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DIGITAL PLATFORMS AS TOOLS FOR MODERN DIGITAL MARKETING

OU®POBI IVIAT®OPMU AK IHCTPYMEHT
CYYACHOTO JIAXKUTAJ-MAPKETHUHI'Y

Approaches have been analysed for essential identification of digital platforms as a digital marketing tool,
ensuring interaction in implementing digital technologies within the framework of existing business models. The
research has identified factors for intellectual capital growth at digital companies that use digital platforms for
business processes and use the potential of digital transformations to change the structure of assets with the domi-
nance of intangible assets over tangible ones. Taking into account radical changes in technological processes and
introduction of new digital management tools, firstly, the place of the digital platform in the integrated marketing
communications of companies has been determined. Secondly, algorithms for its implementation in these sys-
tems in conditions of increasing uncertainty and unpredictability of modern international markets, and changes in
methods for calculating added value (EVA) under the influence of digitalization. It has been proven, firstly, that
the use of modern business models by the world's leading digital companies is based on the controversial process
of asset dematerialization. Nevertheless, this process brings companies income and growing capitalization, as it
is accompanied by the introduction of digital platforms. Secondly, when ensuring guaranteed profitability of plat-
forms as a digital marketing tool, it is necessary to take into account the ratio of material and intellectual assets
and their contribution to the capitalization of dematerialized assets. It is substantiated that the main condition for
the use of a company’s digital platforms is the effectiveness of procedures for achieving results arising from the
implemented technologies based on digital, information and analytical platforms, taking into account criteria and
requirements for their inclusion in the specified platform.
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[IpoBeneHO aHaNI3 MIXOMIB 10 CYTHICHOT iIeHTH(IKaMiT TUPPOBUX TTATHOPM SK IHCTPYMEHTY ITiKUTAI-Map-
KETHHTY, 110 3a0e31euye B3aEMOII0 TIPH peatizailii u(pOBUX TEXHOJOTIH y paMKax iCHYFOUYHX Oi3HEC-MOeIeH.
Bu3HaueHO YMHHUKY 3pOCTaHHS 1HTEICKTYaIbHOTO KaHiTaHy nr(ppOBUX KOMITaHIH, sIKi I Oi3Hec- npoueciB ¢bop-
MyIOTh ¢ poBi miarGopMu, 110 BHKOPUCTOBYIOTh IMTOTEHITIAT umprBm TpaHC(bopMaun TIpH JIOMiIHYBaHHI HemMaTe-
piajJbHUX aKTUBIB Ha MaTeplaJILHI/IMI/I BpaxyBaHHs pajuKaTbHIX 3MIH y TEXHOJIOTTYHUX MPOLecax Ta ajarnTalii
HOBHUX IU(POBUX IHCTPYMEHTIB YIPABIIHHS JI03BOJIHMIO BU3HAYHTH, SIK Miclie U(poBoi ruiarhopMu B iHTErpoBa-
HUX CHCTEMaX MapKETHHTOBHX KOMYHIKAIlill KOMIIaHii, TaK 1 aTOPUTMH i1 IMIZIEMEHTAIII] B 1[I CHCTEMH B YMOBaX
3pOCTaHHS HEBH3HAYCHOCTI Ta Hemnepea0adyBaHOCTI CyYacHUX MIXHAPOIHHUX PUHKIB ITiJ] BILTABOM IH(pOBi3ailii.
JloBesieHO, TO-TIepIiie, 0 BUKOPUCTAHHS CyYacHUX Oi3HEC-MojIesei MPOBIIHUMHU CBITOBUMH TU(MPOBUMHU KOMIIa-
HISIMU TPYHTYETBCS Ha CYyIIEPEWIMBOMY IPOIIEC] JieMarepiai3allii akTUBIB 1 BIPOBAKCHHI IIU(QPOBHUX TUIATHOPM.
[To-gpyre, M0 TP OIIHIN MOTEHIIIHOT MPUOYTKOBOCTI MIaTGopM SIK IHCTPYMEHTY JIDKUTAI-MapKETHHTY HE00-
X1JIHO BpPaXxOBYBaTH CITIBBITHOIICHHS MaTepiaJH:-HI/IX Ta iHTeHeKTyaJIBHI/IX aKTHUBIB. HpoaHani3OBaHi Cy4acHi YMOBHU
(I)OpMyBaHH;I PeCypcHOro nopT(peJm T JOKATAT- MapKeTHHIY Ha OCHOBI lHTeJICKTyaJILHOFO Karmitany 3 TOYKH 30py:
a) OLIIHKH HOro BapTICHI/IX i HCBapTICHI/IX MOKAa3HUKIB; 0) BUIJICHHS y HOTO crpyKTypl JIFOJICHKOTO KariTaiy (1ud-
POBi KOMIIETEHIIIT Ta JOCTYITHICTb umprBHx TeXHonorm) CIIOXKHMBYOTO Karmitany (KOMyHiKaI[iiHi rmaT(bopMH 3i
CIIOKHMBAYaMH Ta TOCTAYaIbHUKAMH) 1 OpraHi3alliifiHO-IIPOIIECHOTO KAITaty, 10 SIKOTO HAJISKUTh TEXHIYHE Ta IPo-
rpamHe 3abesmneueHns (IT Ta IH(I)OpMa]_III/IHl cuctemu, udposi nnachopMH) B) peCypCHOTO 1HCprMeHTy CTPYKTY-
pu3arii iHpopmaii /Ui BIIHOCHH KOMIIaHii 3 Cy0'€KTaMK 30BHIITHBOTO cepenosuiia. Ha NPUKIIAi BAKOPUCTAHHS
nU(poBUX TIATHOPM SK IHCTPYMEHTY JIDKUTAI-MAPKETHHTY KoMIaHid Apple 1 Uber noeneHo, 1110, mo-Tepie,
iX e(heKTHBHICTh BU3HAYAETHCS MOXKIMBOCTSIMH MOJIEI PO3IMOJIJICHOT B3a€MOJIIT YIPaBIiHHS Y MEKax KOMIaHii
(3a cbyHKuiOHaJILHO}o PeTioHAIEHOO, TPOJYKTOBOK 1 MEPEKEBOK O3HAKAMHM), @ HIK MOJEIUIIO 1€papXigHOTO
ynpaBJnHH;I Ilo-n1pyre, BOHM BHHHKAIOTH HE XaOTHYHO, A € YACTHHOIO [ICBHHX SaKOHOMlpHOCTf:I/I PO3BUTKY 1Hb-
poBi3ailii Ta eKOHOMIYHHX TPEH/IIB, & TAKOXK ITOB’53aHi 3 OCOOIMBOCTAMH PO3BUTKY MIXXHAPOJHOTO PHHKY JTiJKH-
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TaJ-TEXHOJOTIH 3aranoM. OOIpyHTOBAHO, 110 OCHOBHOI YMOBOI BHKOPHCTaHHS MU(POBUX IMIaT(HOpM KOMITaHI

