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AHHOTAIIUSA

CoBpeMEeHHBIII WHCTPYMEHTApUil MPEJOCTABISAET BO3MOXKHOCTH PEATbHO I(PPEKTHBHOTO
mporecca HE TOJNBKO BBUICICHUS IEJIEBOM ayJUTOPUM TOTpPEOUTENei, KOoTopas B
JeMCTBUTENILHOCTH HaAMEPEHa BOCIOJIb30BATHCS yCIyraMy MPeInpUsaTUs, HO U 0ojee TOYHOIro
IIPEJCTABICHUS O TOM, KTO SIBJIETCS MOTpeOuTeNeM NpeasaraeMoi NMPOAYKLIHU WM YCIYT,
YUUTBIBaTh €r0 XapakTep, NpHUBBIUKH W T.I. CHCTEMAaTH3MPOBAaHBI OCHOBHBIE IU(POBBIC
MHCTPYMEHTBl TEXHOJOTMH TapreTMHra B CUCTEME HpPOABMKEHUs yciayr. OmpeneneHo, 4ro
TUIEPJIOKAIbHBIA TApreTUHT HE CTOMT MyTaTh C reorpauyeckuM, MOCKOJIbKY B OTJIMYME OT
MOCJIEHETO — 3TO BO3MOKHOCTh HACTPOUTH II0Ka3 PEKJIAMbI HE TOJIBKO B ONPEAEIEHHON CTPaHE,
pPEruoHe WM TOPOE, HO U 3aJ1aTh MAaKCUMAJIBHO TOYHO PACIIONIOKEHHE, JaKe B IIPEesax OJHOU
yiuipl. C ero noMoIup0 MOXKHO ONPEAEIUTh HECOCTOSBIIUECS MOKYIKH, YTO B COOOIIECHUSX
OTIIYTHYJIO TMOJb30BaTenss U T.I. OD(P(EKTUBHOCTh peTapreTMHra BO MHOIOM 3aBHUCUT OT
MIOCTOSTHHOTO KOHTPOJISI PEKJIaMHOTO Mpoliecca, PEeryIsipHO-000CHOBAaHHON CMEHBI COOOIEHU],
MIPAaBUIILHO BEIOPAHHBIX IPYIII U IJIOMIAI0K. B pe3ynbraTe Hay4HOro McCcie10BaHus ONpeIeeHbI
Ou3Hec-3a/1auM, periaeMble perapreTuHroM. OO003HAaYeHO, YTO HENpPAaBHJIBHO HACTPOEHHBIN
peTapreTUHr MOXKET BbI3BAaTh PEAKLMIO0 MOKYIATENsl, IPOTUBOMOIOKHYIO kenaeMoi. OcoOeHHO
CWJIBHO HaJI0€IaeT IOBTOPHAs peKJIaMa, €CIIM JaHHBIA TOBAp YK€ KYIUIEH, Ja)K€ €CIIU U B IPYTroi
KOMIIaHMU. B pe3ynprare CrpynnupoBaHbl OCHOBHBIE HAIPABIECHUS HENPABHIBHOTO
HCIOJIb30BaHUs PETapreTUHra.
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Beenenue

WMunoBauu ¥ 1upoBbie TEXHOJIOTHH CTAIH HAMPSIMYIO BIMATH Ha 00pa3 )KU3HU YEIIOBEKa, Ha €ro
npodeccuoHanbHble cTpareruu. /leno B TOM, YTO YEIOBEYECKHI MO3I HE YCIEBaeT 3a MOTOKOM
uHbOpMaLMU U 3TO co3JaeT npolieMsl A Beex. [ camux mrozed, A SKOHOMUKH, Ou3Heca, AJs
npaBuUTeNbCTB [Dansaxos, Www].

CrnoxkHble pacueThl C IIE€JIbI0 COKpAllleHUS BPEMEHHM Ha MX OCYILECTBICHHE U IIOBBIIICHUS
apu(MeTUYECKOH TOYHOCTH BO3JIaraloT Ha aBTOMATU3UPOBAaHHBIE CHCTEMBl U IPOrpaMMHOE
obecrieyeHue, YTo B pe3yJbTaTe CHUXKAET YPOBEHb NPO(PECCHOHATBHOIO Pa3BUTHs CIHELMAIMCTA.
[udpoBoe ynpoiieHHe MPUBOAUT K OCIAOICHUI0 HEOOXOAMMOCTH HCHOJIB30BAHUS YMCTBEHHBIX
CTIIOCOOHOCTEH, CTaHAAPTH3AIMH MBIIICHHS.

