (2023), Paliwal & Chatradhi (2023), and Kumar et
al. (2024) focus on the use of artificial intelligence (Al) in combination with digital marketing as an innovative
tool. In addition, Aljabari et al. (2024) suggested that the use of Al allows not only the improvement of
marketing strategies but also the innovation of the product itself. The use of Al in combination with chatbots
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allows the provision of information support to customers and promotes new products in a more personalized
way (Patel & Trivedi, 2020). The combined use of Al, 10T, and big data allows the personalization of digital
content and increases customer loyalty (Rane, 2023; Peng & Chen, 2022). Much attention in the scientific
literature is given to personalization in digital marketing. Interestingly, (Akter & Sultana, 2020; Ashraf et al.,
2020) believe that digital marketing can become most useful not only for the seller but also for the buyer (Dey
et al., 2019; Sanakuiev et al., 2023), who receives goods and services that best meet their needs. This is
because innovative digital marketing tools allow the market to be analysed to identify the individual
characteristics and desires of different target groups (Kuzyk et al., 2023). Shahid & Qureshi (2022) noted that
with the increase in the amount of user-generated content available on the internet, power has been transferred
from producers to consumers. Consumer empowerment is seen as a complex factor that contributes to the
adoption of digital media, as it allows consumers to communicate and share opinions with others (lda, 2020;
Martinez-Dominguez & Mora-Rivera, 2020). Studies by (Rosid et al., 2019; Sun et al., 2023; Kopalle et al.,
2022; Haleem et al., 2023) emphasized the importance of adapting to technological trends, highlighting the
role of data analytics and the impact of artificial intelligence on marketing automation. Islam et al. (2024)
noted that the use of Al allows us to achieve the creativity and uniqueness of the digital content necessary to
stand out in a competitive market. On the other hand, studies by Kobets et al. (2024) and Polishchuk et al.
(2024) advocate the idea of an inclusive audience for whom the use of innovations in digital marketing makes
an even greater gap in their perception of reality.

It is also necessary to experiment with the search and broadcast of values in advertising messages. Fanning
(2021) emphasized the importance of building a brand or product reputation in the digital environment. This
task is realized through the study of focus groups of the target audience to analyse which messages resonate
and which values are more significant. A brand refresh takes time and needs to be reviewed several times over
the years to assess success. It is important to research not only values (Hurina et al., 2023) but also consumer
emotions (Sheng et al. 2019). Modern digital marketing should be based on emotional intelligence
(Martynenko et al. 2023).

The fact that the choice of tools should vary according to industry is reflected in the studies by Soares et
al. (2021) and Koriuhin & Matveev (2024). Another significant factor in the choice of digital marketing tools
is the differences in user preferences and values, which can be identified by segmenting and clustering the
target audience. This approach is presented in Oklander & Oklander (2017).

2.3. Analysis of research on the cultural, economic and regulatory contexts of digital content reception

Different cultural, economic, and regulatory contexts have a significant effect on the effectiveness of
digital marketing tools. For example, in countries with a high level of digital literacy and active use of social
media, tools such as targeted advertising on Facebook or Instagram can be particularly effective. Moreover,
in regions with limited internet access or low levels of trust in digital transactions, more traditional methods
such as SMS marketing or advertising campaigns on local websites may be more important. Naglova et al.
(2022) highlight how the impact of economic factors, such as the application of dairy quotas, has an overall
negative impact on product promotion in the EU. Economic contexts, such as income levels, affect the types
of products and services that can be successfully promoted through digital channels. Mishra & Shukla (2023)
present a case study that reflects the economic context of content consumption. In 2019, the Indian government
introduced measures to combat the COVID-19 pandemic, which created economic challenges for the dairy
industry, which depends on the movement of people and vehicles to deliver products. Under quarantine, Gyan
Dairy launched the Gyan Fresh app to integrate a home delivery business model, which has brought significant
changes to the Indian dairy market and consumer behavior. The use of mobile marketing as an innovative tool
was also discussed by Aslam et al. (2021) and Bhaiswar et al. (2021). Regulatory restrictions, such as data
protection laws or restrictions on advertising certain categories of goods, also shape digital marketing
strategies. Contextualizing research within the relevant theoretical framework allows us to understand why
certain tools work better in some settings and worse in others and how they can be adapted to specific market
conditions. This, in turn, helps to develop more effective and flexible approaches that consider the specifics
of each individual market.

