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EFFECTIVENESS OF PERSONALIZED ADVERTISING IN DIGITAL MARKETING

E®EKTHUBHICTH NEPCOHAJI3AIIL PEKJIAMU B JIJXKUTAJI MAPKETUHIY

In today's business landscape, the effectiveness of marketing activities that companies employ to promote
their products and services through the Internet and other digital channels is a key factor in achieving success.
In particular, there is a current trend towards not only increasing sales volumes but also building long-term
relationships with customers. Given the identified relevance, this research aims to determine the practical aspects
of personalized advertising effectiveness in digital marketing. Within the scope of this research, it is emphasized
that for any business entity, not the process of personalized advertising in digital marketing itself is crucial, but
rather its effectiveness. The research has demonstrated that the effectiveness of personalized advertising in digital
marketing is achieved when individual advertising campaigns successfully attain their predetermined objectives.
In other words, it's a measure of how effectively personalized ads influence user behavior online in terms of click-
through rates, conversion rates, average order value, and so on.

Keywords: sales volumes, digital activities, creating a competitive advantage, conversion, brand image.

EdexTuBHICTD A1KUTAT MAPKETUHTY CTaja OCHOBOIOIOXKHHUM (haKTOPOM yCHiXy cydacHoro Oi3Hecy. [lepcona-
JTi3alis, €BOJIIOLIOHYBABIIM 3 TPOCTOI TAKTHKH JI0 CKJIaJHOI CTpaTerii, J03BOJIs€ He JHIe 301TbIIyBaTH NPOJaxi, a
i popMyBaTu MiliHi, JOBIOCTPOKOBI BITHOCHHHU 3 KilieHTaMu. CydacHH iDKUTAT MApKETHHT IIparie CTBOPUTH 1H-
JIMB1TyaTi30BaHUH JOCBIA ISl KOOKHOTO KITIEHTA, aJalTYIOuH BCI B3a€MOIIi — BiJl TEPIIIOTO KOHTAKTY 10 0OCIYTOBY-
BaHHS — ITiJ] HOTO YHIKaJIbHI TOTPeOH Ta BIOJ0OAHH. 3BaKAIOUU HA TAaKy aKTyalbHICTbh, TOCIIIKEHHs CIIPSIMOBAHE
Ha BUBYCHHS PAKTHIHAX ACIHEKTiB e(DEKTHBHOCTI IMEPCOHATI30BAHOI peKIaMi B IIH(YPOBOMY MapKeTHHTY. Jlocoi-
JOKEHHS TTIKPECITIOE, IO JUTsT Oy/Ib-SIKOTO O13HECY BaXIMBIIIHM 3a caM MPOoIiec MepCcoHaizallii peKiiaMu B i KH-
TaJ MapKETUHTY € KOHKPETHI Pe3yJbTaTH. 3a 3MICTOM JIOCHI/DKEHHS JTIOBEJICHO, 0 e(heKTUBHICTh MepcoHai3aIii
BBYKAETHCS JIOCSITHYTOFO TOJI, KOJIM 1HMBITyallbHI pEKIIAMHI KaMITaHii YCIIITHO BUKOHYIOTh IIOCTABIICH] 3aBJaHHS.
JlocmipKeHHS TOKa3alo, M0 TOCSITHEHHS e(beKTI/IBHo‘f nepCOHani3aui'1' PEKJIaMH B JiKUTAI MapKETHHTY MOKITHBE
32 YMOBH CHCTEMAaTHYHOTO 36opy Ta aHaJli3y JaHUX PO KITI€HTIB, BHKOPHCTaHHS BIIMTOBI THIX lHCprMeHTlB IUTst
MepCcoHai3allii, CTBOPEHHS IHIlI/IBII[yaJII)HI/IX PeKJTaMHHX MPOTIO3UIIiN Ta iX MOCTIHHOTO TECTYBaHHS Ta ONTHMI3allil.
Jnst mocsirHeHHs e(l)eKTI/IBHOI MepCcoHai3aIlil peKiaMu B un(prBOMy MapKeTUHTY HEeoOXiIHO 00’ €qHaTH BUILE-
3a3HAuCHI KJIIOYOBI aCIEKTH B €IUHY CHCTEMY MEPCOHAII3AIT, sika 0a3yBaTUMEThCS HA SIKICHUX JaHUX, iH(popMa-
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TUBHUX aJrOPUTMax, PI3HOMAHITHUX KaHallaX B3a€MOJIT 31 CIIOXKMBA4YeM Ta MOCTIHHOMY aHai31 Ta ONTHMI3aIlii.
JlochipKeHHS CBITYMTB MPO Te, IO MePCOHAITI3AIliS PEKIIAMH B JIIJDKUTAT MAPKETHHTY 3/1aTHA JTOCSTTH HOBUX BUCOT
3aBJISIKM MEPEXO/ly Ha PEKUM PeallbHOTO Yacy (B SIKOMY Iii, sKi BiOyBarOThCS 3 KOPUCTYyBaYeM, aHATI3YIOThCS Ta
00pOOIISIOTECS. CHCTEMOIO MUTTEBO). 30KpeMa, BiAKPHBAIOTHCS HOBI MOMKIMBOCTI AJISI PO3POOKH aITOPUTMIB, SIKi
JI03BOJISITH PEaTi3yBaTH MOKa3 PEKJIaMHU B PeajIbHOMY Yaci, a1alTOBAHOI 10 KOHTEKCTY MOIIYKY a00 KOHTCHTY, a Ta-
KOX JIJIsS CTBOPEHHSI Te0TapreTOBAaHKUX MPOIO3HUIIii Ta HaICUIIaHHS TOB1IOMJICHb Y HAHO1IBII peJIeBaHTHUI MOMEHT.
Ie Bxe 3apa3 103BOJISIE HA/IABAaTH KOPHCTYBAYCBI MAKCUMAIILHO PENICBAHTHUN KOHTEHT, MPOIMO3HIIT YU PEKIaMHI