OpHako, pe3yabTaThl MapKETUHIOBBIX MCCIIEJOBAaHUHN YKa3bIBalOT Ha TOT (PAaKT, YTO YacTo
CIELUAINUCTEl B cepe PKOHOMHMKM M MEHEDKMEHTa CTaparoTCs IMOJYyYUTh KaK MOXKHO OoOJblle
nHpopmannu n3 CMU unn UHaTepHEeTa B peskuMe OHJIAIH, YUTast TOCIIEHUE HOBOCTH Ha MPOTSHKEHUU
CYTOK, Jla’ke BO BpeMst 00e/ia ¥ epesi CHOM.

B pesynbrate nosy4aroT Tako MH(GOPMALMOHHBIM HOTOK, KOTOPBI IEpXKUT B HAINPSHKEHUH
CHEeLUAINCTA, IPUBOAUT B MPO(PECCHOHANBHOM YCTAaIOCTH.

Postb IMpoBBIX TEXHOJIOTHI B OpraHU3aly MPOIBMKEHUS YCIIYT BEJIHKA, a BO3MOXXHOCTH €T0
peaninzanuy, Ojgarogapss MHOXECTBY MHCTPYMEHTOB, LIMPOKHU. B HOBBIX peanusix MpPOU3BOIUTEIND
JIOJDKEH BJIAZIeTh LUGPOBBIMU MHCTPYMEHTAMH, BKIIOYaThb UX B IIOBEJIEHUE KOMIIAHMM U yMETh
UCII0JIb30BaTh B HYKHbIM MOMeHT [Kamyctuna, 2015].

AHAJIU3 MOCJIeIHUX UCCIe0BAHUN M MyOauKaAuii

B paMkax Hay4HOro MCCIE€IOBAaHUS NPU U3YYECHUM TPEHIOB LUGPOBON TpaHChopManuu chepsl
yCIIyT YAEIWIM BHUMaHHE TaKUM HalpaBJICHUSM HCCIIEOBAHUS KaK: MPUMEHEHHE MHHOBALMOHHOM
texHosoruu digital marketing mist moBeieHUs 3()PEKTUBHOCTH MPOABHKEHUS YCIYT, TEXHOJIOTUU
UHTEpHET-MapKEeTUHIa TEOpHsl U TMpakTHKa NpoJBrkeHus Openna B Ceru, 1udpoBas 3KOHOMHUKA!
0COOEHHOCTH M TE€H/ICHIIMH Pa3BUTHs 3JIEKTPOHHOTO B3aMMO/IEHCTBH S, aKTyaJIbHOCTh MCIIOJIb30BAHUS
digital-uHcTpyMEHTOB MpH MPOBMKEHUH MTPOIYKTA HA COBPEMEHHOM pPhIHKE. BaykHO OBLITIO OTMETHTH
MHEHUE OTAENIbHBIX YYEHBIX U MPAKTUKOB, KOTOPHIE B CBOMX ITyOJMKALIUAX BbICKA3aJId CBOE MHEHUE U
OTpa3ujM Hay4dHblE UJEU OTHOCHUTEIBHO COBPEMEHHBIX TEOPUH M MPAKTUYECKUX MPEIIOKEHUN
OTHOCUTEJIbHO MNPUMEHEHUS IMPPOBBIX HHCTPYMEHTOB M HWHHOBAIMOHHBIX TEXHOJIOTHI B
MIPOJIBM>KEHUH YCIYT B CETH MHTEPHET. JTO TaKue ydeHsble, kak: P. damaxos, JI. M. Kanycruna, U. /1.
Mocynos, I'.A. Tlomzoposa, B.E. Kupminosa, H.A. ITnemxosa, H.JI. I'psznoBa, U.B. Anekcees, O.B.
ApTaMOHOBa.