2.4.The aim of the article

To identify and analyse effective innovative digital marketing tools and to justify the feasibility of digital
marketing costs on the basis of the analysis of financial statements. To achieve this goal, the following tasks
are identified:

— to segment the target audience of dairy products;
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— to develop recommendations on the use of innovative digital marketing tools on the basis of the analysis
of the company's values and budget;

— to justify financial decisions concerning the possibility of using digital marketing tools.

3. Methodology and research methods. The study was based on the following scientific methods:
deduction and induction, cluster analysis, and statistical analysis.

3.1. Target audience segmentation method

The segmentation of the target audience of dairy products was carried out via quantitative analysis,
particularly cluster analysis. The cluster analysis was conducted via a hierarchy method to determine the
optimal number of clusters, and the k-means method was used to more accurately distribute consumers
between clusters, which ensured the formation of more homogeneous groups for further analysis. The main
indicators used for clustering were the income level and age of the consumers. These indicators were chosen
because they play important roles in consumer behavior and attitudes toward advertising campaigns.

The data were collected by interviewing 90 consumers, which allowed us to obtain a representative sample
for further analysis. A two-stage clustering procedure was used. First, a hierarchical method was used to
determine the optimal number of clusters on the basis of the analysis of dendrograms. This approach provides
flexibility in determining the number of clusters and takes into account the hierarchical data structure. After
the optimal number of clusters was determined, the k-means method was applied, which allows us to refine
the centers of clusters and distribute consumers among them on the basis of minimizing intracluster variability.
The use of both methods ensured a more accurate and reliable grouping of consumers, which allowed us to
create personalized marketing strategies for each segment.

3.2. Methods of analysing user values

The analysis of the values of each consumer segment was based on a qualitative approach, which included
the use of point-of-sale surveys and online questionnaires. The key preferences, values and motivations of
consumers in each cluster were studied. The collected data were analysed via descriptive statistics and
comparison methods, which allowed us to identify the specific needs of each segment.

To analyse the values of users in each identified cluster, a survey was conducted among 90 people who are
consumers of dairy products. The sample was formed on the basis of an analysis of the opinions of consumers
who regularly buy the products of the company under study. A random sampling method was used to ensure
the representativeness of the data obtained. To collect the data, a questionnaire was developed to investigate
possible customer values. The questionnaire included a number of questions that assessed various aspects of
customer value, such as the importance of price, quality, brand, convenience, etc. Participants' responses were
measured on a Likert scale, which allowed us to quantify each value. After the data were collected, the results
were analysed via the statistical methods described in Statistica.13 This allowed us to identify which values
are most important for each consumer segment and, accordingly, to develop more targeted recommendations
for choosing innovative digital marketing tools for each segment. This analysis provided the basis for further
development of recommendations for the use of innovative digital marketing tools adapted to the budgets and
needs of each segment.

4. Results.

4.1. Segmentation of the target audience through cluster analysis

The study defines digital marketing as the entire range of marketing activities in the modern world on the
basis of the transfer of digital content from the developer to the user Tataryntseva (2023). On the basis of the
concept of impression marketing by Pine & Gilmore (1999), it is necessary to develop the direction of digital
content, as well as to use new digital marketing tools that can cause impressions. This does not mean that
standard tools such as websites and social networks should not be used. Instead, it is suggested that companies
experiment with innovative tools together with traditional tools. It is considered reasonable to divide the target
audience into segments and to justify innovative digital marketing tools for each. It is proposed to use cluster
analysis to divide the audience. The article studies the audience of consumers of dairy products and determines
their income and age through a survey. The cluster analysis was carried out in the program Statistica.13. First,
we determined the number of clusters via the hierarchy method, which allowed us to identify 3 segments, and
then, we used the k-means method (Fig. 1); the calculations are presented in Table 1.
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Figure 1. Cluster analysis of the consumer audience of “Molzavod No. 17 LLC
Sources: developed by the authors.

The results of the cluster analysis of the consumer audience of “Molzavod No. 1” LLC are presented in
Table 1. According to the results of the analysis, 3 clusters were identified: students and young people (18—
24 years old, income 5.000-8.000); family people (35-44 years old, income 15.000-20.000); and older
consumers (45-85 years old, and older income 8.000-12.000).