OTOJIOIIEHHS B TOH MOMCHT, KOJIU BiH iX HOTpe6y€.

KirouoBi ciaoBa: o0Ocsaru mpomaxis, TiKUTANT aKTUBHOCTI, CTBOPEHHS KOHKYPEHTHOI IepeBard, KOHBEPCIS,

IMIJK OpeHTy.

Statement of the problem. In today's business
landscape, the effectiveness of marketing activities that
companies employ to promote their products and services
through the Internet and other digital channels is a key
factor in achieving success. Companies are now focusing
not only on selling more stuff but also on building strong,
lasting relationships with their customers. In this context,
personalized advertising enables the achievement of both
goals by offering users relevant products and services
at the exact moment they are most likely to purchase
them. Each user receives unique content tailored to their
specific interests and needs. This creates a perception
that the company cares about each customer individually.
Primarily, personalized advertising attracts more attention
than standard advertisements. Furthermore, users are more
likely to click on such ads and spend more time on the
website. Finally, when a user sees a product that interests
them, they are more likely to make a purchase. Therefore, it
is essential to examine the practical aspects of implementing
personalized advertising in digital marketing and to define
the specific characteristics of developing recommendations
for building personalized advertising campaigns.

Analysis of recent research and publications.
Various aspects of advertising effectiveness in digital
marketing have been studied by Ukrainian researchers
such as N. Avramenko, T. Arkhipova [1], O. Garmatyuk
[2], O. Kovinko, I. Osavolyuk, A. Matsenko [3], and
others. They unanimously emphasize the importance of
personalized advertising, which is constantly evolving.
The research conducted by M. Malchyk and I. Adasyuk
[4], analyzing current trends in personalized advertising,
is also valuable.

However, the rapid development of digital marketing
and the variety of performance metrics make it difficult
to unequivocally define the key aspects of personalized
advertising effectiveness. Therefore, to achieve maximum
results, further research and the development of a
comprehensive approach to performance evaluation are
required.

Formulation of the research task. This article aims
to pinpoint the main aspects that influence the success of
personalized ads in the digital landscape.

