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THE ROLE OF DIGITAL MARKETING IN FORMING PROMOTION
AND DEVELOPMENT STRATEGIES FOR STARTUPS

The study substantiates the theoretical and methodological foundations for developing startup marketing
strategies in a digital environment, emphasizing the integration of digital marketing tools, CRM technologies, and
artificial intelligence. Startup marketing is considered as a multilevel system combining corporate, functional, and
operational components, where CRM ensures customer orientation and personalized engagement. The effectiveness
of strategies is linked to growth hacking approaches that enable rapid testing and scaling of decisions. The integration
of digital communication channels, analytical tools, and data-driven approaches enhances marketing performance
and competitive advantages. Particular attention is given to Al and neural networks, which improve forecasting
accuracy, automate analytics, and optimize decision-making, forming the basis for innovative and scalable startup

development.
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Problem statement. In the context of
digital transformation of the economy and the
growing role of innovative entrepreneurship,
the problem of developing effective marketing
strategies for startups — capable of ensuring their
competitiveness, scalability, and sustainable
development — is becoming particularly
relevant. Despite the active adoption of digital
technologies, the use of digital marketing tools,
CRM systems, and growth hacking approaches,
startup practice demonstrates a lack of a coherent
strategic approach to managing marketing
processes. This leads to fragmented decision-
making, misalignment of tools, and reduced
effectiveness in promoting innovative products.

This problem has an interdisciplinary
nature and is directly connected to the need
to address important scientific and practical
tasks — specifically: the development of
integrated marketing strategy models for startups
adapted to the digital environment; improving
the effectiveness of digital communication
channels; optimizing consumer engagement; and
ensuring effective use of innovative technologies,
including artificial intelligence. These factors
necessitate further in-depth research into the
outlined issues.

Review of recent research and publications.
The study of marketing strategy formation
for startups in the digital environment is
associated with research into growth hacking
processes, digital transformation of business
models, the development of innovative
entrepreneurship, and data-driven approaches
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to managerial decision-making. The works of
Y. Joshi, R. Bodhi, S. Chatterjee, M. Mariani,
and others [I; 2] emphasize the impact of
growth hacking on enterprise performance
in unstable environments. V. Berg et al. [3]
examine flexibility and quality assurance in
startup product development, highlighting
the importance of adaptive approaches under
current conditions. O. Dmytrieva [6] analyzes
trends in startup development and innovative
entrepreneurship, focusing on their role in
the structural transformation of the economy,
while A. Cavallo, F. Cosenz, and G. Notoc [5]
substantiate the mechanisms for scaling business
models and using growth hacking in digital
entrepreneurship.

A significant contribution to the study of
digital marketing for startups has been made
by N. Rizvanovi¢ et al. [11], who examine the
impact of digital marketing tools on startup
growth, while M. Cristofaro, P.L. Giardino,
and L. Barboni [12] focus on the use of a
scientific, data-driven approach to decision-
making. C. Foggetti et al. [7] and C. Gerlich
et al. [9] analyze the development of dynamic
capabilities and the micro-foundations of growth
hacking in the context of building competitive
advantages. N. Petersen [8] examines digital
business models for the international growth
of startups, emphasizing the synergy between
digitalization and globalization. The significance
of startups' innovative potential and methods
for its assessment are substantiated in the works
of A. Tkachenko and D. Voronin [10], while
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F. Scheuenstuhl, P.M. Bican, and A. Brem [13]
explore the apphcablhty of the lean startup
approach to improving innovation processes.

Contemporary trends in digital marketing and
startup growth strategies are also linked to the
use of artificial intelligence, as reflected in the
study by A. Rezazadeh et al. [14], which reveals
the role of generative Al in shaping growth
strategies. R. Bohnsack and M.M. Liesner [15]
systematize approaches to growth hacking and
define its practical significance for enterprises,
while V.V. Prokhorova and V.I. Chobitok [16]
substantiate the strategic foundations of startup
development in an innovative environment.