Dopmuposanue yenu cmamou: LudpoBble MHCTPYMEHTHI M MHHOBAIIMOHHBIE TEXHOJOTMU B
MPOABIKEHUH YCIYT B CETH UHTEPHET TPEOYIOT AE€TAIBHOTO U TIATEIFHOIO HAYYHOT'O UCCIIEIOBAHUS
Y TIOMCKA HayYHBIX PEIIEHUH B COBEPIICHCTBOBAHUU CTPATETUU Pa3BUTHUS HU(PPOBHIX TEXHOIOTHH.

OcCHOBHOW MaTepHAaJI HCCJIEI0BAHUSA

[ludppoBble TEXHOIOIMHM MHPOABHIKEHMs YCIyr, TakKMe KakK, HalpuMep, TapreTHHT, SBIAETCS
HEOOXOJUMBIM 3BEHOM COBPEMEHHOM CHCTEMbI YIPaBJICHUS, OPUEHTHPOBAHHOW Ha YCIIECUIHOE
(YHKIIMOHMPOBAHUE MPEANPUATHS U MOJIyUYeHHE MaKCUMaJIbHO BO3MOXHOHU npuobutn [[loazoposa u
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ap., 2019, 333-338].

Brinenenne 1meneBoi ayauToOpud IOTpeOuTeneld He sBIseTCcsS aOCONIOTHO HOBOW HJIeeH, OHa
MPOXOANIIA «KPAaCHOM HUTHIO» MPAKTUYECKH BO BCEX MApPKETHMHTOBBIX HMCCIEIOBAHUSX, HO JIUIIb B
HACTOSIIEE BpeMs OHa MOXET OBITh pealin30BaHa HAa KAYECTBEHHO HOBOM YPOBHE.

C mnepexogoM K HH(POPMALIMOHHOMY OOIIECTBY CTAaHOBUTCS BCE TpYyAHEE TMPEACTaBUTH
MMOBCEHEBHYIO XU3Hb Oe3 mHTepHera. Cpenam HaceneHuss Poccuiickoit ®@enepanuu Habmromaercs
HamOoJee pacrnpoCTpaHCHHAs CMEIIAaHHAs MOJeNb MeAauanoTpeOiacHus: Oojiee  MOJIOBUHBI
OTIPOIIEHHBIX — AKTUBHBIC MOJIb30BATEIM WM TEJICBHUJCHUS, M HHTEPHETa, K OOOMM HCTOYHHKAM
uH(popMalud OHU OOpalIalTCcsl HE peXe HecKoNbkux pa3 B Henmemo (53%). Hecmotps Ha ee
JOMUHHpYIoIIee monoxkeHue B 2021 r., 3a 4deTblpe rojga HAMETHJICS HUCXOMISIIMN TPEHM: O0JIs
CTOPOHHUKOB THOPHIHON MOJICNIM MeAHanoTpedaeHus: cHusmiach Ha 9 .. (2018 r. — 62%).

OIHOBPEMEHHO € ATUM PACTET YUCIIO TEX, KTO B KAY€CTBE OCHOBHOTO HMH(POPMAIIMOHHOTO pecypca
BbIOMpaeT uHTEepHET, ¢ 2018 roga TakoBbIX cTano BABOE OoJjbine. CerojHs aKTUBHO MOJIb3YIOTCA
MHTEPHETOM MOYTH TpeTh poccusiH (29% vs. 13% B 2018 1.). CoxpaHSIOT HPUBEPKEHHOCTH
tpaauunoHHomy CMMU, teneBuaenuto, 16% onpoIIeHHbIX; ’TO MUHUMAJIBHBIN ITOKa3aTeNlb ¢ Havyala
u3mepenuii [ Tpenasl MequanorpetieHus, WWw].

[udposbie Meaua npeacTaBistoT COO0M aapecHbIe KaHaJbl, TTO3BOJISIIONINE MAPKETOJIOTaM BECTH
MOCTOSIHHBIA JIBYCTOPOHHUI MEPCOHU(PUIIMPOBAHHBIA OHUAJOr C KaXIbIM mHoTpedbutenem. Takoi
JMAJIOT, TIOCTPOCHHBI Ha WCHOJIb30BAaHUU JIaHHBIX, TOJYYEHHBIX B PE3YNIbTaTe MPOILIBIX
B3aMMOJICHCTBUI C MOTpEOUTENIeM, C MEIbI0 OOCTYKMBAaHHUS CIEAYIOIIMX KOHTAKTOB, paboTaer
mo100HO HelpoHHOM ceTH [Auekcees, 2016, 42-45].