Table 1. The results of the cluster analysis of the consumer audience of Molzavod No. 1 LLC

Parameter Clusterl Cluster 2 Cluster 3
Income 5.50 16.40 12.95
Age 67.12 39.96 22.78

Sources: developed by the authors.

The identified clusters are important for selecting appropriate innovative digital marketing tools. Cluster
1 — Youths oriented toward novelty and technology. This cluster consists mainly of young people aged 18-
-30 years who actively use digital technologies and tend to try new products. They value innovative and
interactive approaches to marketing, such as virtual reality and gamification. Cluster 2 — Families with
children. This cluster includes families that are looking for healthy and high-quality dairy products for their
children. They are focused on long-term loyalty to brands that offer personalized marketing solutions that
consider their family's needs and values. Cluster 3 — Older consumers. This cluster includes consumers aged
45--85 years and older who value consistent product quality and brand reliability. They are inclined to
traditional marketing approaches but are open to innovations that emphasize a healthy lifestyle and the
usability of products. These clusters are statistically significant, with a p value of less than 0.05, which
confirms the reliability of the segmentation.

The results of the cluster analysis confirm the hypothesis about the importance of target audience
segmentation and the use of innovative digital marketing tools. This is because each group has specific
values and ways of responding to the use of innovative digital marketing tools. These results indicate the
need to adapt innovative digital marketing tools in accordance with the values of different segments, which
will allow dairy enterprises to remain competitive and increase sales.

4.2. Recommendations concerning the use of innovative digital marketing tools on the basis of an
analysis of a company's values and budget

Let us consider a more detailed description of innovative tools. For the segment of family people aged
35--44 with an income of 15,000-20,000 hryvnias, the main emphasis is on innovative tools that promote a
healthy lifestyle and ensure comfortable information consumption. Content from professional bloggers,
podcasts with experts and expert video recipes provides useful information on cooking and healthy eating.
Interactive culinary workshops involve family couples in active participation, which makes the learning
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process interesting and exciting. Chatbots provide instant support, whereas virtual tours and 3D models
allow you to familiarize yourself with the products before you buy them. Local farmer markets support local
producers, and interactive online health courses help families better understand the benefits of dairy
products. Cooperation with the organizers of fitness events demonstrates the importance of dairy products
in a healthy lifestyle.

Older consumers aged 45--85 with an income of 8.000--12.000 hryvias value access to expert information
and ease of use. Podcasts with doctors and nutritionists, e-books with recipes for elderly people and video
tutorials for older users provide them with the information they need in a convenient way. Chatbots and the
Internet of Things (10T) are helping older people monitor their diet and dairy consumption. Online platforms
for sharing experiences create a sense of support and allow you to share advice. The organization of online
webinars with nutritionists provides access to expert advice, and thematic events for retirees promote
socialization and exchange of information among older people. Interactive surveys and quizzes help
determine consumer preferences and provide them with an interactive experience.

Students and young people aged 18--24 with incomes of 5,000-8,000 hryvnias are active users of social
networks and digital technologies. They are actively involved in creating content and sharing information.
Consumer-generated content, the use of memes in advertising, and interactive ad filters on social media
capture their attention and help spread brand awareness. Thematic online games and interactive videos
provide an immersive experience, whereas streaming video content services allows a youth audience to be
reached through popular platforms. Special events for students and contests in messengers stimulate them
to actively interact and buy products. AR filters on social networks make interactions with brands interesting
and modern, helping attract a young audience. On the basis of personal interviews with representatives of
the target audience, recommendations were developed for the selection of innovative digital marketing tools,
taking into account the values of the target audience segment (Table 2). Older consumers, although less
active in the digital environment, respond positively to personalized marketing solutions.

Table 2. Recommendations for choosing innovative digital marketing tools, taking into account the values
of target audience segments

Values:

Characteristics and selection of relevant innovative digital marketing tools

Segment 1: Family people (35-44 years old)

Health and well-
being
Comfort
convenience
Support of local
producers
Active lifestyle

and

Healthy lifestyle and quality food. Podcasts with experts, expert video recipes, and interactive cooking workshops
provide useful information about healthy eating and the use of dairy products in everyday life.

