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FINANCIAL ASPECTS OF DIGITAL MARKETING
ECOSYSTEMS FORMATION IN THE SPHERE OF
INFORMATION AND COMMUNICATION
TECHNOLOGIES

ABSTRACT

The main purpose, presented in this article is to investigate and identify the key financial
aspects and problematic issues of digital marketing ecosystems' formation in the sphere
of information and communication technologies.

Taking into account structural market transformations, it has been defined that the
marketing ecosystem is a digital platform where the consumer can purchase goods and
financial services from different manufacturers, enhancing the effect of their simultane-
ous use. It is justified that on the basis of mutually effective functioning, the ecosystem
gathers, researches and obtains information, financial services, e-commerce services,
public services, and social interaction. In the structure of the ecosystem, it is worth
highlighting that financial and socio-economical services are the most important com-
ponents of the digital ecosystem, as the urgency of their use requires flexibility from
the point of view of defining financial services as a crucial indicator in the medium and
long run for the full strategic development of ICT enterprises by direct obtaining of
financial and other licenses, which exists on the current market environment.

It is determined that the main goal of the digital marketing ecosystem formation is to
provide financial services to clients in real-time, and also the development of a client-
centric approach not only to attract the target audience with various services, but also
to attract them to purchase products and receive services within the digital ecosystem
and, as a result, to extend the duration of the target audience's stay in the ecosystem
due to focusing attention on his needs, increasing his loyalty and providing the potential
consumer with favourable conditions for using a complex of digital products and finan-
cial services. It was defined that to solve the issue of increasing the profitability level of
ICT enterprises should be a comprehensive promotion of the digital marketing ecosys-
tem's development by the participants of the target market.

Keywords: digital marketing, digital marketing ecosystem, sphere of information and
communication technologies, target audience, financial services, client-centric
approach, synergistic effect

JEL Classification: M15, M31, M38, 033

INTRODUCTION

The intensification of the digitalization processes of social development actively affects
the production and sales activities of enterprises, according to the spheres of manage-
ment in the economy. The key trend of recent years is a structural and organizational-
management transformation of knowledge-intensive technologies into a single vector of
development, accompanied by the emergence of digital ecosystems, artificial intelli-
gence technologies, and the analysis of large databases. The growth of material and
financial values of digital technologies plays a crucial role and huge value in the devel-
opment of a high level of market capitalization. The modern state of digital economy
developing processes, in turn, is a counterpart of global processes of socio-economic
fast development, becoming a key driver of the growth and development of enterprises
in the market of information and communication technologies.
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The development of ICT enterprises is a rather complex process, the key characteristics of which should be considered
the current and forecast state of financial stability, financial independence, the presence of potential financial opportunities
to increase the production volumes and sale of products and services, increasing the economic efficiency of financial
resources using, social security of personnel.

In this point of view, a promising direction for the development of society based on the Internet of Knowledge and the
Internet of Things is the creation of Industry 5.0, which focuses on the creation and use of autonomous artificial intelligence
systems for the digitization of knowledge and cooperation between people and robots. The essence of the concept of
Industry 5.0 consists in the consistent transition of "digital thing" — "smart thing" — "autonomous thing" with the creation
and formation of appropriate resources for their interaction.

Active participants in the market of information and communication technologies, against the background of the general
digitalization and intellectualization of social processes, besides developing and upgrading innovative services and goods,
satisfy the client's wishes, intensively upgrading their skills in the direction of business model structural transformation,
one of which is a digital business ecosystem, the necessity of which is caused by the complexity of the economic interaction
with the use of network technologies.

LITERATURE REVIEW

Different aspects, such as economic, technical, legal, social, and financial aspects of business eco-systems functioning are
studied within the organizational framework ecology, competition theory, behavioural economics, economic cybernetics,
socio-biology etc. In the field of our research, the work of such famous scientists as: U. Pidun, M. Reeves, M. Schiissler
[1], R. Adner [3], H. Schon, J. Zdravkovic, J. Stirna, S. Strahringer [9], Hung Le Hong [10], Jacobides [11], M. G., M. Koch,
D. Krohmer [14], J. F. Moore [15], F. Nachira, A. Nicolai, P. Dini, M. Le Louarn, & L. R. Ledn [16], P. K. Senyo, K. Liu, J.
Effah [21], G. G. Parker, M. W. Van Alstyne, S. P. Choudary [22], M. Reeves, S. Levin, U. Daichi [24].