Kpowme Toro, nndpoBsie Me1Ma Mo3BOJISIOT MOTY4aTh AHATUTHYECKYIO0 HH(POPMAITUIO O TOBEACHUH
MOTPEOUTENS, €T0 COIUABHO-IEMOTpadUIECKHil MOPTPET B PEKUME PEaIbHOTO BPEMEHHU, TIPOBOIUTH
MPSIMYIO U TIOJTY4aTh OOPaTHYIO CBSI3b C IEJIbI0 YIYUIICHHUS] U ONTUMHU3AINH TaKOTO B3aUMOICHCTBUS
[ApramonoBa, 2017, 184-187].

CoBpeMeHHbBII HHCTPYMEHTapUii MPe0CTaBISET BOZMOKHOCTh peabHO 3(h(eKTUBHOTO TpoIecca
HE TOJBKO BBIJCNICHUS 1IEJIEBOM ayAUTOPHH MOTpeOUTeNneil, KoTopas B ACHCTBUTENILHOCTH HaMEpeHa
BOCITOJIH30BaThCS YCIyTaMH TIPEANPUATHSI, HO B 00JIe€ TOYHOTO MPEICTABICHUSI O TOM, KTO SIBIIIETCS
noTpeduTeneM mpeajiaracMou MpoAYKIIUU WIH YCIYT, YYUTHIBAaTh €r0 XapaKTep, MPUBBIYKU U T.11.

OcHoBHbIE ITU(GPOBBIE HHCTPYMEHTHI TEXHOJOTHI TapreTWHra B CHCTEME IMPOJBUKEHHS YCIYT
MoKa3aH Ha puc. 1.

MapxkeTronory HE0OXOIUMO yMeNlo oOpariaThCsi ¢ KaXKIbIM U3 MEPEYUCICHHBIX WHCTPYMEHTOB
TapreTUPOBAaHMs, CTapsICh W30€KaTh CIWINIKOM IMUPOKOTO TapreTuHra. B mpoTwmBHOM ciydae
JTUCKPEIUTUPYETCS BCS MJIes TOUHO HAIIPABJICHHOTO OOpallieHus K BEIOpAaHHOM 11e1eBON ayTUTOPHH.

[lognepxaHue y3K0ro ¥ O4€Hb TOUHOTO TaPT€TUPOBAHUS HE TOIBKO MOMOXKET CHU3UThH PACXOJIbI
MPEANPUSITHS HAa OPTAaHU3AIMIO0 PEKIIAMHO-COBITOBOM EATEILHOCTH M pacTpaThl OI0/KETa BIYCTYIO,
HO ¥ TIOMOYET IPOJI0JDKATh IPUBJIEKATh MOTpeOuTenei, n3deras HarrpacHBIX TOKA30B, KIIUKOB.

['unepnokanpHBId TAPTeTUHT HE CTOUT MYTaTh C reorpaduueckuM, MOCKOJNBKY B OTIWYHE OT
MOCJIEIHETO — 3TO BO3MOXKHOCTh HAaCTPOUTH MOKa3 pPEKJIaMbl HE TOJIBKO B ONpPENETIEHHON CTpaHe,
pEruoHe WM TOpOojJe, HO W 3a7aTh MAaKCHUMaJbHO TOYHO DPACIOJOXKEHHE, aXe B Tpeaesiax OHOM
YITHIIBL.

Kak BuIHO U3 pUCYHKa 2, BBIACTSACTCS OCOOHSIKOM, TAKOH MHCTPYMEHT, KaK peTapreTHHroM (4acTo
Ha3bIBAEMBIM U peMapKeTHHTroMm). J1o opurmansHoe HazBaHue Google Adwords Remarketing, T.e.
(GyHKIIUM, TIO3BOJISAIONIEH MOBTOPHO OOpPaTUTHCS K IOJB30BATENsIM, paHee 3axOJMBIIUM Ha
HWHTEPECYIONINI Hac BeO-pecypc (caiT).
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C ero moMoIIbI0 MOKHO OINPENEIUTh HECOCTOSBIINECS TTOKYIIKH, YTO B COOOIIEHHUIX OTITYTHYJIO
MOJIB30BaTeNs U T.1. DPPEKTHBHOCTh PETAPTETHHIAa BO MHOTOM 3aBUCHUT OT MOCTOSTHHOTO KOHTPOJIS
PEKIaMHOT0 TIPOIIECcca, PETYIIPHO-000CHOBAHHON CMEHBI COOOIICHUH, MPABUIIHLHO BRIOPAHHBIX TPYIIIT
Y TUTOIIAJIOK.

