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RESEARCH AND DEVELOPMENT OF METHODS FOR THE TRANSITION OF
TRADITIONAL MARKETING TO DIGITAL FORMAT

Abstract. The article presents the basic concept of the transition to digitalization, which is
a new pivotal direction in the modern world, predetermining the competitiveness of states
and companies, as well as the quality of citizens’ life. Digital marketing will expand the capabilities
of enterprises and the economy, strengthen all its systems and components. All this confirms the
need to develop a methodology for the transition to multichannel digital marketing using the
wide opportunities provided by the modern infrastructure of the digital space with adapted
innovative technologies. Such technologies help promote more effectively a product or service on
the market thanks to their clear focus on the target audience, focus group research, and the
consumer reaction analysis followed by retargeting based on the developed customer profile. So,
this article aims to conduct theoretical research and develop a practical methodology for the
transition from standard to digital marketing approaches with the introduction of innovative
marketing tools.

Keywords: traditional marketing, digital marketing, promotion, targeting, positioning,
social networks

Introduction

The beginning of the 21st century was marked by economic growth and globalization, which
lead to various kinds of crises. Economic and social problems have come together in a complex
system of relations, the solution of which requires complex understanding, thinking and
the introduction of new technologies. The development and spread of the Internet have
significantly changed and continue to change the way people meet these challenges and the
way they make decisions. Life smoothly flows online. Marketing of a company is a very active
field of application of innovative digital technology thus making offline marketing less and
less effective. In accordance with this, such a direction as digital marketing, or “Digital
Marketing”, has been born and is rapidly developing. Its goal is to find various innovative
solutions that demonstrate efficiency and quick feedback between business, government
agencies, social services, and society. Digitalization is a new pivotal development in
the modern world, predetermining the competitiveness of states and companies, as well as
the quality of their citizens’ life. For instance, promotion of digital marketing will expand the
capabilities of enterprises and the economy, strengthen all its systems and components.

The main concept for the development of a project for the transition of
traditional marketing to digital format

The term “digital marketing” goes back to the 90-ies. Many companies began to try to move
away from the classics of promotion in marketing and find other recipes that could allow them to
spend less and get more. These tasks could be solved by digital marketing because it allows you to
reach both online and offline consumers who use tablets and mobile phones, play games, download
applications. This way, the brand can reach a wider audience, not limited to the Internet. In addition
to the above benefits, digital marketing can collect clear and detailed data. Almost all user actions in
the digital environment are recorded by analytical systems. This allows you to draw
accurate conclusions about the effectiveness of different promotion channels, as well as draw up an
accurate portrait of the buyer. Digital marketing has a flexible approach, since it allows you to
attract an offline audience to the online market, and vice versa. For example, using the QR code on
the flyer,
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you can direct the user to the site. And at the same time, thanks to the email newsletter, you can
invite subscribers to a seminar or another offline event.

The main advantage of digital marketing is the ability to build communication with the target
audience where they spend more time. Today it is online.

There are several tactics and tools that fall under the heading of digital marketing. This is the
company’s website itself and digital marketing channels - online promotion and customer
acquisition channels: SEO, online advertising, email marketing, sales funnel, content marketing,
teaser advertising, SMM, etc.

The goal of marketing has always been to meet with the target audience at the right time and
in the right place. A business that uses different digital marketing channels can interact with the
target audience much more efficiently and in a timely manner, thereby constantly increasing the
number of new customers and brand loyalty.

Marketing familiar to everyone has always involved huge resources of time and effort. It was
difficult and of course, very expensive to track the process of implementation, promotion, and sale
of the product. By contrast, digital marketing is simple, affordable, and incredibly effective. You
can use several channels at once to build communication links with potential customers. You can
communicate with them online, which allows you not only to quickly dispel all kinds of doubts
about the products, but also to promptly answer questions of interest, building the necessary trust.