Research objectives. The aim of this study is
to substantiate the theoretical and methodological
foundations for forming marketing strategies
for startups in the digital environment, taking
into account the use of digital marketing tools,
CRM technologies, and artificial intelligence
capabilities — with a view to improving the
effectiveness of promotion, positioning, and
scaling of innovative products.

Presentation of the main research material.
When developing marketing strategies for
startups, it is necessary to proceed from the
principle of systemic thinking, which requires
consideration not only of market environment
factors — market conditions, market share,
and competitive context — but also of a
comprehensive set of strategic factors, including:
the core development concept of the startup, its
global goals and objectives across key strategic
areas of presence; trends in demand development
and changes in consumer needs regarding the
innovative product; the state and specifics of
competitive dynamics; the level of resource
provision and the feasibility of outsourcing as
a means of attracting external resources; and
the attraction of investment into development
and commercialization processes, taking into
account the possibilities of crowdfunding,
fundraising, and institutional engagement with
stakeholders [1; 4].

At the corporate level, portfolio strategies,
growth strategies, and customer relationship
management (CRM) strategies are formed,
ensuring the creation of effective partnership
programs for promoting innovative products.
The practice of innovation-oriented companies
confirms the appropriateness of the portfolio
approach foroptimizinginvestmentflowsbetween
the stages of product development, production,
and commercialization [16, p. 236]. Alongside
this, the growth strategy holds significant
importance — within its framework, startup
participants focus on exceeding prior-period
performance through the renewal of the product
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portfolio and the enhancement of the innovative
product's competitiveness.

Diagram of the marketing strategy content for
startups (Fig. 1).

The role of Customer Relationship
Management (CRM) strategy at the stage of
bringing a startup to its target market segment
is decisive in the context of ensuring digital
marketing effectiveness and building sustainable
competitive positions. CRM implementation
is oriented toward automating and optimizing
consumer interaction  processes through
systematic management of customer data, which
improves communication quality, personalizes
offerings, and creates long-term customer base
value [11, p. 123]. Within startup development,
this is directly linked to the application of growth
hacking approaches, which involve rapid testing
of marketing solutions and scaling of effective
practices [1; 12].

CRM  strategies encompass operational,
analytical, and collaborative levels of customer
relationship management. Operational strategies
ensure the automation of collecting, storing, and
processing information aboutclients, transactions,
communication events, and business processes,
which increases the effectiveness of sales
managers, service units, and digital interaction
channels. This organization of processes
contributes to more effective promotion of the
startup's product and the formation of a stable
customer base as a strategic asset [15, p. 812].

Analytical CRM strategies are aimed at
deep processing of consumer data and building
a comprehensive customer profile. The use of
analytical tools makes it possible to evaluate
sales performance across individual products,
market segments, and geographic characteristics,
as well as to adjust marketing decisions in
response to changes in consumer behavior. This
approach forms the basis for strategically sound
management decisions and increases the startup's
adaptability to dynamic market conditions [7; 9].

Collaborative =~ CRM  strategies involve
integrating various consumer communication
channels into a unified interaction system,
ensuring consistency of contacts and improving
the quality of the customer experience. The
combination of telephony, digital channels,
electronic communications, and personalized
forms of interaction creates the prerequisites for
building a holistic communication ecosystem
for the startup. As a result, marketing, sales,
and service processes are synchronized,
which aligns with the concept of holistic
marketing [5, p. 2058].

The implementation of CRM strategy in
startups covers key areas including marketing
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External Environment (top level):
consumers; suppliers; investors; intermediaries; partners; advertising, analytics, and
communications agencies; government authorities (GR)

N4

Startup Mission: development and scaling of an innovative
product (digital solutions, platforms, data analytics,
growth hacking)

Marketing Concept:
holistic marketing taking into account market environment
factors and the competitive landscape

Marketing Research

- Market conditions
analysis

- Market share

- Competitive
environment

- Operational-strategic
planning

- Forecasting

- Communications
program

- Outsourcing as a
resource attraction tool

I\

Corporate Strategies

- Portfolio strategies
- Growth strategies
-CRM

Digital Marketing

- Banner advertising
- Contextual
advertising

- Search advertising
- Targeting

- PR

- Online advertising

Investments in startup development and commercialization: own financial resources;
banking and alternative instruments; GR; crowdfunding; fundraising