[TudpoBble HHCTPYMEHTHI ITPOJIBIKEHUS yCITyT
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PucyHok 1 - OcHoBHBIe HU(PPOBbIE HHCTPYMEHTHI TEXHOJIOTHH TAPreTHHI A

BI/ISHCC'3a,I[aLII/I, peuiacMbIC pETAPTCTUHI'OM, ITOKAa3aHbI HA PUC. 2.

FusHec-2a aMH, PEITas MEIE
P ETap T ETHHT O M

OEA3ETE CITYHaAHEIM 10 CETHTETAM
CafiTa IpeHMyIIECTEA DOKYIIOK ¥
OAHH0H K0 I aHHH

PucyHnok 2 - OcHoOBHBIE OM3Hec-3a1a4H, peliaeMble peTAPreTHHIOM
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B 10 Xxe BpEMmsi, ,Z[aHHI:Iﬁ HHCTPYMCHT HGO6XOI[I/IMO HCIIOJIB30BaTh OYC€HBb YMCEIIO. Takwue
HCIOCTATKH, BOBHUKAOIIUC Y HerO(beCCI/IOHaJ'IBHBIX MAapKETOJIOroB, ITOKAa3aHbl HA PHC. 3.
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PﬂcyHOK 3 - OcHOBHbBIE HanpaBJCeHUS HCNMPABUJIBbHOI0 HCMTOJb30BaAHUSA

HenpaBuibHO  HACTPOEHHBIN  pETapreTMHI  MOJKET  BbI3BaTh  PEAKLUIO  ITOKYIATes,
IIPOTHBOIOJIOKHYIO *kejaeMoi. OCOOEHHO CHIIBHO HAJ0€laeT IOBTOpPHAs peKjama, €CIM JJaHHBIN
TOBAp YK€ KYIUIEH, Ja)K€ €CJIM U B APYrol KOMITaHUU.

3akiroueHue

B nenom, akkymynupysl MojiydeHHbIE AaHHbIE, HauOojee BaXXHBIMU BBIBOJAMH M aKLEHTaMHU
pe3yabTaToB 00CIEOBaHUS OTHOCUTEIBHO pa3BUTHS cgepbl ycayr B KOHTEKCTE LU(POBBIX
MHHOBAIUH CIEAYET CUNTATh CIAEAYIOLIUE:

— CKBO3HO€ NPOHUKHOBEHHE HOBBIX TEXHOJOIUH, COMPOBOXKAAEMOE TTYOOKHMH W3MEHEHHUSIMHU
CTPYKTYpPbl M XapakTepa COBPEMEHHOI'O IOTPEOUTENBCKOIO pBIHKA, IOBBIIICHHBIMU
TpeOOBaHUSIMU K pa3BUTHIO cdepbl ycIyr B rio0anbHOM MacmTabe, 00yCIOBIMBaeT
HEM30€KHOCTh TPAHC(HOPMALIMH «KJIACCHUECKON MOJENIN» ChEPhI YCIyT;

— B (poKyce MpOoJIBUTaeMbIX BBICOKOTEXHOJOTUYECKUX MPOJYKTOB — TEXHOJOTUU BUPTYaJIbHOU U
JIOTIOJIHEHHOM PEAIbHOCTH;

— nudpoBu3aLUs 3aMeANsIach B CBSI3U HEJOCTATOYHBIM OIBITOM COTPYAHUKOB JJISI BHEIPEHHS
TEXHOJIOTUH U pacnpocTpaHeHnus komnereHuui B chepe UKT.