€ e(heKTUBHICTH MPOIEIypH IHTETpaIlil pe3y/IbTaTiB, OTPUMAHKX BiJl peani3allil TeXHoJorii Ha 6a3i mudpoBux Ta

iH(pOpMaIIHHO-aHATI THYHUX IJ1aTHOPM 3 KPUTEPISIMHA Ta BUMOTaMH 1X BKIFOUYEHHS J10 3a3HaYCHOT miar(opMu.
KunrouoBi cioBa: nimxuran-mMapkeTHHr, nudpoBa miatgopma, HudpoBi TexHomorii, nudpoizamis, 6i3Hec-

MOJIENTb, OIlIHKA aKTHBIB.

Statement of the problem. The key motive for the
development of digital marketing is currently the continu-
ous search for assets that generate above average profit-
ability income and are associated with technological
breakthroughs and innovative solutions. New industries
of the sixth technological order based on the combination
and complementarity of NBIC technologies (nano-, bio-,
information and cognitive) contribute to the integration
into the digital ecosystem of companies participating in
value chains, focused on the digital format of interaction.
Mass custom production with the possibility of interactive
exchange of ideas is leading to:

a) implementation of infocommunication technologies
(5G networks, cloud technologies and communications), pro-
duction technologies (digitalization of production systems
and creation of platforms for interaction between consumers,
manufacturers and sellers), logistics technologies (informa-
tion flows and physical movement of people and goods);

b) dissemination of developments based on the develop-
ment of 3D design and 4D printing using additive technologies;

¢) creation of new organizational forms and business
models sharing economy and on-demand economy.

