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JlennyxoB Cepreii BiragumupoBu4
MOCKOBCKMI MHHOBAIlMOHHBI YHUBEPCUTET

CpaBHUTEIbHBINA AHAJIHU3 HU(PPOBOr0 U MHTEPHET-MAPKETHHIa KAK HANIPABJIEHU A
MAapPKeTHHIOBOM 1eITeJIbHOCTH KOMIIAHUI B JKOHOMHUKE HOBOI'0 THUIIA

AnHoTanusa. B snoxy uI/I(prBH:sauI/H/I MApKETUHIOBAsl JAEATEIbHOCTh KOMIIAHUU
TpaHcHOPMHUPYETCS MO BO3CHCTBUEM CTPEMUTEIIHHO Pa3BUBAIOIINXCS ITU(DPOBBIX TEXHOJIOTHIMA.
JUis yCHenrHoro HCHOJb30BaHUA 3TUX TEXHOJIOTUH B MAapKETUHTOBOW JESTEIBHOCTH (UPM
TpedyeTcs nanpHelnee GopMupoBaHUE TPOYHON TEOPETUUECKON 0a3bl MU(PPOBOTO MAPKETHHTA,
KOTOpass BbICTYHACT q)yHI[aMCHTOM JJIA IIaJIbHGI\/'ILHeFO MMPAKTUYCCKOro  HMCII0JIb30BaHUsA
MOJIYYCHHBIX 3HaHuii. B YaCTHOCTH, BA’)KHBIM BOIIPOCOM BBICTYHACT PA3rPaAHUYCHUC OCHOBHBIX
HOHHTI/Iﬁ, OTHOCAIIIUXCA K III/I(i)pOBOMy MApKCTHUHI'Y, a TaKXC ONpCACIICHHUC €TI0 COCTAaBHBIX
KOMIIOHCHTOB, IIOCKOJIEKY B HaquOﬁ JIMTCPATYPC MO-IIPEKHEMY MOKHO BCTPETHUTDH OILINOOYHBIE
NPECTaBICHUS B OTHOIICHUH COICPKAHUS B CTPYKTYPBI U(PPOBOrO MapKeTuHTa. B HacTosmei
CTAaTbC aHAJIM3UPYIOTCA OTIIMYUTCIIbHBIC IIPU3HAKU I_II/I(l)pOBOFO W UHTCPHET-MApKETHUHI'A, KOTOPLIC
MCKOY cobon TOXKIACCTBCHHBIMHU HC ABJISAIOTCA. Ilo wmroram IMPOBCACHHOTO HCCIICAOBAHUA
JACJacTCs BBIBOJA O TOM, 4YTO HMHTCPHCT-MAPKCTHHI' ABJIACTCA COCTAaBHOM YacCTbhbIO I_[I/I(l)pOBOl"O
MapKETHUHTa, 3aBSI3aHHON MCKJIIOYUTEIBLHO Ha CPEICTBaX MHTEPHETA, B TO BpeMs Kak HU(poOBOi
MAapKETHHI' — O3TO 06o6ma}0mee IIOHATHUC, BKIIOYAIOIICC B cebst Bce (I)OpMBI U BHUABI
MapKETHHTOBOM JIESATEIIEHOCTH, B KOTOPOU UCITOJIB3YIOTCS ITU(POBBIC TEXHOJIOTHH.