Interactive tools such as virtual tours and 3D models, chatbots, and marketplaces for local farmers make the
process of choosing and buying dairy products more convenient.

Marketplaces for local farmers allow you to buy products from local producers, which is important for those who
value supporting the local economy.

Cooperation with the organizers of fitness events helps to demonstrate the importance of dairy products in a
healthy lifestyle.

Segment 2: Older users (45-60 years old)

Health and well-

Podcasts with doctors and nutritionists, webinars with nutritionists, and e-books with recipes provide useful and

being proven information.
Simplicity  and Simple tools like video tutorials, chatbots, and the Internet of Things (10T) that help track product consumption
convenience and get useful information.
Socialization and Online sharing platforms create a sense of community where older consumers can share recipes and advice.
support Thematic events for pensioners promote socialization.
Knowledge and Interactive surveys and quizzes help consumers better understand their preferences and make informed choices.
education

Segment 3: Students and young people (18-24 years old)
Modern Interactive tools such as AR filters on social networks, interactive videos, and themed online games meet their
technologies and expectations for modern and interesting ways to interact with the brand.

interactivity

Social Young consumers appreciate being part of a community and creating their own content. Consumer-generated
recognition and content, the use of memes in advertising, and contests in messengers contribute to their engagement

participation

Availability and Young people often have limited budgets, so special events for students and streaming video content services
economy allow them to receive information and benefits without significant costs.

Fun and Interactive advertising filters, themed online games, and video content streaming services provide young people
excitement with entertaining and exciting ways to interact with the brand.

Sources: developed by the authors.
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The recommendations in Table 2 allow you to choose innovative marketing tools that consider the values

of the audience.

For the presented segments of the target audience, it is considered appropriate to distribute the presented
tools of innovative digital marketing, taking into account the available budget. To do this, they are divided
according to their characteristics: cheap, medium, expensive tools of innovative marketing (Table 3).

Table 3. Digital marketing formats for “Molzavod No. 1” LLC

Segment

Cheap tools

Medium tools

Expensive tools

Family people (35-44
years old, income
15.000 — 20.000)

Older users (45-60
years old, income
8.000 — 12.000)

Students and young
people (18-24 vyears
old, income 5.000 —
8.000)

Content from professional
bloggers, Podcasts with
experts, Expert  video
recipes,  Surveys and
quizzes, Chatbots.

Podcasts with doctors and
nutritionists, eBooks with

recipes for seniors,
Chatbots, Surveys and
quizzes

Consumer-generated
content, Use of memes in
advertising, Surveys and
quizzes, Chatbots

Interactive  videos, Interactive
culinary workshops, Personalized
recommendations, Interactive
infographics.

Interactive infographics, Video
tutorials  for  senior  users,
Personalized recommendations,
Virtual tours and 3D models.

Games, Interactive advertising
filters in social networks, Thematic
online games, Streaming services of
video content, Interactive videos.

Marketplaces  for  local  farmers,
Interactive online courses on healthy
eating, Cooperation with organizers of
fitness events, Virtual tours and 3D
models.

Online platforms for sharing experiences,
Internet of Things (1oT) in everyday life,
Organization of online webinars with
nutritionists, Organization of thematic
events for pensioners, Product designers.
AR-filters in social networks, Special
events for students, Contests and
promotions in messengers, Virtual tours
and 3D models.

Sources: developed by the authors.

4.3. Justification of financial decisions regarding the possibility of using digital marketing tools

The next question that managers face when choosing digital marketing tools is cost effectiveness. It is
proposed to justify financial decisions regarding the possibility of using digital marketing tools on the basis
of the analysis of financial statements via the following ratios. This approach allows the objective assessment
of the financial condition of the enterprise, its ability to cover current obligations, the level of financial stability
and the efficiency of resource use. Using such indicators will help make more informed and effective decisions
about investing in digital marketing, reduce financial risk and increase the chances of successful
implementation of marketing strategies.

We highlight the key factors that we consider necessary to analyse to make informed management
decisions regarding the feasibility of spending on digital marketing, particularly the use of innovative tools.
The main coefficients for analysis are as follows:

1) liquidity ratios (the current liquidity ratio allows one to determine whether the company has enough
current assets to cover its current liabilities; the quick liquidity ratio assesses the company's ability to meet
short-term obligations without considering reserves). An analysis of liquidity ratios allows one to understand
whether a company has enough current assets to cover its short-term obligations. This is important for
determining the possibility of making additional investments in digital marketing without the risk of solvency
loss.