In this regard, the analysis of modern companies’ digi-
tal platforms as a digital marketing tool in the context of
the efficiency and profitability models used is particularly
important.

Analysis of recent research and publications. The
works of A. Bechmann, D. Bell, V. Heater, S. Thanuskodi
are devoted to the issue of modeling management struc-
tures in conditions of digitalization; evaluations of the
interaction of companies with consumers within various
information platforms of digital marketing are devoted to
the works of P. Kennan, P. Burke, T. Davenport, P. Doyle,
D. Schultz, Fornes G. Despite a significant amount of sci-
entific and practical research devoted to the digitalization
of the economy [1-3], digital platforms have been stud-
ied primarily as a ‘technical application’ of the marketing
communication apparatus, rather than in terms of their
contribution to a company’s potential for efficiency and
profitability. Moreover, in the absence of a sufficient num-
ber of facts and manifestations of the influence of digital
platforms on the functionality of a company’s digital mar-
keting, it is too early to talk about theoretical and concep-
tual constructs. The formation of new hypotheses and their
testing requires analysis, first of all, of modification of the
existing (known) theories to suit the new economic condi-
tions of digitalization. That is, there is some lag between
theoretical concepts and rapidly changing practice, which
must be taken into account in the current dynamics of tech-
nological change.

Formulation of the research task. The purpose of
the article is to analyse digital platforms as modern digital
marketing tools for companies’ strategies in the conditions
of Industry 4.0. The theoretical part is based on fundamen-
tal marketing, theories of profit, marketing communica-
tions and company management.

Summary of the main research material. Although
modern possibilities of a ‘digital breakthrough’ are accumu-
lated in digital platforms as tools that ensure interaction in
the implementation of digital technologies, there is no gen-
erally accepted concept of a digital platform. The reason is
that this is a purely practical tool, and the existing individual
approaches only allow only forming an idea of their essence.
Thus, O. Hanseth and K. Lyytinen define a digital platform as
a design context that is subject to a wide range of changes due
to their heterogeneous, growing user base and the constant
addition of new IT capabilities and additions [4]; P. Spagno-
letti, A. Resca and G. Lee see it as an architecture that must
be collectively supported by a combination of three different
types of interaction (information exchange, cooperation and
collective action) [5]; K. Corsi, D. Mancini and G. Piscitelli
designate it as a system of hardware and software solutions
that unite people in a social safe environment and present
tools useful for creating, organizing, searching and exchang-
ing information, documents, ideas, etc. [6].

In general, summarizing the presented characteristics, a
digital platform can be defined as an infrastructure of algo-
rithmised mutually beneficial relationships of a significant
number of users for exchanging information, working with
data and protecting it, as well as the effectiveness of func-
tionality through the use of applications. The main types
of digital platforms are: a) instrumental (as a software and
hardware-software solution); b) infrastructure (as presenta-
tion of IT services and information for decision making);
c) applied (for the exchange of certain economic values in
given markets). Their use helps reduce transaction costs
through the use of a package of digital technologies in a
unified information environment.

According to an annual MIT survey, ‘10 Breakthrough
Technologies’ include commercially available technologies
as well as those that are not yet widespread [7]. Imperial
Tech Foresigh has developed a ‘periodic table’ of the lat-
est technologies (similar to D. Mendeleev’s table), where
100 elements are 100 advanced technologies, divided into
four ‘colour’ categories depending on the likelihood of
their implementation [8]:

— 16 green elements — technologies that are currently
being implemented or that will soon be accessed (for
example, cryptocurrencies, autonomous cars, solar energy,
artificial meat, wireless energy transfer, etc.);

— 33 yellow elements — technologies (experimental
developments) that have the potential to spread in the next
10-20 years (for example, unmanned ships, water extraction
from the air, smart dust, 3D printing of human organs, etc.);

— 32 red elements — technologies that exist conceptually
and which will not be introduced earlier than in 20 years
(for example, four-dimensional materials, implant phones,
colonization of other planets, combat robots with artificial
intelligence, etc.);

19 grey elements — technologies that are theoretically
feasible, but with a low probability of implementation
(head transplant, space elevator, etc.).
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Also interesting is the ‘spiral of high technologies of
the future’ by J. Burke [9], which identifies basic technolo-
gies (Internet, 3D printers, Internet of things, nanotech-
nology, and robotics), which can evolve into technologies
accelerating innovation or contributing to the formation
of fundamentally new technologies. Looking at any of the
studies (reports or surveys) conducted by scientific insti-
tutes or high-tech companies [7; 10], one can see that in
the structure of the latest technologies, infocommunication
technologies, the Internet, cloud technologies, the Internet
of things, blockchain, Big-data, cybersecurity, etc. received
digital status, i.e. combining information, computing and
communication technologies.