Scientific papers attract attention by A. Berman, M. Cano-Kollmann, R. Mudambi [4] and C. Svensson, J. Udesen, and J.
Webb focusing on specifics of business structures’ digital transformation, financial support and financial services providing
within digital ecosystems’ models, architecture and approaches to designing ecosystems, methods combining services into
business ecosystems, positioning of ecosystem companies on market, analysis of models of digital business ecosystems of
various companies [25].

The well-known authors as A. Kindler, D. Siegel, J. H. Paulsen [13] in their scientific research «Developing digital ecosys-
tems that drive industry alignment and new business opportunities» emphasize that the «...huge benefiting from digital
ecosystems that connect organizations along their value chains requires a strategic approach and dedicated governance.
Many organizations opt to start by focusing on specific business or customer pain points and construct business models
that include their relevant strategic partner networks» [13].

According to such well-known scientists as V. Chung, M. Dietz, 1. Rab [5], & Z. Townsend [8] in their scientific research
«Ecosystem 2.0: Climbing to the next level», «...for participating successfully in ecosystems, traditional companies must
often change the way they think about customers. Instead of limiting themselves to services within their historical industry
borders, they may venture beyond in an effort to serve customers from one end of the customer journey to the other. For
instance, opportunistic companies in the housing market — such as the United Kingdom’s ZPG — are trying to create end-
to-end ecosystems that may span search, property comparisons, mortgage shopping, household moving, switching phone
and cable companies, and access to home-improvement professionals. In fact, we estimate that at least a dozen sectors,
including B2B services, mobility, travel and hospitality, health, and housing, are reinventing themselves as vast ecosystems,
networks of networks that could add up to a USD 60 trillion integrated network economy by 2025» [5].

M. G. Jacobides, A. Sundararajan, M. Van Alstyne suggest that «...ecosystem as a business model — a platform business
model (the owner of the ecosystem is only an intermediary of value exchange). It can take the form of a marketplace, but
also a protection hub — a platform where, for example, solutions and technologies that the user combines in practice meet,
whereas eco-industries — the intersection of traditional industries will create a new (digital) industry. For example, overlaps
related to health care, personal transport, and services following the purchase of a house. They can revolve around a
single customer, but also around a shared goal (with a number of customers)» [12].

Taking into account and noting the important role of topical issues considered by national and foreign scientists, it is worth
paying attention to the study of financial aspects and problematic issues of digital marketing ecosystems formation and
implementation in the market of information and communication technologies.
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AIMS AND OBJECTIVES

The general purpose of scientific research is to investigate and identify the key financial aspects and problematic issues of
digital marketing ecosystems’ formation in the sphere of information and communication technologies.

Achieving the general purpose determined the relevance and importance of solving the following tasks:

= to diagnose potential strategic opportunities for the development of ICT enterprises within the digital marketing
ecosystem, based on a combination of financial and economic analysis of ICT enterprise's activities, quantitative
studies of consumer behaviour to determine the priority of the strategic orientations of these enterprises;

= to carry out a strategic forecast of the results of digital marketing ecosystems implementation using methods of
extrapolation and determination of least squares, taking into account the existing problems of ensuring the effective
functioning of ICT enterprises.

METHODS

The main purpose of the scientific article is to determine the process of investigating and identifying the key financial
aspects and problematic issues of digital marketing ecosystems’ formation in the sphere of information and communication
technologies (further — ICT). While solving this scientific problem, in the article, the methods of systematization and
generalization — when generalizing and substantiating the conceptual foundations of the strategic development of infor-
mation and communication technology enterprises in the direction of forming digital marketing ecosystems; systemic,
structural and functional approaches — when developing a mechanism for the formation of marketing ecosystems of en-
terprises in the direction of their strategic development have been used. The method of complex and systemic analysis
has been used for the development of a methodological toolkit for establishing potential financial opportunities for the
strategic development of information and communication technology enterprises within the limits of digital marketing
ecosystem functioning.