2) coefficients of financial stability (the coefficient of autonomy represents the share of equity capital in
total assets, which indicates the financial independence of the enterprise; the coefficient of financial
dependence represents the level of dependence of the enterprise on external sources of financing). The
coefficients of autonomy and financial dependence help to assess the level of financial stability of the
enterprise and its dependence on external sources of financing. A financially stable enterprise has more
opportunities to invest, particularly in digital marketing;

3) profitability ratios (return on assets (ROA) — measures the efficiency of using assets to generate profit;
return on equity (ROE) — evaluates the profitability of the enterprise's equity capital. Profitability ratios (ROA
and ROE) show the efficiency of using assets and equity capital. An enterprise with high profitability has
better opportunities for investment because it generates enough profit.

4) Other financial indicators (net working capital—the difference between current assets and current
liabilities, which reflects the availability of funds for operational activities; interest coverage ratio (if
applicable)—evaluate the ability of the enterprise to cover interest expenses at the expense of operating profit.
Net working capital and the interest coverage ratio (if applicable) provide additional information about the
ability of the enterprise to support its operation activity and cover costs at the expense of its profits.

By analysing these ratios, a company can assess its financial capabilities and make decisions concerning
investing in innovative digital marketing tools. This helps increase competitiveness, attract new customers
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and increase profits while maintaining financial stability and minimizing risks. The initial data for calculating
financial ratios are presented in Table 4. Financial ratios were analysed on the basis of the company's financial
statements for 2023, which are publicly available.

Table 4. Initial data for calculating financial ratios for “Molzavod No. 1” LLC for 2023

Indicator Value at the end of the period, thousand UAH

Current assets 73 853.00
Current liabilities 77 101.60
Reserves 15 799.30
Equity 21 174.40
Total assets 106 083.30
General obligations 84 908.90
Net profit 9591.70

Sources: developed by the authors.

The results of the financial justification of the feasibility of using innovative tools of “Molzavod No. 1”
(Krywvyi Rih) are presented in Table 4. In Table 5, the financial indicators of “Molzavod No. 1”” LLC for 2023
were calculated.

Table 5. Analysis of financial ratios of “Molzavod No. 1” LLC for 2023

Indicator Formula Norm Value at End of Period, '000 UAH

Current Ratio Current Assets/Current Liabilitie >1.0 73853.00/77101.60=0.96
S

Quick Ratio (Current Assets—Inventories)/ >1.0 (73853.00-15799.30)/77101.60=0.75
Current Liabilities

Equity Ratio Equity/Total Assets >0.5 21174.40/106083.30=0.20

Debt to Equity Ratio Total Liabilities/Equity <1.0 84908.90/21174.40=4.01

Return on Assets (ROA) Net Profit/Total Assets >5% 9591.70/106083.30=0.09, 9%

Return on Equity (ROE) Net Profit/Equity >10% 9591.70/21174.40=0.45, 45%

Net Working Capital Current Assets—Current - 73853.00—77101.60=—3248.60
Liabilities

Sources: developed by the authors.

Let us consider conclusions regarding the feasibility of spending on digital marketing. Current liquidity
ratio (0.96). The enterprise does not have enough current assets to cover its current liabilities since the optimal
value is considered to be a ratio equal to or greater than 1.0. This finding indicates that spending on digital
marketing may not be worthwhile unless there is a clear strategy that can quickly increase current assets.

¢ Quick liquidity ratio (0.75). Even when inventories are excluded, enterprises do not have enough liquid
assets to cover their current liabilities. This indicates potential problems with short-term liquidity. Spending
on digital marketing can be worthwhile if it can generate additional revenue quickly by improving this
indicator.

o Coefficient of autonomy (0.20). Only 20% of assets are financed by equity, which indicates a high
dependence on external sources of financing. Given this indicator, spending on digital marketing can be
worthwhile if it helps to increase profitability and reduce reliance on external funding sources.

e Coefficient of financial dependence (4.01). For each unit of equity, there are 4.01 units of liabilities,
which indicates a high level of financial risk. In such a situation, spending on digital marketing may not be
advisable without a detailed analysis of the potential return on investment, as it may further increase financial
risk.

