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JlenmnyxoB Cepreii BaagumupoBuy
MOCKOBCKMI MHHOBALlMOHHBIM YHUBEPCUTET

CpaBHI/ITeJILHLIﬁ AHAJINU3 III/I('I)I)OBOFO H UHTCPHET-MAPKETUHI'a KaK HanpaB.nelmﬁ
MapKeTI/IHFOBOﬁ AEeATECJIBbHOCTH KOMIIAHUH B 9KOHOMHMKE HOBOI'0 THIIA

AHHOTa].lI/IH. B OIIOXY I_[I/I(prBI/ISaI_II/II/I MAapKETHHIOBass OCATCIBbHOCTDH KOMITaHUH
TpaHc(OpPMHUPYETCs O] BO3IECHCTBUEM CTPEMHUTEIHHO PA3BUBAIOIIUXCS IU(PPOBBIX TEXHOJIOTHH.
I[J'ISI YCIECHIHOI'O HMCIIOJIBb30BAHUA JOTHUX TEXHOJIOTHH B MapKeTHHFOBOﬁ ACATCIIbHOCTHU (1)I/IpM
TpeOyeTcst nanpHeiee GopMUPOBAHKE MPOYHON TEOPETUUECKON 6a3bl TU(POBOTO MAPKETUHTA,
KOTOpasa BbBICTYIIACT (bYHHaMeHTOM I naanefImero IMPAKTUYCCKOro HMCII0JIb30BaHUIA
MOJIYUYCHHBIX 3Hanui. B YaCTHOCTHU, BAKHBIM BOIIPOCOM BBLICTYHACT PA3rpaHUYCHUC OCHOBHBIX
HOHHTHﬁ, OTHOCAIIUXCA K I.[H(prBOMy MAapKETHUHI'Y, a TaKXE OIPCACICHHUC €TI0 COCTAaBHBLIX
KOMIIOHEHTOB, [TOCKOJIbKY B HAYYHOM JIUTEpaType MO-NPEKHEMY MOKHO BCTPETUTH OLUMOOYHbBIE
MNPpEACTaBJICHUA B OTHOILICHUU COACPKAaHUA U CTPYKTYPEL I_II/I(prBOFO MAapKCTHHIA. B HaCTOHH_Ieﬁ
CTAaTbC AHAIIM3UPYIOTCA OTIIMUUTCIIbHBIC IIPU3HAKHU LII/I(i)pOBOFO N MHTCPHCT-MApPKCTUHI'a, KOTOPLIC
MCKOAY coboit TOXKIACCTBECHHBIMHN HE ABJIAIOTCA. Ilo wuroram IMPOBCACHHOI'O HCCIICAOBAHUSA
ACJIaCTCA BBIBOJ O TOM, YTO HHTCPHCT-MAPKCTHHI ABJIACTCA COCTAaBHOM YacCTbIO III/I(prBOFO
MAapKCTHHIQA, 3aBsI3aHHON MCK/IIOUMTEIBHO Ha CpeaACTBax MHTCPHETA, B TO BPEMs KakK I.IH(prBOﬁ
MapKeTHHI — 3T0 o0o0Imaromiee TMOHATHE, BKIOYaromee B ceds Bce (GOpMBI U BHIBI
MapKeTHHFOBOﬁ JACATCIIbHOCTH, B KOTOpOfI HCIIOJIB3YIOTCA I_II/I(I)pOBbIe TEXHOJIOTHH.
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A comparative analysis of digital and internet marketing as areas of marketing activity for
companies in a new type of economy