When conducting the research, a survey method was also used based on a point-based assessment of the level of con-
sumer satisfaction with the goods and services of information and communication technology enterprises in the target
market — for a better understanding of the situation and the adoption of optimal management decisions regarding the
identification of key influencing factors on the formation and increase of the level of loyalty of the target audience to
enterprises operating on the market of information and communication technologies.

The method of extrapolation and the method of determining the least squares have been used in order to make a strategic
forecast of the results of the digital marketing ecosystems implementation, and situational analysis - when justifying the
feasibility of forming digital ecosystems of ICT enterprises' activities.

RESULTS

The development of ICT market enterprises is a rather complex process, the key characteristics of which should be con-
sidered the current state of financial stability, independence, the presence of potential opportunities to increase the amount
of financial income due to expansion of production, diversification of products and services, to increase the economic
efficiency of the use of labour resources, social security of personnel. Modern relationships between target market partic-
ipants go beyond the creation of traditional value chains due to the impossibility of establishing clear boundaries between
suppliers, customers, and consumers based on the exchange of tangible and intangible values.

In the long-run perspective, digital ecosystems, including, their electronic communication services, are able to exert a
significant influence on changing the paradigm of providing information and communication services in the communication
market. In modern conditions, digital ecosystems that develop their own information and communication products and
tools, services and goods are considered, which are obligated to rely on their own organizational, managerial and financial
strength.

In the conditions of the general digitization of social processes, there is a need to form a digital marketing ecosystem and
define it as the cooperation of companies, formed and united around a single structural organization, including shared
digital platforms for more efficient contentment of the end user's needs and, as a result, an increase in the level of
competitiveness of ICT enterprises [6]. The main prerequisites for the formation of marketing digital ecosystems should
be considered the following (Figure 1).
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The crucial goal of the digital marketing ecosystem formation is to provide services to clients in real-time, taking into
account all requirements and fulfilling the requirements and regulations of both government bodies and the target audi-
ence. The ecosystem is a digital platform where the consumer can purchase goods and services from different manufac-
turers, enhancing the effect of their simultaneous use. The use of ecosystems in the functioning of business entities in the
markets provides an opportunity for each of the participants to create such value that it is impossible for each participant
to create independently. In the structure of the ecosystem, it is worth highlighting its core, that is, the company that
carries out key innovative activities and other participants who use the opportunities of the ecosystem and thus realize
their products and services, ensuring the efficiency and coherence of the entire ecosystem.

H‘ H Increasing the requests of target consumers >
The desire of ‘H H Development of digital technologies
customers to
receive goods and Development of
C]UICk|Y as technologies (e.g. ‘H H Access to personal data and ensuring their security
possible channels BigData, AL, API) that
makes it possible to The desire of the modern
organize interaction with generation of people to
customers within digital give companies access to
channels their personal data to

meet individual needs in
a product or service by
optimizing offers

Figure 1. Prerequisites for the formation of digital marketing ecosystems of organizations.

First of all, the digital marketing ecosystem is considered a set of participants, that is, interacting organizations that
participate in the creation of a value chain. Secondly, it is a trading platform where you can buy various goods and services
without visiting many stores, order delivery and pay for them (marketplace). Thirdly, a digital marketing ecosystem is a
rapidly developing organization, that is, a company that uses innovative approaches to create and promote its own product
or service. In some cases, the term "ecosystem" has been used as a synonym for supply chain, which is also appropriate,
but today's ecosystems often go beyond such partnerships [12].