¢ Return on assets (9%). The company generates a 9% return on each unit of assets, which indicates the
efficiency of the use of assets. Spending on digital marketing can be worthwhile because it can improve return
on assets through increased revenue.

¢ Return on equity (45%). A high return on equity indicates the effective use of equity to generate profit.
Investing in digital marketing can be worthwhile as it can increase this figure, providing an even higher return
on investment.

¢ Net working capital (-3 248.60 thousand UAH). A negative value of net working capital indicates that
current liabilities exceed current assets, which may indicate possible liquidity difficulties. Spending on digital
marketing may not be worthwhile unless it can quickly improve a company's liquidity.
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Considering the above indicators, the enterprise is in a difficult financial situation from the point of view
of liquidity and financial independence. However, high returns on assets and equity indicate potential for
growth. Spending on digital marketing can be worthwhile with careful planning and forecasting of results that
will help quickly increase profits and improve financial indicators.

5. Discussion of research results. This study revealed that the use of innovative digital marketing tools
can significantly increase customer engagement and drive sales in the dairy industry. The cluster analysis
identified three main consumer segments, namely, young technocrats, family shoppers, and older consumers,
each of which has its own unique values and marketing requirements. Financial analysis has shown that
investments in digital marketing can be cost effective, especially with the right combination of traditional and
innovative tools. The results of our study confirm the conclusions of previous works that digital marketing is
an effective tool for attracting customers and increasing sales in the dairy industry. Jiang & Yukio (2024) and
Soares et al. (2021) emphasize the importance of using influencers and social media in product promotion,
which correlates with our findings on the effectiveness of innovative tools for creating an emotional
connection with customers. However, our study places a new emphasis on the importance of innovation in
digital marketing, which can enhance the effectiveness of even traditional tools. This corresponds to
Babukh (2017) and Aktas & Akur (2022), who emphasize the need to avoid the “obsolescence trap” by using
new approaches in marketing strategies.

In addition, the results of our cluster analysis, which identified three consumer segments, are consistent
with the segmentation and clustering approaches developed by Oklander & Oklander (2017). The unexpected
discovery about the positive response of older consumers to personalized solutions indicates that innovative
tools can be effectively adapted to different demographic groups, which confirms the importance of a flexible
approach, as noted in Chen & Liu (2024) and Pan et al. (2022).

In general, our study confirms the importance of integrating traditional and innovative digital marketing
tools, which is supported by Koriuhin & Matveev (2024) and Aljabari et al. (2024). It is important to consider
the specifics of the industry and target audience to achieve the maximum effect, as reflected in numerous
studies of digital marketing.

Unexpectedly, it was found that older consumers, although less active in the digital environment, respond
positively to personalized marketing solutions. This finding indicates that even traditional marketing segments
can be engaged with innovative approaches if they are adapted to specific consumer needs. This finding has
important meaning for digital marketing strategies, as it demonstrates the need for a flexible approach to
different demographic groups.

The main conclusions of this study highlight that innovative digital marketing tools are key for improving
the competitiveness of the dairy industry. The use of innovative digital marketing tools allows one to create
emotional connections with customers, which contributes to the growth of sales. The results show that even
traditional consumer segments can respond positively to innovative approaches if they are adapted to their
needs. This research has important implications for the development of marketing strategies in the dairy
industry and can be used to improve digital marketing practices in other industries.

6. Conclusions. The conducted research made it possible to achieve significant results in three main
directions. First, the segmentation of the target audience for dairy products revealed key segments that have
distinct values according to audience age and income level. The use of cluster analysis made it possible to
identify three main groups of consumers: youth, middle-aged and older consumers. By using cluster analysis,
we identified three main consumer groups: young, middle-aged and older. According to the survey, 25% of
the respondents were young people under the age of 30, 45% were middle-aged people (31-50 years old), and
30% were older consumers (51+ years old). This segmentation allows dairy companies to better adapt their
choice of innovative digital marketing tools to the specific characteristics and values of each group.