Fig. 1. A Model for forming a startup marketing strategy in a digital environment

Source: compiled by the author based on analysis of [2; 10; 13]

research, sales automation, and after-sales
service management. Comprehensive analysis
of potential customer data enables the formation
of an effective order portfolio and demand
forecasting, while sales automation contributes
to business process optimization and faster

decision-making. Service management ensures
compliance monitoring and feedback analysis,

which improves customer satisfaction and
promotes retention [6, p. 117].
It is widely acknowledged that the

development of digital marketing in startups is
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directly linked to the evolution of innovative
technologies, the origins of which date back
to the early twentieth century. At the current
stage, artificial intelligence technologies play a
key role, with their development having been
initiated by leading technology companies,
including Baidu, Amazon, Microsoft, and
Google. In the early stages of adoption, these
technologies were characterized by high cost
and implementation complexity; however, the
subsequent development of cloud services such
as AWS (Amazon), TensorFlow (Google), and
Azure (Microsoft) made them accessible to a
broad range of users, including startups. This
significantly simplified the process of integrating
artificial intelligence tools and artificial neural
networks into marketing activities.

Innovations in the field of artificial intelligence
created the conditions for the widespread adoption
of artificial neural networks across various
areas of socio-economic activity, including
digital marketing. According to researchers,
in the coming decades, such technologies may
substantially transform the employment structure
and partially replace traditional forms of labor,
which confirms their strategic importance for
startup development [3].

It is worth noting that the scientific foundations
of artificial neural networks were established
in the mid-twentieth century. A significant
milestone was the creation of the artificial neuron
model by Warren McCulloch and Walter Pitts
in 1943, which represented the first formalized
approach to modeling neural activity. Further
theoretical development is associated with the
work of Donald Hebb, who in 1949 proposed
algorithmic principles of neural network learning
that defined research directions for subsequent
decades. In 1958, Frank Rosenblatt developed
the perceptron — a model that simulated the
information processing mechanisms of the
human brain [8; 14].

A major breakthrough in neural network
development occurred in 2007, when Geoffrey
Hinton developed deep learning algorithms
for multilayer neural networks [10; 13]. These
approaches became the foundation of modern
machine learning technologies, which are today
applied across a wide range of fields, including
autonomous systems, recommendation services,
and digital marketing platforms.

The active integration of artificial intelligence
technologies in startup digital marketing is driven
not only by intensifying competition in global
markets, but also by the pursuit of business
process optimization, improved management
efficiency, and reduced costs associated with
training highly qualified personnel. The use
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of intelligent systems enables the automation
of complex analytical processes, increases the
accuracy of consumer behavior forecasting,
and ensures the personalization of marketing
communications, which aligns with contemporary
approaches to startup development in the digital
environment [2, p. 26].

An important strategic aspect of the process of
developingand promotingastartup's productis the
effective use of digital marketing tools. Key tools
include the startup's web resources — comprising
the website and its content—web design, analytics,
digital advertising, search engine optimization
(SEO), software marketing products, and social
media marketing (SMM) [11, p. 128]. Their
integrated application enables the formation of
a cohesive digital consumer interaction system
and improves the effectiveness of marketing
communications.

Digital marketing system-building strategies
are characterized by dynamism and adaptability to
changes in the digital environment. At the center
of such a system lies not only the monitoring and
control of marketing metrics, but also a focus on
user behavioral patterns, their needs, and their
digital experience. This approach aligns with the
concept of data-driven marketing and involves
the use of analytical tools to support management
decisions and enhance consumer interaction
effectiveness.

As mnoted by N.E. Mykytyuk and
A.M. Chaykovsky, digital marketing strategies
encompass a set of planning and management
decisions regarding the practical application of
information and communication technologies,
including network technologies, mobile
communications, geolocation services, and
multimedia tools. Social media plays an important
role as a key communication channel between
the startup and its target audience, providing
opportunities for scaling, personalization,
and interactive engagement. The use of such
channels facilitates brand building, increases
user engagement, and supports the development
of digital communities [4].