The openness of digital marketing ecosystems for potential participants in the ICT market, the availability of support and
regulatory levers from the state form a competitive market environment and the necessary conditions for increasing the
number of digital marketing ecosystems and increasing the availability of digital services. Under such conditions, the state
itself may not directly participate and spend on the development of digital services, but create an environment for manu-
facturers of services, devices and equipment.

Taking into account the above, in parallel with the development of innovative information technologies by introducing
them into the socio-economic development of society, multiple and multifunctional optimizations of service provision pro-
cesses, rapid and significant structural changes of an organizational and managerial nature are noticed not only in the
methods and methodologies of providing services but also in the complex processes at all of the transformation of business
models operating ICT enterprises. Furthermore, in conditions of general intellectualization of social processes, the business
models of the largest participants in the ICT market are rapidly changing in the direction of forming digital marketing
ecosystems in the direction of ensuring a synergistic effect from mutual effective functioning [11]. The formation of digital
information and communication ecosystems in the field of ICT will provide an opportunity to ensure the availability and
safety of receiving services, increase the intuitiveness and choice of services, and reduce the level of transaction costs.

Formation of new models of ICT services expansion (networks of external digital channels, platforms, agents), new possi-
bilities for consumer access - these are some of the features of effective development of ICT enterprises, which is still
being the process of constant innovation and adaptation. At the same time, the phenomenon of digital information tech-
nologies has formed new opportunities for both ICT enterprises and service clients based on speed, flexibility, availability
and diversity (Figure 2).
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I I

| CONCEPTUAL FEATURES OF THE ACTIVITIES AND STRATEGIC DEVELOPMENT l
L OF THE DIGITAL MARKETING ECOSYSTEM PARTICIPANTS ]
| I

Clear and logical algorithmization and sequence of interaction of participants

Mutually beneficial business relationships between participants in the
digital marketing ecosystem

The mutual benefit of redudng financial and transactional costs by
participants in the digital marketing ecosystem

The dominant value of the number of activity within the
participants in the digital marketing ecosystem (activity scaling effect)

The availability of technical and technological infrastructure and a
Unified information environment for the interaction of participants in the digital marketing ecosystem

Y

The strategic development of the participants of the digital marketing ecosystem (ICT enterprises) depends on the
Ly effidency and mutual benefit of the activity (synergistic effect), which is based on the support and consolidation of |/
positions in the target market with the aim of obtaining success in the long run

Figure 2. Conceptual features of activities and strategic development of participants in the digital marketing ecosystem.

The attractiveness of marketing ecosystems is due to their flexibility and sustainability. The ecosystem also includes a
system of connecting new partners, which provides a wide opportunity to successfully interact with potential consumers
who have different desires and preferences.

However, the digital ecosystem is characterized by certain shortcomings. Thus, the ecosystem consists not only of inde-
pendent players, who, in turn, have limited access to control over the entire system in general but also the means for
controlling the conduct of partners or their coercion of the higher management and control over the functioning of the
ecosystem are also clearly defined. The dynamics and flexibility of ecosystems are also ambiguous since such a business
model requires constant adjustment, based on the presence of extremely fast scaling rates of activity, which is possible
only if the strategies for the development of ICT enterprises are implemented n order to improve the level of quality of
the offered services and goods, expanding the assortment, providing opportunities for participants to be a constant,
adaptable to changes, innovative component for updating the marketing ecosystem [21].

The study of the mutual benefit of the relations of the participants or the "win-win" principle showed that this very factor
determines the convenience of using the service, penetrates deeply and fundamentally into the daily life of the consumer,
causes addiction and dependence (companies cover various needs with the help of online applications).

However, it should be noted that often information and communication services and applications are perceived by con-
sumers as something daily, routine and completely understandable, which, therefore, is not defined as a competitive
advantage and does not contribute to the entry of new participants into the ecosystem. World experience shows that
without providing the proper conditions for sustainable information development at the nano-economic level, it is impos-
sible to ensure sustainable rates of economic growth for ICT enterprises in particular and the industry as a whole. Digital
marketing ecosystems, the formation of which takes place according to certain principles, contribute to the realization of
the resource potential of the population in the economy, which is formed at the expense of human capital, entrepreneurial
activity and own amount of investment support (Figure 3).
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GENERAL AND SPECIAL PRINCIPLES OF FORMING DIGITAL MARKETING ECOSYSTEMS
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Figure 3. General and special principles of formation of digital marketing ecosystems.

