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COMMUNICATIVE ASPECTS OF DIGITAL MARKETING

YV pobomi pozensanymo nowsmms digital-wapkemune, euznaueno iioco ponw
ma Heobxionicms suxopucmanns. Cpopmosano npesacu digital-wapxkemuney ma
BU3HAUEHO BIOMIHHICMb  6I0 IHmepHem MmapKemuuey ma IHWUX MPAOUYTUHUX
3ac00i6 KomyHikayiu. Buoditeno ocHo6Hi yugposi xanaiu, sKi 6UKOPUCMOBYIOMb
nionpuemMcmea 0Jis 36 13Ky € NOMEHYIUHUMU CROHCUBAYUAMU.

Knrouosi cnosa: digital-marketing, communication, digital lines, company,

social media, target audience

The paper considers the concept of digital-marketing, defined its role and
necessity of use. Formed the advantages of digital-marketing and defined its
difference from Internet marketing and other traditional means of communication.
The main digital lines that are used by companies to communicate with potential
consumers are highlighted.

Key words: digital-marketing, communication, digital lines, company, social

media, target audience
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Digital marketing - a set of digital technologies and ways to promote a
company and its products and directly attract consumers. The tools of such
marketing include: Internet, television, radio, information displays and other
offline media.

Digital marketing is closely related to Internet marketing, but its peculiarity
Is that it can influence the target audience in offline space, primarily through
mobile devices, applications to them, etc., so now it is the most relevant way to
reach the audience. An undeniable aspect of modern life is the "universe in a
smartphone", which indicates that people's basic economic, social, political needs
and interests are increasingly satisfied through the global network. Significant
competition and monopolization of the market from each participant of market
relations require finding optimal solutions in the formation, content, expansion of
the target audience. Today companies have to respond quickly and implement
digital marketing, because the rate of growth in popularity of mobile devices is
powerful and irreversible, and the Internet is moving into the category of the local
network.

Digital marketing is divided into:

— pull-form (pulling): the consumer chooses the information (content)
he or she needs and appeals to the brand himself or herself. In this case, the
consumer takes advantage of what is offered to her;

- push-form (pushing): the consumer receives information regardless of
his desire (sms-mailing, spam, etc.). This form has a significant disadvantage: the
information received in this way is often not paid enough attention, which means
that our efforts are sometimes useless [1].

The main digital channels to convey information to the target audience and
receive feedback from the firm in digital - marketing are:

— mobile applications for smartphones and other gadgets;

- promotion of its own Internet blog and an active position in social
media;

- Digital television, which every year more and more confidently
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presses the analog and is gradually integrated with Internet applications. Already
now you can use your TV to visit your Facebook page, watch a video clip on
Youtube or find out the latest news.

— Interactive screens, POS terminals. We often encounter them in the
store, on the street, even in subway cars. This type of digital media is gradually
replacing conventional outdoor advertising, because it allows you to interact much
more closely with the consumer and attract him with the message or, like POS
terminals, help to make purchases [2].

The main challenge for companies moving to digital marketing will be the
process of identifying the most valuable information and getting it. Marketers need
to structure their marketing materials-websites, games, mobile companies, etc. - so
that they generate and collect the most valuable information. Consumers, when
they use digital media, leave their mark on the Internet, and this is the key to
knowing about their preferences and interests. New media can be used to find out
what each consumer really wants by analyzing their actions. The ultimate goal is to
create a closed loop of consumer research [3].

The main objective of an integrated corporate structure is to achieve
competitive economic benefits due to the effect of synergy, productivity growth,
diversification, reduced overhead costs, increased management level [4].

Consequently, the activities of marketers should be based on the use of
modern technology to collect, process and analyze information. Digital marketing
today is a widely used advanced technology that allows, through digital channels,
to collect and process the necessary information, and make the company powerful
and competitive. In today's world no company can exist without digital-marketing

because it is one of the key areas of the future development of any enterprise.
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NANOTECHNOLOGY IN MEDICINE: TECHNOLOGY TRENDS
(HAHOTEXHOJOTTi B MEIMIIAHI: TEXHOJIOTTYHI TEHIEHIIIT)

Y cmammi 3pobneno oenno Hanomexnonocit 6 meouyuni. Posensinymi oeski
mexHon02iuHi meHnOenyii poszeumky Oarnoi eanysi. Illpoananizoeano OCHOBHI
3AHENOKOEHHA 3 npueo@y BUKOPUCMAHHA HAHOMEXHONI02IU 8 M@()ML;MHi ma
3p00AEHO BUCHOBOK U000 NEPCHEKMUB BNPOBAOINCEHHS MEeXHOI02II.

Knrwouoei cnosa: wnanomexuonocii, meouyuna, J[HK, nanopobom,
n1abopamopis, nepcneKmusu.

The article reviews nanotechnology in medicine. Some technological
tendencies of development of this branch are considered. The main concerns about
the use of nanotechnology in medicine are analyzed and a conclusion is made
about the prospects of technology introduction.

Keywords: nanotechnology, medicine, DNA, nanobot, laboratory,

perspectives.
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