Annotation. In the digital age, companies’ marketing activities are being transformed by
rapidly evolving digital technologies. The successful implementation of these technologies in their
marketing efforts requires further development of a solid theoretical basis for digital marketing,
which serves as the foundation for the practical application of this knowledge. In particular,
distinguishing between the key concepts related to digital marketing and defining its constituent
components is an important issue, as misconceptions regarding the content and structure of digital
marketing remain prevalent in the academic literature. This article analyzes the distinctive features
of digital and internet marketing, which are not synonymous. The study concludes that internet
marketing is a component of digital marketing that relies exclusively on the internet, while digital
marketing is an umbrella term encompassing all forms and types of marketing activities that utilize
digital technologies.
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[Mudporoii mapkerunr (anri. Digital Marketing) npeacrasisier co6oii 0000IIaOIIHIA 115
Pa3IMYHBIX BUIOB MAPKETHHTA TEPMHUH, ITOIpa3yMEBaIONINIA UCTIOIb30BaHUE ITU(PPOBBIX KAHATIOB
¥ TEXHOJIOTUH JJIs1 paCIIUPEHUs 0XBaTa ay IUTOPUH, IPUBJICUEHHS HOBBIX KIIMEHTOB U yJepKaHUs
crappix [5, ¢. 76; 9, c. 72]. OCHOBHBIMH MEISIMH IUPPOBOTO MAPKETUHTA BBICTYIAIOT
NPOJIBIKEHHE OpeH/la M/WJIM €ro TOBApOB M YCIYT W, KaK CIEeICTBHE, HapauuBaHue cobiTa [1, c.
9]. Jlns peanu3anuu ATOW IEMM HCIONB3YeTCs HIMPOKUI HAOOp Ppa3iMYHBIX METOIUK H
WHCTPYMEHTOB, BCE€ M3 KOTOPHIX CBs3aHbI ¢ IM(POBBIM mpocTpancTBoM [8, c. 137]. MHorue
aBTOPHl OTMEYAIOT, YTO OJHUM U3 (pyHIaMEHTAIbHBIX NPHHIUNOB IHM(POBOTO MapKEeTHHTA



BBICTYITaET OPUEHTAIIMS Ha KIIMEHTA (KIIMEHTOOPHEHTUPOBAHHOCTD) [cm., Hanp.: 3, c. 6; 12, c. 65].

Wurepuer-mapketunr (anria. Internet Marketing) oxBarbiBaeT CTpaTtermm W METOJBI,
UCTIOJIb3YEMbIC JUIsSl OpTraHW3alliy MPOABIDKEHUS M CObITa TOBApOB M YCIYT B MHTEPHET-CPEE.
WHpIMH  CIIOBaMH, CpeICTBA MAapKETHHTa HCIOJb3YIOTCS, 4YTOOBI COBIBaTh IMPOIYKIHIO
MOKYIaTeNIsIM B HMHTEPHETE W MOAJCPXKHMBATh / pa3BUBaTh C HUMH OTHOIICHHS B OHJIAWH-
npoctpanctse [7, ¢. 235; 10, c. 115].

B HEKOTOPBIX MyOIUKAIHSIX MOXHO BCTPETHTh OTOXKIECTBICHUE IU(DPOBOTO U HHTEPHET-
MapketuHra [cm., nanp.: 4, c¢. 191]. [ogoOHBIN OIXOA POXKIAAETCS U3 TOTO, YTO 00a JTAHHBIX
HAIpPaBJICHUS JIEATSILHOCTH HAIlCJICHBI HA TIPUBJICYCHUE TEKYIIMX M OTEHIIMAIbHBIX KIIMEHTOB K
nproOPETEHUIO TOBAPOB U YCIYT B paMKax U(PPOBOTO MPOCTPAHCTBA U C IIOMOIIBIO JIEKTPOHHBIX
(KOMIIBIOTEPHBIX) TEXHOJOTHH. TeM He MeHee, MO HAlEeMy MHEHUIO, J1Ba JIAHHBIX IOHSTHUS
CJIeZlyeT pa3rpaHUYUBaTh Kak 00Iee U 4YacTHOE.