Second, the analysis of the enterprise's values and budget emphasizes the need to use innovative digital
marketing tools to increase the effectiveness of dairy product promotion. Appropriate innovative digital
marketing tools for each segment were substantiated. For example, for a young audience with an average
income, the use of interactive content on social networks is recommended, whereas for families with a high
income, personalized marketing solutions and virtual tours are recommended. A classification of innovative
digital marketing tools was carried out according to the cost of their use, which allows enterprises to choose
the most effective tools according to their budget. This allows companies not only to increase brand
recognition but also to respond effectively to the individual needs of different audience segments.

Third, the financial analysis confirmed that digital marketing costs can be justified, but their feasibility
depends on implementation conditions and specific business strategies. Importantly, investments in innovative
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tools should correspond to the size and budget of the enterprise and be consistent with the overall development
strategy. For example, according to estimates, enterprises that have invested in integrated marketing
campaigns, particularly traditional and innovative tools, have received a 15-25% increase in sales compared
with those that have been limited only to traditional methods.

Recommendations for companies include the implementation of integrated marketing campaigns that
combine traditional and innovative tools and constant monitoring of cost effectiveness to adjust strategies in
real time. Policy consequences and limitations of the study. The results of the study highlight the importance
of adapting digital marketing to local conditions and cultural characteristics. Limitations may be related to the
availability and effectiveness of new technologies in different regions. Further research can focus on a deeper
analysis of the influence of cultural and economic factors on the effectiveness of marketing strategies and on
the development of practical recommendations for different regional contexts.

Further directions of research. Research in the direction of a deeper analysis of the impact of innovative
tools on different segments of the target audience and their economic results is recommended. Research in the
field of the effectiveness of investments in digital marketing, taking into account the cultural and economic
characteristics of different regions, is also important
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®dinancope O00IPYHTYBAaHHSI 3aCTOCYBaHHS iHHOBaLIifHUX IHCTPYMeHTIB IM(POBOro MAapKeTHHIY BpPasKeHb B
MOJIOYHIH rajysi

KOuaia TarapunueBa, HanionansHuii TeXHIYHUH YHIBEpCUTET «XapKiBChKUH MOJNITEXHIYHUN IHCTHTYT», YKpaiHa
Ouexcanap Manoiiienko, HarioHanbHUIM TEXHIYHNHN YHIBEpPCUTET «XapKiBCHKUH MOJITEXHIYHUH IHCTUTYT», YKpaiHa
Haranis IlImaTbko, HarionanbHMi TeXHIYHNH yHIBEPCUTET «XapKiBCHKUH MOJITEXHIYHUH IHCTUTYT», YKpaiHa