Services, programs and applications may be provided by the developer of the digital platform and should be integrated by
other partnership companies. On the basis of mutually beneficial cooperation, the ecosystem accumulates research and
obtaining information about financial services development, where users of the ecosystem receive enhanced financial,
informational and social accessibility, acceleration of the satisfaction of purchase needs or supply needs of certain services,
decision-making efficiency and lower transaction costs [14].

The protectionist position on the market of ICT operators, as well as strategic activities to increase the share of the target
market, should be aimed at the formation of marketing ecosystems using a client-centric approach. That is why, an im-
portant issue today is the importance of in-depth research into the needs and goals of the consumer circle of users.

Taking into account the above, for a better understanding of the key factors influencing the formation and increase of the
loyalty of the target audience in the target market, a study and assessment of the level of satisfaction of the target
audience was carried out based on a survey of the client base of the main operators of the ICT market (Figure 4).
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The level of image attractiveness

The level of customer care

Quality of mobile communication

Level of service in sales offices

Availability of mobile applications

The presence of personal offices on the sites
Quality of navigation on the site

Voice quality

Quality of service in mobile customer support services
Quality of mobile Internet access

Availability of tariffs and additional services
The cost of the services provided

0 2 4 6 8 10
VF Ukraine PJSC Lifecell LLC ~ mKyivstar PIJSC

Figure 4. Evaluation of the level of consumer satisfaction with goods and services of ICT enterprises in the target market.

Based on the analysis of the data in Figure 4, it is worth noting that the estimated indicators of the level of satisfaction of
the target audience with the goods and services of ICT enterprises are characterized by a positive trend for a number of
factors, while there are also "weak" areas of activity that must be worked out in the direction of forming digital marketing
ecosystems.

Solving the existing problems of the effective functioning of ICT enterprises should be considered under the prism of
developing digital marketing ecosystems, taking into account such key priority strategic areas of development of ICT
enterprises as occupying wider market niches, anticipating the growth of business value in their own interests, in the
interests of the target audience of customers, in the interests of partners, as well as society — in general.

Modern society, as well as the institutional environment, is constantly transforming, therefore, the proper development of
the ecosystem directly depends on its ability to quickly adapt to ultra-fast changes in the environment, revaluation of
values, and changes in equipment and technologies.

In the near future, for an in-depth understanding of the situation in the domestic ICT market, we consider it necessary to
confirm the expediency of forming ecosystems of operators of the ICT market as PJSC "Kyivstar", PJSC "VF Ukraine" and
LLC "Lifecell" and the construction of service maps in order to determine the key strategic directions of the development
of ICT enterprises based on the universality of activities and the uniqueness of the characteristics of each of the formed
digital marketing ecosystems.

Kyivstar is the largest participant in the market of information and communication technologies in Ukraine, which provides
mobile communication and data transmission services to more than 24.3 million customers and fixed Internet - to more
than 1.1 million subscribers as of the 1st quarter (March) of 2023 [17] (Figure 5). As can be seen from Figure 5, the digital
ecosystem of PJSC "Kyivstar" provides innovative solutions using Big Data, IoT, Cloud solutions, mobile financial services

and others.
FMC services (convergence of
mobile and fixed
communications)

Digital solutions: Big Data,
industrial IoT, Clouds

Digital TV and electronic
digital medidne (electronic
system Helsi.me)

A

Digital marketing
ecosystem of PJSC

"Kyivstar"

Y

Mobile services for
providing financial
services

Services for cyber
protection of data in the

online environment

Open API Kyivstar open
telecom

Figure 5. Map of services and applications of the digital marketing ecosystem of PJSC "Kyivstar".
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The ecosystem of services for combating cyber threats from Kyivstar Business includes the "Data Protection" software
solution of one of the leading American development companies, Commvault. It allows you to organize the protection of
the company's important corporate information, its backup and recovery. Commvault is an innovator in data management.
The company's developments are focused on predicting threats and supporting significant modern workloads in local,
cloud and virtual environments. Such decisions are especially relevant in the difficult conditions of a significant increase in
the number of cyber-attacks on business and state institutions in wartime conditions.