Today, cloud technologies are already implemented in
the format of platforms which make it possible to provide a
ready-made infrastructure of information and communica-
tion technologies and have the following features:

— technological innovations spread quite fast, reducing
the duration of the development cycle and increasing the
duration of implementation on the market;

— penetrate into all sectors of the economy at a fairly
high speed;

— contribute to creation and development of new areas
of activity, their convergence in the production sector and
the service sector (as a technological core);

—are aimed at providing services to the user, and some-
times they are replaced not only as a performer, but also as
a generator of ideas.

In addition, cloud technologies in platform format
significantly reduce the risk of data loss and significantly
reduce the costs of data duplication and archival storage
(distributed databases further reduce the costs of storing
information). Therefore, according to expert estimates, the
cloud technology market is currently growing faster than
the IT market as a whole due to such categories as PaaS
(platform as a service), SaaS (software as a service), laaS
(infrastructure as a service), DRaasS (disaster recovery as a
service), SecaaS (security as a service), BaaS (backup as
a service).

Since digital platforms are the foundation for digital
transformation of industries and markets and development
of technological and infrastructural business environment,
they are in the area of close attention of digital marketing
departments of modern companies. We are talking about
open and prompt collection and processing of data on the
personnel potential, customer needs, supplier capabilities,
intellectual capital of companies and business processes
forming digital platforms. An analysis of approaches to
identifying intellectual capital and its transformation in the
context of companies operating in a digital environment
shows that, unlike physical capital, which is assessed by
the value of tangible assets, intellectual capital is assessed
using both cost and non-cost indicators. Wherein, its struc-
ture includes: a) human capital (digital competencies and
accessibility of digital technologies); b) consumer capital
(communication platforms with consumers and suppliers);
¢) organizational and process capital, which includes hard-
ware and software (IT and information systems, digital
platforms).

In fact, this is a digital marketing resource portfolio
that allows taking into account digital technologies as a
resource tool for structuring information for the company’s
relations with subjects of the external environment (con-
sumer audience). Today, a clear trend has been identified

towards an increase in the contribution of intellectual
resources to business value: according to data on compa-
nies whose shares are included in the Standard & Poor’s
500 index, the contribution of tangible assets to the value
of these companies averaged up to 62% in the 1980s, it
decreased to 38% in the 1990s, and up to 16% by the 2010s
[11]. Despite the difference in opinions, the authors agree
that "the digital revolution is encouraging every company
to move from a business model based on products and ser-
vices to a business model that is based on networks and
platforms" [12].

Apple is an example of the effective use of platforms in
digital marketing. In the mid-2000s the top 5 mobile phone
manufacturers (Nokia, Samsung, Motorola, Sony Ericsson
and LG) controlled 90% of the industry's global profits,
and by 2015, Apple's iPhone (introduced in 2007) alone
accounted for 92% of the industry's global profits. In 2018,
Apple's value was 1 trillion dollars (the most valuable com-
pany in the world), which (together with the competing
Android system from Google) formed new rules of com-
petition in the IT market through the operation of platform
companies whose main assets are information and interac-
tion between application developers and consumers.

In fact, Apple's iPhone and its operating system have
become not just a product or sales channel, but a business
model in the form of a platform, creating value as the ‘net-
work effect’ of the platform. In 2018, the App Store offered
1.4 million applications and collectively generated approx-
imately $26 billion in revenue for development companies
[13]. Each application created in iOS (for example, Angry
Birds, Netflix, etc.) in its entirety turned into a unique one
for consumers, which creates the value of the platform
both for the company’s digital marketing system and for
application developers, making the purchase of the product
more attractive.