KirroueBble c10Ba: MapKETHHT, HHTEPHET-MapPKETHUHT, IIUPOBOM MApKETHHT, IU(PPOBHIS
TEXHOJIOTUHU
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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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[{udposoit mapketunr (anri. Digital Marketing) npeacrasnsier co60it 00o0maromuit s
Pa3IMYHBIX BU0B MAPKETHHIa TEPMHUH, 110Ipa3yMeBaIOIINIA UCTIONIb30BaHUe IU(PPOBBIX KAaHAJIOB
¥ TEXHOIIOTHH ISl paCIIUPEHUs 0XBaTa Ay TUTOPHH, TPUBIICUCHIS HOBBIX KIIMEHTOB H YCPKAHUS
crapeix [5, c¢. 76; 9, c. 72]. OCHOBHBIMH LEISIMH IM(PPOBOrO MApPKETHHIa BBICTYNAIOT
MIPOJIBIKEHHE OpEHJ1a W/MIIA €T0 TOBAPOB U YCIYT M, KaK CJIEeJICTBUE, HapamuBaHue cowita [1, c.
9]. Jlna peanu3anuy ATOW IENHM MCHONB3YEeTCS HIMPOKUI HAOOp Ppa3iIM4YHBIX METOAUK H
WHCTPYMEHTOB, BCE M3 KOTOPBIX CBsi3aHbl ¢ IM(POBBIM mpocTpaHcTBoM [8, ¢. 137]. MHorue



aBTOPHl OTMEUAIOT, YTO OJHUM M3 (PYHIAMECHTAIBHBIX MPUHIUIIOB HH(PPOBOIO MapKETHUHTa
BBICTYIIA€T OPUCHTAIIMS HA KITMEHTA (KITMEHTOOPUEHTHPOBAHHOCTD) [cam., Hanp.: 3, c. 6; 12, c. 65].

Wutepuer-mapkerunr (anri. Internet Marketing) oxBaTeiBaeT CTpaTernd W METOJIBI,
UCIIOJIb3yEMBbIE JJISI OpraHU3alllK MPOJIBHXKEHUSI U CObITa TOBAPOB U YCIYr B MHTEPHET-CPEJE.
NHbIMU  crioBaMH, CpEICTBa MAapKETHHTA HCIOJIB3YIOTCS, 4YTOOBI COBIBaTh MPOMYKITHIO
MOKYMaTeJIs M B WHTEPHETE WM TOJJCPKUBATh / pa3BUBAaTh C HHUMHU OTHOIICHHUS B OHJIAWH-
npoctpanctse [7, c. 235; 10, c. 115].

B HEKOTOpBIX MyOIMKAIMSIX MOKHO BCTPETUThH OTOXKECTBICHNE ITU(POBOTO U HHTEPHET-
mapketuHra [cm., nanp.: 4, c¢. 191]. ITogoOHBINA OIXOA POKAAETCSA U3 TOTO, YTO 00a JAaHHBIX
HaIlpaBJICHUs ACSITEIBHOCTU HAIlCJICHBI HA IPUBJICUCHUE TEKYIIUX U TOTCHIIUAIBHBIX KJIMEHTOB K
MPUOOPETEHUIO TOBAPOB U YCIIYT B PaMKax IU(PPOBOTo MPOCTPAHCTBA U C IIOMOIIBIO 3JIEKTPOHHBIX
(KOMIBIOTEPHBIX) TexHOJOTHI. Tem He MeHee, MO HalleMy MHEHHIO, JBa JAHHBIX MOHSITHUS
CJeMyeT pa3rpaHNYUBaTh Kak O0IIee M YacTHOE.

HNHTepHeT-MapKeTUHT CIEAYyeT CUMUTaTh OOJiee Y3KUM TOHSTHEM U COCTAaBHOW 4YaCTbIO
o0eit cucremsl udposoro mapketunra. OT U pPOBOro MapKeTHUHTa OH 00J1a7aeT CIEAYIOIUMU
OTJINYHUTCILHBIMU CBOMCTBAMM:

1. Ero ocHoBHOI cdepoil mpuioKeHUsT BBICTyHAaeT MPOCTPAHCTBO HHTEPHETA, TIie
HaXOJIATCS BCE IOCTYMHBIC €My KaHaJIbl KOMMYHUKAIIMU U MHCTPYMEHTHI MPOJABUKEHUS U COBITA.
2. OcHOBHBIE HMHCTPYMEHTBI, UCIOJB3yEeMble B MHTEPHET-MAapKEeTUHIe (ITOMCKOBas

ontumusaius (anri. Search Engine Optimization; SEO) u pekiiama B TOMCKOBBIX CHCTEMax (aHTJL.
Search Engine Advertising; SEA) (00beqHHSIOTCS B €AUHBIN KOMIIIEKC MAPKETHHIA B IIOUCKOBBIX
cucremax (aumrn. Search Engine Marketing; SEM) [6], co3nanue BeO-caiiToB, MapKETHUHI B
conuanbHbeix cetsax (anra. Social Media Marketing; SMM), KOHTEHT-MEHKUHT, MAPKETHHT 10
anekTpoHHoM moute (anri. Email Marketing), mpoaBukeHue ¢ MOMOIIBIO MTAPTHEPCKUX CHCTEM
BeOMactepoB (maptHepckuii mapkerunr — anri. Affiliate Marketing) u T.1.), 3aBs3anbl Ha
WCITIOJIb30BAHUH HHTEPHETA. BeO-CallT U CTPAHHUIIBI B COIUATBHBIX CETAX, B YACTHOCTH, SIBIISFOTCS
OJTHMMH M3 OCHOBHBIX TOUEK MPUIIOKEHHS YCUIINI HHTEPHET-MapPKETOIOTOB, MOCKOJIbKY HMEHHO
OHH SIBJIIFOTCS. OCHOBHBIMH T'€HEPaTOpamMu Tpaduka U HapalluBaHus KOHBEPCHH.

[{udpoBoit MapKeTHHT SBJsIeTCS 0ojiee IMUPOKHM MOHATHEM, O0OOINAIOIINM I BCEX
BHUJIOB MapKETHHIa, B KOTOPOM MPHUMEHSIOTCS u(ppoBbie TexHogoruu. OH BKIIOYaeT B ceOs U
UHTEpHET-MapKeTHHT. OCHOBHBIMU TpPU3HAKAMH, MO3BOJSIONIMMUA OTIPAHUYHUBATH HUPPOBOI
MapKeTHHT OT MapKETHHTa B HHTEPHETE, BHICTYIIAIOT CJIEYIOIIHE:

1. Hcnonp3yeTcst He TOJABKO HHTEPHET, HO M BCE ApPYrHe HU(PPOBBIX KaHAIBI
(MOOUIIBHBIE YCTPOWCTBA, CMapT-TEIICBUACHHUE, JJIEKTPOHHBIE OmnOopabl u T.1.) Bce onum
UHTCTPUPYIOTCS B CIMHYK) CHCTEMYy, 4YTOOBI A((EKTUBHO, COIIACOBAHHO M OECIIOBHO
B3aMMO/ICHCTBOBATH C MOTPEOUTEISIMHU.

2. Crenenp noctmxkenus neneBoi aynutopun (LIA) y umdpoBoro mapkermnra
3HAYUTEIBHO IUPE, YeM Y MAPKETHHTA B HHTEPHETE.
3. 3aneiictByercss  OONBLIOW — CHEKTp  LUQPOBBIX  TEXHOJIOTUHM,  BKJIIOYas

uckyccrBennblit uatemiekt (MU — anrn. Artificial Intelligence; Al), mammnHOe 00y4ueHue (aHTiI.
Machine Learning; ML), BupTyanbHas peansHocTh (anri. Virtual Reality; VR), nononnennas
peanbHocTh (anrit. Augmented Reality; AR) u T.a. [11, c. 92]

Takum 06pazom, nu(ppOBOI U HHTEPHET-MAPKETHHT HEIb3s TPU3HABATh CHHOHUMUYHBIMU
noustusimMu. LludpoBoii MapkeTmHr — 3TO0 Oojee mmpokas cdepa, B KOTOPYIO HHTEPHET-
MapKETHHT BKIIFOYAETCSl B KAYECTBE COCTABHOM YacTH.
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