Practical areas of digital marketing
strategy 1implementation include brand and
product positioning analysis, competitive
communications research, target audience
segmentation,  development of  strategic
recommendations, creation of a creative concept
for digital presence, video content creation
and promotion, definition of key performance
indicators (KPIs), and justification of the
marketing budget [16, p. 330]. The application
of these tools ensures the coherence of marketing
activities and enhances the effectiveness of
startup product promotion.
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The primary goal of a digital marketing
strategy is to transform consumer behavior
by engaging users within the startup's digital
interaction environment, thereby driving growth
in online sales. Key objectives include justifying
the viability of presence in e-commerce markets
in both B2B and B2C segments, developing
and optimizing advertising content with a
focus on personalization, meeting demand for
new products and services, building effective
targeting mechanisms, analyzing user behavior
in the digital environment, and identifying the
most effective media channels for building an
order portfolio.

Thus, the use of digital marketing strategies
is a necessary condition for the effective
promotion and positioning of a startup, enabling
the formation of competitive advantages and
supporting scaling processes within the digital
economy.

Conclusions. Summarizing the research
findings, it should be stated that the stated
objective of substantiating the theoretical and

methodological foundations for forming startup
marketing strategies in the digital environment
has been achieved, and all defined tasks have been
fully accomplished. It has been demonstrated that
the effectiveness of a startup's marketing activities
is ensured through the integration of a systemic
approach to strategic management, the use of
CRM technologies, digital marketing tools, and
artificial intelligence capabilities, which together
form an adaptive, customer-oriented, and data-
driven development model. Ithas been established
that digital marketing strategy serves as a key
element in ensuring startup competitiveness by
contributing to business process optimization,
personalization of consumer interactions, and
scaling of the innovative product. At the same
time, promising directions for further research
have been identified, including the development
of integrated digital marketing models utilizing
intelligent analytical systems, as well as the
refinement of methodological approaches
to evaluating the effectiveness of marketing
strategies in a dynamic digital environment.
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POJIb IU®POBOTO MAPKETUHTY Y ®OPMYBAHHI CTPATEI'I
ITPOCYBAHHA TA PO3BUTKY CTAPTAIIIB

Mertor0 AOCHIPKCHHSI € OOIPYHTYBaHHSI TCOPETHKO-METOANYHUX 3acajx (POPMyBaHHS CTPATErii MapKeTHHTY
cTapramiB y HU(ppOBOMY CEpeAOBHUIl 3 ypaxyBaHHSIM iHTerpauii iHCTpyMeHTiB 1udpoBoro mapketunry, CRM-
TEXHOJIOTIH Ta MOKJIMBOCTEH IITYYHOTO 1HTEIEKTY. METOMOIOTITHOI0 OCHOBOIO JOCIIKEHHS € CHCTEMHHHU, CTPYK-