Y HayKkoBili cTaTTi NPEACTaBICHO KOMIDIEKCHE JOCHI[KCHHS, CIpSMOBaHE HA aHaji3 BIUIMBY I1HHOBAIIHHUX
IHCTpYMEHTIB H(POBOTO MAPKETHUHTY Ha MPOCYBaHHS MPOAYKIIii MOJIOYHOI raimy3i. AKTyalbHICTh poO0OTH 00yMOBIICHA
TIOCTIHHOIO IMHAMIKOIO ITM(QPOBOTO CEepeAoBHINA Ta HEOOXITHICTIO MiAMPHUEMCTB TNPHCTOCOBYBATHCS IO HOBHX
TEH/CHIIIH pO3BUTKY MapkeTHHTY. OTpHMaHi B X0/ TOCTIKSHHS pPe3yIbTaTH MOXXYTh CTATH BaXKJIUBUM iHCTPYMEHTOM
IUIsl PO3BUTKY MapKeTUHIOBHX CTpAaTeriil MiAIPHEMCTB MOJIOYHOI Tally3i Ta CHPHATH iX YCIIIIHOMY KOHKYPYBaHHIO Ha
puHKY. OCHOBHOIO METOIO JOCIII/DKCHHS € BUSBJICHHS Ta aHai3 e(peKTUBHUX IHHOBANIWHUX IHCTPYMEHTIB UGPOBOTO
MapKeTHHTY, & TaKOX OOIPYHTYBaHHS JOLJIBHOCTI BUTpAT Ha HU(QPOBUN MapKEeTHHT OCHOBI aHalizy (iHaHCOBOI
3BITHOCTI. O0'€KTOM JOCIIKEHHS € ITUPPOBHUIA MAPKETHUHT MIAMPUEMCTB MOJIOYHOT rary3i. MeTo1010rist JOCII IHKCHHS
0a3yeThbcsl HAa BHKOPHCTAHHI PI3HOMAHITHAX AaHAJIITHYHHX 1 METOJOJOTIYHMX IIIXOMdIB, 30KpeMa, IPOBEICHHI
KJIACTEPHOTO aHaJli3y IMiIbOBOI ayTUTOpii, a TaKOXK aHami3zy (iHaHCOBHX KoedirieHTiB. OMHUM 3 KIFOUOBUX CTAIliB
JOCII/DKeHHsT OyJio NMpOBEJECHHS KIACTEPHOTO aHajli3y IiJIbOBOI ayauTopii, 110 J03BONMWIO iAeHTH(]IKyBaTH pi3Hi
CETMEHTH CIIOKHMBAYiB 3 PI3HUMH IOTpedaMu, IHHOCTSIMH Ta CIIOCO0aMM CIPUHHATTS pekIaMHoi iHpopmanii. Ha ocHOBI
OTPMMaHUX pe3yJbTaTiB Oy 3rpyNOBaHi iHMBiTyalli30BaHi IHCTPYMEHTH IHHOBaLiHHOTO II(POBOTO MapKETHHTY IS
KOXKHOT'O 3 IIUX CETMEHTIB, CIIPSIMOBaHi HA MAaKCHMaJbHE 3aJI0BOJICHHsI 1X HiHHOCTel. KpiM Toro, y CTaTTi po3nisiarThes
IHHOBAIIiIfHI iIHCTPYMEHTH HU(PPOBOTO MAPKETHHTY, SIKI MOKYTh OyTH yCIIIITHO BUKOPUCTAHI B MOJIOYHIH TaIy3i 3 METOIO
T ABUIIICHHS 0OCSTIB MPOJaXKiB Ta MOKPAIIECHHS CIIPUHHATTS OpeHIy crokuBadamu. Cepel] TAKUX iHCTPYMEHTIB BapToO
BiJJ3HAYNTH BUKOPUCTAHHS BipTYaJIbHOI peaNbHOCTI [UT CTBOPEHHS IMEPCIHIX pEeKIIAMHHX KaMIIaHil, IepCOHaTi30BaH1
MapKeTHHTOBI1 PillIeHHS Ha OCHOBI aHaJi3y AaHUX, a TAKOX IHTePAaKTHBHI KOHTEHTYaJIbHI (OPMATH [T 3TyIEHHS YBard
CHOXWBadiB. BUKOpUCTaHHS 1HHOBALIHIX 1HCTPYMEHTIB IH(POBOTO MAPKETUHTY € OJHHUM 3i IUIAXiB BIPOBAKCHHS
KOHIIETIIIIT MApPKETHHTY BPaXXCHb, SIKUIl CTABUTh HA METI CTBOPEHHS IJIMOOKOT0 €MOIIHHOTO 3B 3Ky MK OPEHIOM Ta
CIHOXXKMBaueM. 3aCTOCYBaHHs TaKMX IHCTPYMEHTIB JI03BOJIsIE 3a0€31EYUTH CHIOXKMBA4YaM HE MPOCTO IHOKYIKY TOBapy, a
IUTAH KOMIUTIEKC TIO3UTHBHUX €MOIIi# Ta BpaXXeHb, 1110, B CBOKO YEPIy, MIABUIIYE JOSUIBHICTh 10 OpeH/Ia Ta CIpUsE HOro
MOUIHPEHHIO. Y Po00Ti 3p0o0iieHO (hiHAHCOBE OOIPYHTYBaHHS IOLIIBHOCTI BUTPAT Ha IU(POBUI MAPKETHHT Ha OCHOBI
aHaii3y (iHaHCOBOI 3BITHOCTI MiANPUEMCTBA Ta (OPMYBaHHS CHCTEMU (DiHAHCOBUX KOE(DILIEHTIB JUISI NPUHHATTS
YIPaBJIIHCHKUX PIllICHb.

KalouoBi cioBa: oHnaiiH mpocyBaHHS NPOAYKTY, KIACTEPHUH aHali3, 1HHOBAIiifHI IHCTPYMEHTH LU(PPOBOTO
MapKeTHHTY, LLTbOBa AyJJUTOPIs, aHalli3 BUTPAT, YIPABIIiHHS.
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