Another example of the active, successful and effective
use of digital platforms in digital marketing is founded in
2009 the Uber company, which has practically no tangible
assets. Today, its quarterly revenue growth attracts inves-
tors more than General Motors, the flagship of the Ameri-
can economy founded in 1908. The main business strategy
of Uber's digital platform was built on the effects of mass
distribution and economies of scale for a specific market
niche — VIP transport services and increasing the volume
of services provided. This has allowed both reduction in
the cost of travel and further capture of the urban passenger
transport market on a global scale.

While companies like Uber focused on classic strategic
advantages (product differentiation, trusted brands, leading
operating systems, efficient logistics, and large R&D bud-
gets), Uber's use of digital platforms has provided itself
with a competitive advantage and has become the basis for
business models in other types of businesses. Thus, it is
participating in the design of a new market for unmanned
vehicles (concentrating the benefits from the development
of a platform for self-driving cars), and is developing the
cargo transportation market together with 7esla, DHL and
Amazon.com — modern companies of the same format that
are actively using the potential of digital technologies and
platforms.

The modern demand for the use of digital platforms as a
business model for companies is also associated with their
product cost reduction as innovations are mastered. Firstly,
labour productivity in production increases up to 55% (due
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to automation of intellectual and physical labour) and qual-
ity assurance costs reduce up to 20% (through introduction
of digital quality management). Secondly, unforeseen costs
are reduced by lowering equipment downtime by 30-50%
(through organization of remote monitoring and control of
production equipment and augmented reality in mainte-
nance). Thirdly, the cost of storing inventory/products is
reduced by 20-50% (through optimization of batch sizes
and organizing supply chains in real time) and after-sales
service is optimised by 10-40% (through the use of remote
service technology) [14].

Due to the lack of methods for taking into account
the inflation component on the value of digital transfor-
mation assets, the use of the discount rate indicator and
WACC (Weigthed Average Cost of Capital) for an integral
assessment of the value of digital assets is not possible
and requires a separate study. In addition, in the structure
of the company’s assets and liabilities, it is imossible to
accurately determine the so-called Equity Equivalents —
the company’s reputation, download of the digital plat-
form, tokenization of operations, customer loyalty, etc.
A paradoxical situation arises when the dematerialization
of assets brings profit to a company operating in the condi-
tions of digital transformation and increases shareholder
profitability, but introduces changes in the operation of the
‘classical’ laws of increasing marginal utility and marginal
productivity.

The use of special fintech tools creates cross-customer
financing schemes, provides opportunities for lending,
participation in bonus programs, virtual payments through
Internet wallets or online banking platforms, which
changes approaches to accounting for the performance of
a company. The structuring elements of this process are:
a) material access/transformation devices; b) software;
¢) information. At the same time, the value of the user for
the digital platform is determined, on the one hand, by
the external appearance of a zero price for information —
through the natural exchange of “information about the
user’ for ‘information for the user’. On the other hand, its
ability to form information reserves, the value of which
depends on the recognition of information as public or pri-
vate good.

Thanks to digital platforms and business models, the
importance of valuing assets in the digital environment is
increasing, in particular informal assets (Equity Equiva-
lents), and especially a company's goodwill which sym-
bolizes a certain market dominance of the company taking
into account the development of the digital technology sec-
tor. As for the return on sales based on net cash flow, for a
digital company it is interpreted similarly in the context of
the importance of generating income from operating seg-
ments and their dynamics in comparison with the growth
rate of cash flow from operating activities themselves. And
although for a digital company this indicator cannot be
assessed unambiguously as an indicator of the effective-
ness of its activities, the determination of FCF (Free Cash
Flow) is part of the calculations.

Today, a new type of business models that are imple-
mented by digital companies within the framework of the
VBM (Value Based Management) concept involves, on the
one hand, value-based assessments of the effectiveness of
their activities (on their basis, decisions are made within
corporate governance). On the other hand, the interpreta-
tion of these indicators to analyse changes in business pro-

cesses when adapting them to assess the overall effective-
ness of the company’s digital business. At the same time,
the main indicators for providing a unified basis for calcu-
lations and solving selection problems are:

— EVA (Economic Value Added) is residual profit whose
calculation is based specifically on operating profit (profit
from sales by operating segments) as a priority when
assessing the performance of a digital company. When
determining EVA for a digital company, the following is
calculated: a) dependence of the company’s net operat-
ing profit on the correct distribution of business projects
of the digital company; b) revenue by operating segments
(including experimental activities in the business portfo-
lio); c¢) actual and planned profitability (taking into account
additional income from operating lease of digital assets and
information security costs); d) the relationship between
the company’s operating profit and the costs of operat-
ing the /C capital invested in the company, averaged over
the weighted average WACC cost; ¢) the cost of financing
instruments for the activities of a digital company (issues
of shares and bonds, bank lending of various maturities,
settlements with counterparties, etc.); f) operational risks
for each digital business segment to level them out.