Now there is no need for mass mailings and tons of print runs, which, as a rule, go to waste,
so digital marketing will significantly reduce the consumption of natural resources, while enhancing
the efficiency of disseminating and promoting information. It is enough to create an advertising
campaign, send it on the day of creation and immediately start tracking the effectiveness of its
implementation. The necessary changes are made immediately, making it even better and more
efficient.

Literature review

Digital marketing is the most effective step to success in any business; it is a completely
innovative approach to the client offering new tactics, strategies based on a deeper understanding of
user behavior in the network and in the market.

Digital marketing is developing faster than ever before around the world. In terms of
advertising volume, digital promotion costs are steadily increasing. For example, in the United
States alone, digital ad spending in 2020 was estimated at around $ 113 billion by 2020, double of
what it had been just five years ago.

In Kazakhstan, the digital market is developing in the same trend of steady growth. According
to the research company TNS Gallup, at the end of 2017 the volume of advertising on the Internet
amounted to 6 billion tenge, and in 2018 the volume of the digital advertising market reached 9
billion tenge. However, these figures reflect, as a rule, only quantitative changes. Accordingly,
questions arise about qualitative changes and what digital trends are most in demand today [1].

According to the monitoring of the advertising activity of the TNS agency, in 2017 the total
advertising market was at the level of 41 billion tenge, which is a 13% increase as compared to the
previous period. In 2018, this amount was already equal to 46 billion tenge, and even more is
projected for the future.

Even though in the share of the media themselves, television is the leader with coverage of
72% of the audience, Kazakhstanis watch TV less compared to the previous year (81%). Next
comes the Internet with 67% coverage [1].

If we talk about the advertising market from the point of view of an advertiser, it is logical
that the share of online advertising is growing the most. Major international players such as Google
(YouTube owner), Facebook and Yandex have the main money here. If we talk about the
distribution share, then about 75% and 25% go to Google and Yandex, respectively [2].

Most people in Kazakhstan watch TV, this is more than 49% of the time, but at the same time,
about 69% of advertisers' budgets are spent on television. The Internet is a different story. The share
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in the budget today is closer to 13%, and the share of consumption over time is more than 35%. At
the same time, Kazakhstani viewers spend about 197 minutes a day on TV, on the Internet they
spend about 153 minutes per user [3].

Another trend is the growing impact of influencers in the country. Now one of the most
popular lines in the budget of advertisers is the cost of bloggers and influencers. Affiliate
advertising among popular bloggers in Kazakhstan is becoming one of the sales tools. Today
blogging is a popular and profitable area that allows you to monetize this type of creativity not only
for small and medium-sized businesses, but also for large international brands.

So, the emergence of digital marketing, the adaptation of classical marketing tools to the
realities of Kazakhstan is unavoidable [4].

Thus, the relevance of research into digitalization of mechanisms for adapting classical
marketing techniques lies in the construction and implementation of business models that will
determine specific digital ways and methods. Promotion should be more effective, require less
investment and generate more income, which will significantly boost the companies’
competitiveness.

The scientific novelty of the research lies in the formation of innovative strategies and the
development of methods for the transition from the traditional marketing to digital through a
comprehensive theoretical and methodological study of the traditional promotion tools and
techniques and their digitalization.

Elements of scientific novelty:

v Indication of the major directions in the transformation of promotion strategies in the
digital economy;

v Testing foreign methods in the field of transition from traditional marketing to
digital and assessment of their impact;

v Exploration of the basic methods of functioning of traditional and digital marketing
based on the most innovative approaches in the context of the digital economy;

v Developing recommendations to improve the application of digital marketing

elements and strengthen the links between business and the environment.

Research methods and ethical issues

The main research methods will be theoretical and experimental methods based on the search
and scientific justification of the results of statistical data collected by the project team or provided
by the national statistical agencies. Comparative analysis will also be widely used in the study of
successful strategies for the development and implementation of digital marketing in different
countries and in the formation of recommendations based on foreign experience. Empirical methods
of marketing research will be widely used, namely, conducting quantitative and qualitative research,
as well as the desk and field research, including cabinet — collection and processing of existing data
from various sources and resources; field — quantitative — various types of surveys, etc.; qualitative
— observations, interviews, etc.; and statistical ones.