TypHO-(GYHKIIOHATBLHUHA Ta MPOLECHUH T1IXO/M, IO JTO3BOIMIHM PO3IIISIHY TH MAPKETHHIOBY [IiSUIbHICTh CTAPTAIIIB
SIK LUTICHY GararopiBHeBy cucteMy. Y poboTi BUKOPHCTAHO METOAH HAyKOBOTO y3aralbHCHHs, aHAII3y Ta CHHTE3Y,
NOPIBHSHHS, & TAKOX CIEMEHTH KOHLCNTYAIbHOIO MOJCIIOBAHHS JUIsl GOPMYBaHHS IHTEIPOBAHOI MOl MapKe-
TUHTOBOI CTPATETii. Y pe3yNbTari MOCIiKEHHS BUSHAYEHO KIIFOYOBI KOMIIOHEHTH (OPMYBaHHs CTPATETil MapKe-
THHTY CTapTalliB, 30KpeMa KOpopaTuBHi, QyHKLIOHAIbHI Ta ONepalliiiti PiBHi YIPaBIiHHS, a TAKOXK 00IPYHTOBA-
HO pob CRM sik 6a30BOT0 1HCTPYMEHTY 3a0e3IeueHHs KIIEHTOOPIEHTOBAHOCTI Ta IMepCOHAi3amil B3aeMOIil 3i
CTIOKUBaYaMH. BCTaHOBIECHO, 10 €(PEKTUBHICTF MAPKETHHTOBHUX CTPATEriif cTapTamiB 3HAYHOIO MIpOIO 3aJIEKUTh
BiJ BUKOpHCTaHHS minxoniB growth hacking, siki 3a0e3neuyroTh MIBHJIKE TECTYBaHHA Ta MaclUTaOyBaHHS MapKe-
THHTOBHX PINICHb Y IU(PPOBOMY cepenoBulii. JloBeneHo, 1o iHTerpamis MUPpoBUX KaHAIIB KOMYHIKaIlii, aHai-
THYHUX IHCTPYMEHTIB Ta data-driven mifIXo1iB CHpPHSIE MIJBUICHHIO PE3yIbTATHBHOCTI MAPKETHHIOBOI JIIsUIBHOCTI
Ta (OPMYBAHHIO KOHKYPEHTHHX IepeBar crapramis. OcoOnuBy yBary NpUALICHO BIUIMBY TEXHONIOTIH ITY4HOTO
IHTEJICKTY Ta HSHPOMEPEKEBUX CUCTEM HA PO3BUTOK MAPKETHHIOBHX CTPATETiid, 1110 3a6e311e4y0Th aBTOMATU3ALLi 0
aHAIIITHYHUX MPOLECIB, MiJBUIIEHHS TOYHOCTI POTHO3YBaHHs TIOBEIIHKM CIIOXKMBAYIB Ta ONTUMI3aIlil0 PUHHAT-
5L YIPABIHCBKHX pillieHb. OOIPyHTOBAHO JOULIBHICTS BUKOPUCTAHHS IHTErpOBaHOT Mozieli (pOopMyBaHHs cTpare-
rii MapKETUHTY CTapTamiB, sKa MOEAHYE MU(POBI TEXHONIOTI, IHHOBALIHH] MiJXOMX Ta CTPATETIYHE YNPABIIHHSA.
VY3arajdbpHEHHS PE3yabTaTiB JOCTIHKEHHS JO3BOJIIIO 3po61/1T1/1 BHCHOBOK, 1110 CTPATETisi NU(PPOBOrO MAPKETHHTY
BUCTYTA€ CUCTEMOYTBOPIOIOYUM €IEMEHTOM PO3BUTKY CTapTaiy, 336631‘[6‘-1}71-0111/[ Y3rOJUKEHICTh MapKETHHTOBHX,
30yTOBHX 1 KOMYHIKAIIMHUX MPOIIECIB, MMiBUIICHHS ¢()eKTHBHOCTI MPOCYBAHHS 1HHOBAIIHHOTO MPOAYKTY Ta CTBO-
peHHsI TIepeAyMOB AJis ioro MacmTabyBaHHs. [IepcriekTHBY MOJANBIINX JTOCIHIPKEHB OB’ s3aH1 3 PO3POOICHHIM
aIalITUBHUX MOJENCH HU(PPOBOr0 MApKETUHTY HA OCHOBI BUKOPUCTAHHS IHTECICKTYyadbHUX AHATITHYHUX CHCTEM
Ta BJJOCKOHAJICHHSM METOJMYHUX ITiIXOIB JIO OI[IHFOBAHHS €()EKTHUBHOCTI MAapKETHHIOBUX CTpATEriii cTapTaiB y
JUHAMIYHOMY IIM(POBOMY CEpEIOBHIII.

KuarwuoBi caoBa: crapram, crpareris MapkeTuHry, mudposuii mapketunr, CRM, growth hacking, mrydnuit
1HTeJIeKT, IM(POBE cepeloBHILle, IHHOBAIIHHUI PO3BUTOK.
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