Digital tools and innovative technologies in the promotion ...
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Abstract

Modern tools provide an opportunity for a really effective process of not only identifying the
target audience of consumers who actually intend to use the services of the enterprise, but also a
more accurate idea of who is the consumer of the products or services offered, considering their
character, habits, etc. The main digital tools of targeting technologies in the service promotion
system are systematized. It is determined that hyperlocal targeting should not be confused with
geographical targeting, because unlike the latter, it is an opportunity to customize the display of
advertising not only in a certain country, region or city, but also to set the location as accurately as
possible, even within the same street. With its help, you can identify failed purchases, what scared
the user away in the messages, etc. The effectiveness of retargeting largely depends on the constant
monitoring of the advertising process, regularly-reasoned change of messages, correctly selected
groups and sites. As a result of scientific research, the business tasks solved by retargeting have been
identified. It is indicated that incorrectly configured retargeting can cause a buyer's reaction opposite

Elena V. Efremenko


https://www.gazeta.ru/business/2020/01/23/12924236.shtml

Regional and sectoral economy 51

to the desired one. Repeated advertising is especially annoying if this product has already been
purchased, even if it is in another company. As a result, the main directions of improper use of
retargeting are grouped.

For citation
Efremenko E.V. (2022) Tsifrovye instrumenty i innovatsionnye tekhnologii v prodvizhenii
uslug v seti Internet [Digital tools and innovative technologies in the promotion of services on the
Internet]. Ekonomika: vchera, segodnya, zavtra [Economics: Yesterday, Today and Tomorrow], 13
(2A), pp. 45-51. DOI: 10.34670/AR.2023.16.83.039

Keywords
Digital tools, innovative technologies, service sector, targeting, media consumption, business
tasks, hyperlocal targeting, promotion system.

References

1. Alekseev 1.V. (2016) Tsifrovaya ekonomika: osobennosti i tendentsii razvitiya elektronnogo vzaimodeistviya [Digital
Economy: Features and Trends in the Development of Electronic Interaction]. Aktual'nye napravleniya nauchnykh
issledovanii: ot teorii k praktike [Actual Directions of Scientific Research: From Theory to Practice], 4-2 (10), pp. 42-
45,

2. Artamonova 0O.V. (2017) Aktual'nost' ispol'zovaniya digital-instrumentov pri prodvizhenii produkta na sovremennom
rynke [The relevance of using digital tools when promoting a product on the modern market]. Molodoi uchenyi [Young
scientist], 10 (144), pp. 184-187.

3. Falyakhov R. «Vklyuchite golovuy: chem opasna tsifrovaya revolyutsiya ["Turn on your brain": what is the danger of the
digital revolution]. Available at: https://www.gazeta.ru/business/2020/01/23/12924236.shtml [Accessed 12/12/2022]

4. Kapustina L.M. (2015) Internet-marketing. Teoriya i praktika prodvizheniya brenda v Seti [Internet Marketing. Theory
and practice of brand promotion on the Web]. Yekaterinburg.

5. Podzorova G.A. et al. (2019) Primenenie innovatsionnoi tekhnologii digital marketing dlya povysheniya effektivnosti
prodvizheniya uslug [Application of innovative digital marketing technology to improve the efficiency of service
promotion]. Vestnik Kemerovskogo gosudarstvennogo universiteta. Seriya: Politicheskie, sotsiologicheskie i
ekonomicheskie nauki [Bulletin of the Kemerovo State University. Series: Political, sociological and economic
sciences], 4, 3, pp. 333-338.

6. Trendy mediapotrebleniya [Trends in media consumption]. Awvailable at: https://wciom.ru/analytical-
reviews/analiticheskii-obzor/trendy-mediapotreblenija-2022 [Accessed 12/12/2022]

7. Bala, M., & Verma, D. (2018). A critical review of digital marketing. M. Bala, D. Verma (2018). A Critical Review of
Digital Marketing. International Journal of Management, IT & Engineering, 8(10), 321-339.

8. Desai, V., & Vidyapeeth, B. (2019). Digital marketing: A review. International Journal of Trend in Scientific Research
and Development, 5(5), 196-200.

9. Peter, M. K., & Dalla Vecchia, M. (2021). The digital marketing toolKkit: a literature review for the identification of digital
marketing channels and platforms. New trends in business information systems and technology: Digital innovation and
digital business transformation, 251-265.

10. Jain, E., & Yadav, A. (2017). Marketing and technology: role of technology in modern marketing. IOSR Journal of
Business and Management, 19(5), 49-53.

Digital tools and innovative technologies in the promotion ...