Considering the novelty of the scientific direction, the project group will unify the theoretical
definitions of digital marketing methods and tools and their classification, in order to form a logical
construction of a reasonable structure of a marketing strategy for the transition to a digital standard.
Also, statistical methods, methods of modeling and data visualization will be widely used.

Expected results

The section displays the following information:

1) the implementation of publications in peer-reviewed scientific journals (whether the results
of scientific research carried out within the framework of the project are expected to be published
and in which journal):

a) 1 article published, accepted for publication or submitted to a peer-reviewed scientific
publication included in the Social Science Citation Index or Arts and Humanities Citation Index of
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the Web of Science database, or having a Cite Score percentile in the Scopus database of at least 25
(twenty-five);

b) 2 articles in domestic or foreign journals recommended by the Committee for Quality
Assurance in Education and Science of the Ministry of Education and Science of the Republic of
Kazakhstan (KOKSON) for publication of the main results of scientific research.

2) there is no possibility of patenting the results obtained in foreign patent offices (European,
American, Japanese);

3) there is no possibility of patenting the results obtained in the Kazakh or Eurasian patent
office, of the conclusion of a license agreement about intellectual property.

4) the expected scientific and socio-economic effect: for the first time, a methodological guide
will be developed for the transition from traditional marketing to digital marketing.

5) the applicability of the obtained scientific results: the theoretical and practical results of the
developed project will be used in government bodies, enterprises, universities of economic
orientation, etc.

6) target consumers of the results obtained: domestic companies, state bodies of economic
management, universities of economic direction, enterprises, and other scientific organizations.

7) influence on the development of science and technology — the results of the project make it
possible to stimulate the development and growth of the country’s economy.

Conclusion

An analysis of the current situation with a proposal for innovative promotion methods,
strategies for business solutions will help bring the country's economy to a new level of
digitalization of the economy.

The theoretical significance of the study lies in the fact that the results of the study on the
development and transition to conceptually and technologically new methods of digital promotion
will ultimately contribute to the development of the country’s economy. The practical significance
of the study lies in the development of a set of transition measures and new opportunities and
alternatives to existing conventional methods of promotion, which will help attract the interest of
entrepreneurs who could bring economic benefits by successfully competing with traditional
approaches in business.
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Omaposa A.Ill., AnumzkanoBa JI.M., Tamrambimena A.3J.
JacrypJai MapkeTHHITI HUGPJBIK GopMaTKa aybICTBIPY JiCTePiH 3epTTey KIHe d3ipJiey
Annarna. [{udpnanasipyra kemry — OyJ1 Ka3ipri aieMJIeri xaHa *KoHe KaKETTi OarbIT, OFaH
MEMJICKETTEep MEH KOMITAHUSIIAP/IBIH OoceKere KaOimeTTiiri, COHAai-aK a3aMaTTapablH eMip cypy
camacbl Tayenmi. LludprblK MapKeTHHT KOCIMOPBIHAAPABIH JKOHE Kbl HKOHOMHUKAHBIH
MYMKIHIIKTEpiH KEHEWTeNi, OHBIH OapIbIK KYHelepi MEH KypaylbUIapblH HbIFaiTazasl. MyHBIH
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Oopi OeiliMIenreH WHHOBAIMSUIBIK TEXHOJIOTHSUIAphl Oap IUQPIBIK KEHICTIKTIH 3aMaHayd
MHQPaKYPBUIBIMBI YCBIHFAH KEH MYMKIHIIKTep/i MaliaaigaHa OTBHIPBIN, KONl apHaibl HHU(PIBIK
MapKETUHTKE KOUIY/IH 9ICTEMECIH d3ipiiey KaKETTUIITiH pacTaiiibl, OHBIH ILIiH/IE Tayap/bl HEMece
KBI3METTI HapbIKKa XBUDKBITYAaH OacKa, MaKCaTThl ayIUTOpUsSFa HAKTHl Hazap ayaapy, (okyc-
TOIITHI 3€PTTEY KOHE TYTHIHYLIBIHBIH 93ipJeHreH npoduiai Heri3iHae apsl Kapaid peTapreHTUHITICH
TYTBIHYIIBUTAPBIH peakuuschiH Tanaay. COHIBIKTAaH WHHOBAIMSUIBIK MapKETHHITIK Kypajaapbl
KCHIHCH €HTI3€ OTBIPBIN, MAPKETHHITIK KOMITAHUSIAPIAFbl CTAaHAAPTTHI TOCUIIEPACH HU(PIIBIK
dbopmaTKa KeIIyAiH TEOPHSUIBIK 3EpPTTEYJEpiH JKOHE TMPAKTHKAJIBIK OIICTEMECIH d3ipiey
KOcTapiany/a.