Summary of the main research material. Currently,
it is not simply digital marketing that takes center stage
in shaping demand and meeting consumer needs, but
rather specific digital activities focused on personalized
advertising. It is worth noting that the need for such
digital activities arose quite a long time ago. Specifically,
even in the last century, companies sent out catalogs
with various offers, segmenting their audience based on
demographic characteristics. Moreover, market vendors

have always strived to remember their regular customers
and their preferences, offering them personalized
recommendations [6].

However, personalization truly gained traction in the
early 2000s with the advancement of digital technologies
and reached its peak prominence due to increasing market
competition and the heightened expectations of modern
consumers.

Specifically, personalization has evolved from a
simple tactic to a sophisticated strategy aimed not only at
increasing sales but also at fostering long-term customer
relationships.

Modern digital marketing seeks to create a personalized
experience for each customer, tailoring all interactions —
from initial contact to after-sales service — to their unique
needs and preferences. Consequently, the phenomenon of
personalized advertising in digital marketing, through its
tools, shapes customer relationships along the following
vectors [2; 4-5]:

1. Conversion rate optimization. Personalized offers
that precisely match customer needs significantly increase
the likelihood of a purchase.

2. Customer loyalty enhancement. When a customer
feels understood and valued by a company, they are
more likely to become a loyal customer and make repeat
purchases.

3. Marketing cost optimization. Precise targeting
ensures that every dollar spent on marketing is more
efficient, allowing for optimized marketing budgets.

4. Brand image enhancement. Personalized advertising
demonstrates a company's commitment to its customers
and willingness to accommodate their needs, enhancing
the brand's reputation.

5. Gaining a competitive edge. Companies that
successfully implement personalization gain a significant
competitive advantage in the marketplace.

6. Deep customer understanding. By analyzing
customer behavior data, companies can gain valuable
insights into customer needs and desires, enabling them to
develop more effective products and services.

It is important to note that personalization vectors are
interconnected. For instance, increasing customer loyalty
(through personalized offers) can lead to higher average
order values and purchase frequency.

Hence, it's undeniable that advertising personalization
in digital marketing exerts a multifaceted influence on
customer interactions. While these interactions vary,
their common denominator is the effectiveness of
personalization itself.

The nature of interaction and influence on customers
of advertising personalization vectors in digital marketing
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manifests itself according to the specifics detailed
in Table 1.

Itis clear that for a business entity, it is not the process of
ad personalization itself that matters, but rather achieving
its effectiveness, interpreted as a state where individual
ad campaigns achieve their objectives. Ultimately, what
matters is how effectively personalized ads influence
online user behavior, as measured by metrics like click-
through rates, conversion rates, and average order value.

Achieving effective ad personalization in digital
marketing is possible through the following key aspects:

1. Continuous collection and analysis of customer data
according to the specifics outlined in Table 2.

Specifically, we process a variety of data sources,
including comments on our website or social media about
the product, brand, or advertising campaign, responses to

surveys where users are asked to share their opinions about
a particular product or service, and interviews with target
audience representatives, which allow us to understand
their motivations, values, and needs.

Additionally, metrics such as time on site, page depth,
and bounce rate are tracked. For instance, the average
time a user spends on the site after clicking on an ad is
monitored. If this time is low, it may indicate that the
content on the site is not relevant to the user or that the
website design is not user-friendly. The average number of
pages a user visits per session is tracked. A high page depth
indicates that the user is actively exploring the site and is
interested in the offerings. The percentage of users who
leave the site after viewing only one page is tracked. A high
bounce rate may indicate that the ad is not relevant or that
there are issues with the landing page design. Audience

Table 1

The nature of interaction and influence on customers of advertising personalization vectors in digital marketing

Vector interaction

. . Character of vectors interaction
direction

Interplay of various factors

Combined effect of various
factors influencing customer

influencing the customer .
behavior

Personalized offers tailored to
specific situations (e.g., abandoned
cart, birthday)

Hyperpersonalization

Dynamic pricing based on customer

Dynamic Pricing actions

ersonalized rewards and discounts

Loyalty Programs for loyal customers.