— MVA (Market Value Added), which is calculated based
either on determining the difference between the market
value of the company's invested capital and its book value
(a prototype of the company's market valuation), or as the
sum of discounted EVA values. However, both the first and
second options for calculating this indicator, firstly, do not
exempt the digital company from future market uncertainty
and the business models used. Secondly, it involves errone-
ous judgments in making decisions within the framework
of corporate governance and assessing its effectiveness
(even under scenario planning conditions).

— CVA (Cash Value Added —added value in the form of
cash flows) — this indicator is almost similar to the £VA, but
instead of net operating profit, net cash flow from operat-
ing activities is calculated. It is focused on assessing the
monetary value of the value created in a digital business
in excess of the cash flow required to repay the capital
employed in this business. The NOCF assessment takes
into account the outgoing flow from the operating activi-
ties of a digital company as much as possible, but makes it
difficult to objectively assess intangible assets and can be
misleading when analysing the effectiveness of corporate
governance. At the same time, as an additional indicator in
assessing the effectiveness of a specific operating segment
of a digital company, CV4 may well be useful as a criterion
for assessing the usefulness (increasing value) of strategic
investment.

— SVA (Shareholder Value Added) reflects the trajec-
tory of a digital company to create digital business value —
increasing shareholder value through future investment rel-
ative to the shareholder value created by past investment.
This indicator assumes, firstly, a retrospective analysis of
the value of share capital (revenue, profit from sales, cash
flow from operating activities, etc.), which makes it pos-
sible to identify factors that form value and, accordingly,
the effectiveness of managing a digital company. Secondly,
forecasting: a) selection of exactly those assets that will
be involved in digital business; b) needs for non-current
assets (including informal assets), working capital, taking
into account external/internal corporate risks and the finan-
cial condition of the company. Thirdly, the correct use of
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calculations of cash flow from operating activities NOCF
(or free cash flow FCF) in order to most accurately reflect
the degree of influence of specific projects of a digital com-
pany on its efficiency.

— TBR (Total Business Return) is an indicator for
assessing the change in the market value of a specific
operating segment (a project in the company’s digital
business) for a certain period (in the reporting and previ-
ous periods) in relation to free cash flow. It is an addi-
tional indicator for decision-making within the frame-
work of corporate governance. We are talking, on the one
hand, about justifying the feasibility of selling part of a
digital business as a project to extract maximum income
as an investor company; on the other hand, about taking
into account the costs of ensuring the functioning of the
digital platform and possible reorganization of the busi-
ness (at the stage of its maximum value).

Conclusions. Indeed, nowadays, functioning of digital
marketing based on digital platforms is introducing con-
ceptual changes in the categories of profit, profitability,
net income, asset valuation and net (free) cash flow. Profit
is primarily generated through integrated marketing com-

munication systems and special infocommunication tools
(social networks and user support information resources),
corresponding digital platforms (business model carriers)
and digital sales of goods/services. This is exactly what
(including income and revenue per employee in the com-
pany) is the basis for increasing the economic potential of
the company, its capitalization and formation of competi-
tive advantages. The relative return on equity indicator is
modified for the digital environment in the context of clear
structuring of revenue by operating segments. Net profit,
which is used for calculations, takes into account not only
the operating result, but also non-operating income and
expenses (a significant part of the investment is allocated
for acquisition of new digital services from innovative
companies or for acquisition/merger of start-up compa-
nies). In addition, the use of platforms as a digital market-
ing tool is also based on the use of a project approach. It is
this feature that allows both to justify the use of classical
criteria for assessing the effectiveness of projects (identify-
ing advantages/profitability) and to carry out a high-quality
selection of innovative projects for the portfolio of a digital
company.
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