Tyiiinai ce3mep: mocTypmi MapKeTHHT, HUQPIBIK MAapKETUHT, >KBUDKBITBLTY, TaprerTey,
KaWFachIM, QJIEYMETTIK XKeJiiep.

Owmaposa, A.1ll., Anum:kanoBa, JI.M., TamrambiieBa, A.J.
HccaenoBanue u pa3padoTka MeTO0B Nepexoaa TPAAUIMOHHOI0 MAPKETHHIa B
nudposoii popmar

AkTyaabHocTh. [lepexon k uudpoBuzanum — 3TO HOBOE U HEOOXOAMMOE HAINpaBJiICHHUE B
COBPEMEHHOM MHpPE, OT KOTOPOTO 3aBUCHT KOHKYPEHTOCIOCOOHOCTH TOCYIAapCTB W KOMITAHHM, a
TaKKe Ka4eCcTBO JKM3HU Tpaxaad. [{udpoBoit MapkeTHHT pacIMPUT BO3MOKHOCTH MPEANPUATHN H
SKOHOMHUKHM B LIE€JIOM, YKPEHNUT BCE €€ CHUCTeMbl M cocTaBisitoue. Bce 3To0 monareepxaaer
HE0OXOIMMOCTh Pa3pabOTKU METOAMKH Iepexoja K MHOTOKaHATbHOMY H(PPOBOMY MApKETHUHTY C
MCIOJIb30BaHUEM MPEOCTABISEMBIX COBPEMEHHON MHPPACTPYKTYPOI HU(PPOBOTrO MPOCTPAHCTBA C
aJanTUPOBAHHBIMU WHHOBAIMOHHBIMH TEXHOJIOTUSIMU IIUPOKUX BO3MOXKHOCTEH, BKIIOYAIOUIUX,
[IOMUMO TMPOJABMXEHHUSI TOBapa WJM YCIYIM Ha PBIHOK, YETKOM HANpPAaBIEHHOCTH Ha LIEJIEBYIO
ayJIUTOPHIO, HCCeAoBaHUE (OKYC-TPYMI, aHAJIM3 PEaKIUd TMOTPEOUTeNss ¢ MOCISAYIONNUM
pETapreTMHroM Ha OCHOBE pa3paboTaHHOro mpoduns kiaueHTta. [losToMy mpenmonaraercs
MPOBEACHUE TEOPETHUUECKUX HCCIIENOBAHMM U pa3padOTKa MPAKTUYECKON METOIOJIOTUH Tepexoia
OT CTaHJApPTHBIX MOAXOJOB B MapKeTHUHTe K IuppoBoMy (opMary ¢ HIMPOKUM BHEAPEHUEM
WHHOBAIIMOHHOTO MAapKETUHTOBOTO HHCTPYMEHTAPHSI.

KiioueBble cii0Ba: TpaJWLIMOHHBIA MapKETHHT, HU(POBOH MapKETHHT, MPOJIBUKECHHE,
TapreTUpOBaHUE, TO3UIIMOHUPOBAHUE, COIIMAILHBIE CETH.
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