Crafting narratives that resonate

Emotional Connection | .
with customers on a personal level

Reaching the most precise audience

Precision Targetin . . .
seting to reduce irrelevant impressions

Leveraging marketing platforms
to automate routine tasks and boost
efficiency

Marketing Automation

Creating customer personas using

Customer Profiling data-driven insights

Employing predictive modeling to
anticipate customer behavior

Predictive Analytics

Leveraging positive customer
reviews to validate product or
service quality.

Crafting a unique customer
experience throughout the
entire customer journey.
Utilizing new technologies

to create unique personalized
experiences.

Building deep customer
loyalty to create a strong
barrier to competitive
switching.

The effectiveness of ad
personalization in digital
marketing is measured
using various metrics that
allow to evaluate how well
personalized ads influence
online user behavior

Source: formulated by the author based on [1-2; 5]

Table 2

Directions and features of data collection and analysis for ad personalization in digital marketing

Data collection
and analysis
directions

Data collection and analysis features

Examples of conducting data
collection and analysis

Qualitative data

and "how"

Information that helps us understand WHY users act the way they
do. Unlike quantitative data (numbers, figures), which answers the
question "how many", qualitative data answers the questions "why"

User reviews, customer feedback,
interviews, user observations

Quantitative data

materials

Information expressed through numerical values that reflect objective
indicators. In the context of ad personalization, they help us
understand how users interact with our website, app, or advertising

Tracking metrics such as time
on site, page depth, bounce rate

Audience
segmentation

Information that enables the division of an audience into smaller
groups (segments) based on specific criteria. This allows

for the creation of more personalized advertising campaigns,

as different segments have different needs and interests

Demographic segmentation,
behavioral segmentation,
psychographic segmentation.

Source: formulated by the author based on [2; 4, 6]
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segmentation is continuously performed (demographic,
behavioral, psychographic).

Specifically, we process a variety of data sources,
including comments on our website or social media about
the product, brand, or advertising campaign, responses to
surveys where users are asked to share their opinions about
a particular product or service, and interviews with target
audience representatives, which allow us to understand
their motivations, values, and needs.

These are essential systematic processes through which
a business not only expands its user information database
but also creates more relevant and effective personalized
user profiles and targeted advertising campaigns.
For example, the online store "Sporty Style" (which sells
sportswear on Prom.ua) used quantitative data to divide its
audience into the following segments: professional athletes
(young people who engage in sports professionally, have
a high-income level, and seek high-tech clothing), fitness
enthusiasts (middle-aged people who work out 2-3 times
a week and value comfort and affordability), and people
with an active lifestyle (individuals of various ages who
participate in different sports and appreciate stylish
design and functionality) [2]. This allowed the business
to develop advertising campaigns for each segment,
with different offers, messages, and distribution channels
[6]. For example, an advertising campaign highlighting
the high-tech features and functionality of the product
has been launched for professional athletes, and for
fitness enthusiasts, a campaign emphasizing comfort and
affordability is being run.

The specification of the outlined key aspect highlights
the importance of ensuring high data quality, defined by its
relevance, accuracy, and proper protection.

2. Selection of tools for ad personalization, including
advertising management systems (which provide extensive
capabilities for creating personalized ad campaigns), CRM
systems (which allow for storing and analyzing customer
interaction data), and analytics tools (which help track the
effectiveness of advertising campaigns). The specification
of the outlined key aspect emphasizes the importance of
using informative algorithms, defined by their integration
with machine learning, forecasting, and optimization.

3. Creating individual personalized offers according to
the specifics outlined in Table 3.

Thus, creating such offers is possible through
advertising content that directly addresses the interests,
needs, and issues of the individual user. For example, a
nighttime cosmetics store targeting young girls interested in

K-pop could create a blog article about Korean cosmetics,
featuring detailed descriptions of new products and tips on
makeup styles inspired by their favorite K-pop stars.

A fitness club targeting middle-aged men who want
to lose weight could prepare a series of video tutorials
featuring effective exercises for weight loss that can be
done at home.