WHTepHEeT-MapKEeTUHT CJIelyeT CYMTaTh OoJiee y3KUM IMOHATHEM M COCTaBHOHM 4YacThiO
o0meli cuctembl UPpoBoro MapkeTuHra. OT HUPPOBOro MAPKETHHTA OH 00J1a/1aeT CIEAYIOIINMU
OTJIMYUTEILHBIMU CBOHCTBAMHU:

1. Ero ocHoBHOI chepoil mpuiiokeHUsI BBICTYIIAET MPOCTPAHCTBO MHTEPHETA, TIC
HaXOJATCS BCE JOCTYIIHbIE €My KaHaJIbl KOMMYHHUKAIIMM U UHCTPYMEHTBI IPOABUKEHUS U COBITA.
2. OcCHOBHbBIE MHCTPYMEHTBI, HUCIOJb3yEMbl€ B MHTEPHET-MApKETHUHIE (IIOMCKOBAsI

ontumusaius (anri. Search Engine Optimization; SEO) u pekiama B TOMCKOBBIX CHCTEMax (aHIJL.
Search Engine Advertising; SEA) (00beauHSIOTCS B €IMHBIA KOMIIEKC MAPKETHHTaA B IIOUCKOBBIX
cucremax (amri. Search Engine Marketing; SEM) [6], co3manue BeG-caiiToB, MapKETHHI B
cormanbubix cetax (anrn. Social Media Marketing; SMM), KOHTEHT-MEHKUHT, MAPKETUHT I10
snekrponHoi moure (anria. Email Marketing), npoasrmkenue ¢ mOMOIIBIO MAPTHEPCKUX CHCTEM
BeOMacTepoB (mapTHepckuii mapkerunr — anri. Affiliate Marketing) u T.1.), 3aBsi3aHbl Ha
UCIIOJIb30BAHUH UHTEpHETA. BeO-CcaiiT U cTpaHHIIbI B COIMATBHBIX CETSIX, B YACTHOCTH, SBJISIOTCSI
OJTHMH M3 OCHOBHBIX TOUCK MPUIIOKEHHUS YCUIINI HHTEPHET-MapPKETOJIOTOB, MOCKOJIbKY HMEHHO
OHH SIBJISIFOTCS. OCHOBHBIMH T'eHepaTopamMu TpadHuKa U HapalMBaHHs KOHBEPCHH.

HudpoBoit MapkeTHHT sBseTCS Oojee MUPOKUM IOHATHUEM, 00OOIIAIOIIMM JJs BCEX
BUJIOB MapKETHHTa, B KOTOPOM MPUMEHSIOTCS NU(poBbIe TexHoJdornu. OH BKIIOYAET B ce0s U
UHTEpHET-MapKeTHHT. OCHOBHBIMU TpPU3HAKAMH, MO3BOJSIONIMMUA OTIPAHUYMBATh LUPPOBOIL
MapKeTHHT OT MapKETHHTa B UHTEPHETE, BBICTYIAIOT CIIETyOIIHE:

1. Hcnonp3yercsi HE TOJIBKO HHTEPHET, HO M BCE JApPYrHe HU(PPOBBIX KaHAIIBI
(MOOWJIBHBIE YCTPOMCTBA, CMapT-TENEBUACHUE, SIEKTPOHHbIE OMIOOpAsl M T.0.) Bce oHu
UHTETPUPYIOTCS B €IWHYI CHUCTEMY, 4YTOOBl 3(QQEKTUBHO, COIJIACOBAHHO M OECIIOBHO
B3aUMO/ICHCTBOBATH C MOTPEOUTEIISIMH.

2. Crenensb noctwkenus 1eneBoil ayautopuu (IL[A) y uumdpoBoro mapkeruHra
3HAYUTENBHO IIUPE, YEM Y MAPKETUHTa B UHTEPHETE.
3. 3aneicTByerca  OoybLION  CHEKTp  LM(POBBIX  TEXHOJOTWH,  BKJIIOYas

uckyccrBennblit nateiekt (MU — anrn. Artificial Intelligence; Al), mammnHoe 00yueHue (aHrI.
Machine Learning; ML), BuptyanbHas peansHocTh (anri. Virtual Reality; VR), nonosnnenHas
peanbHOCTH (aHri1. Augmented Reality; AR) u .. [11, c. 92]

Takum 06pazom, UdPOBOI U HHTEPHET-MAPKETUHT HEIT3SI IPH3HABATH CHHOHUMUYHBIMH
noustusiMi.  L{udpoBoit MapkeTHHr — 3T0 Oonee mmMpokas cdepa, B KOTOPYH HHTEpPHET-
MapKETHHT BKJIFOYAaeTCs B KAYeCTBE COCTABHOW YaCTH.
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