Creating personalized offers is possible through
banners with dynamic adjustments and personalized
recommendations [5-6]. For example, the dynamic
adjustment option is set up for Prom.ua customers, so if
a user previously viewed sportswear, they might see an
advertisement for new models of sportswear from the
same brand they were interested in during their next visit
to the site.

Personalized recommendation options are used by
most online streaming services [2]. For example, if a user
frequently watches horror films, they may be recommended
new releases in this genre or movies with similar themes.

In practice, this refers to the systematic process of
developing advertising materials that precisely match
the interests, needs, and behavior of a specific user [6].
Additionally, the specification of this key aspect also
highlights the importance of achieving diversity in
consumer interaction channels, defined by multilingualism
and synchronization.

4. Testing and optimizing individual personalized
advertising offers is achieved through sequential operations
including A/B testing, multivariate testing, and ongoing
optimization [6].

Specifically, within the framework of A/B testing, a
business can compare different elements of advertising
materials (such as headlines, images, and CTA buttons) to
determine which ones perform better. For example, if there
are two headline options for an advertising banner—"Sale!
Discounts Up to 70%" and "New Collection! Limited
Time Only" — two versions of the banner are created
with these different headlines. These banners are then
shown to different user groups. By analyzing the results,
it is determined which headline led to a higher number of
clicks.

In multivariate testing, a business can simultaneously
test multiple variations of different elements of an
advertisement. For example, if testing includes the
headline, description, and image of an ad banner, several
versions of each created element. These are then combined
to generate different banner versions shown to various user
groups to analyze the results.

Table 3

Directions and features of creating individual personalized advertising offers in digital marketing

Directions for ceating
personalized offers

Features of creating personalized offers

Outcome of the personalized offer
creation process

Relevant content

Content that directly addresses the interests, needs,
and issues of a specific user or audience segment.

Creation of content that not only grabs
attention but also elicits an emotional
response and prompts action.

Dynamic creatives
y based on user data.

Advertising materials that change in real time

Development of highly personalized
advertisements

Personalized
recommendations

history and interests.

Product, service, or content offers tailored
individually for each user based on their behavioral

Offering users products or services that
are likely to interest them.

Source: formulated by the author based on [2; 5-6]
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The specification of this key aspect emphasizes
the importance of regular analysis and optimization of
advertising campaigns

Within the framework of continuous optimization, a
business implements ongoing improvements to advertising
campaigns based on collected data. This means that
after conducting A/B and multivariate testing, the best-
performing variations are adopted, and a new testing cycle
begins. For example, after identifying the best-performing
headline and image for an ad banner, testing begins on
different variations of the landing page that the banner
directs to.

In practice, the overall drive for effective ad
personalization in digital marketing requires synthesizing
the aforementioned key aspects within a unified real-time
advertising personalization system, which focuses on data
quality, informative algorithms, diversity of consumer
interaction channels, and regular analysis and optimization.
It will allow [5-6]:

— Displaying ads that are highly relevant to the context
of the search query or the content the user is viewing.

— Providing personalized offers based on the user's
geographical location.

— Sending messages at times when the user is most
active

Conclusions. The research emphasizes that for any
business entity, it is not just the process of ad personalization

in digital marketing that matters, but its effectiveness.
Based on the research findings, the following conclusion
is drawn:

1. The effectiveness of ad personalization in digital
marketing is achieved when individual advertising
campaigns meet their set objectives. In other words, it
measures how effectively personalized advertisements
influence user behavior online in terms of metrics such as
click-through rates, conversion rates, and average order
value, among others.

2. Achieving effectiveness in ad personalization in
digital marketing is possible through the lens of key
aspects such as continuous data collection and analysis
about customers, selection of tools for ad personalization,
creation of individual personalized offers, and testing and
optimization of these personalized advertising offers.

3. The overall pursuit of ad personalization
effectiveness in digital marketing requires synthesizing the
aforementioned key aspects within a unified advertising
personalization system, which focuses on data quality,
the informativeness of algorithms, the diversity of
consumer interaction channels, and regular analysis and
optimization.

The obtained results create broad opportunities for
further development of ad personalization in digital
marketing, specifically for defining real-time ad
personalization algorithms.
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