PJSC "VF Ukraine" is a leading Ukrainian telecom company that provides 3G and 4G high-speed Internet, fixed line and
mobile Internet services. Starting from 2022, the liquidity indicators of PJSC Vodafone Ukraine significantly exceed the
nominal values, only due to the significant growth of current financial investments. Record investments made it possible
to ensure technological leadership and develop new technological services — Internet of Things (IoT), technologies and
solutions for Smart City, big data analytics, fintech services, cloud services [18]. Possessing unique knowledge and using
Big Data technology, Vodafone Ukraine will provide services for: describing portraits of the target audience, organizing
targeted and retargeted advertising, making optimal decisions where it is better to open a new store, find potential buyers
and retain customers, increasing the level of brand loyalty. Digital identity services provide a number of benefits, including
the possibility of providing social services and social protection, improving access to financial services, increasing the
protection of legal rights (including access to land ownership) (Figure 6).

Technologies and solutions for
Smart City
[ Big data analytics

Y

[ Fintech services

Development of the
Internet of Things

A Digital marketing
ecosystem

PJSC "VF Ukraine"

Services for cyber
protection of data in the

online environment

K( Cloud services

Figure 6. Map of services and applications of the digital marketing ecosystem of PJSC "VF Ukraine".

Another one of the enterprises that occupies a leading position in the target market in terms of the volume of ICT services
provided is "Lifecell" LLC, whose subscriber base as of today includes 16.5 million subscribers. Understanding that the
future of the country is the future of its citizens, the Lifecell operator directs its social activities to help people especially
the least protected categories: people with limited physical capabilities, lonely elderly people, graduates of orphanages,
who need care and help more than anyone else [18] (Figure 7).

Mobile services (communication
services, high-speed Internet, SMS)
Mobile applications (My lifecell, BIP
Online stores, online business

Mobile cyber protection, DefenceX
Information and entertainment
(Meloring, WinQuiz, Lifecell

ecosystem
Lifecell LLC

Busuu, Lifebox, Lifecell SCREEN)
GamesClub, Smarts)

Digital marketing

Fintech services (Auto
payment, NFT talkers,
Paycell payments)

Children's services (Kidster,
Children's world)

Figure 7. Map of services and applications of the digital marketing ecosystem of "Lifecell" LLC.
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According to the received results of data analysis regarding service maps of the digital marketing ecosystems of the
researched ICT enterprises (Figures 5-6), it is worth concluding that the largest technological and telecommunication
companies of the ICT market quite actively expand the range of goods and services globally.

In order to determine the economic efficiency of the digital marketing ecosystem implementation, in the article, a strategic
forecast of obtaining the optimal level of profitability using the author's approach - based on extrapolation and using the
methods of least squares, the main task of which is the regularities of observations assessment, the formation of a data-
base, the analysis of collected samples and, based on them, the appropriate statistics with further application for analytical
calculations, in particular, for forecasts have been conducted.

In the current scientific research, a strategic forecast of obtaining the optimal level of profitability in order to determine
the economic efficiency of the implementation of the digital ecosystem was carried out on the basis of financial and
economic databases on the studied information and communication technology enterprises’ activity (PJSC "Kyivstar", PJSC
"VF Ukraine" and LLC "Lifecell"), Table 1.

Table 1. Dynamics of financial indicators of ICT enterprises (2018-2022).

Financial indi- PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
cators 2018 ‘ 2019 ‘ 2020 ‘ 2021 ‘ 2022 | 2018 ‘ 2019 ‘ 2020 ‘ 2021 ‘ 2022 | 2018 ‘ 2019 ‘ 2020 ‘ 2021 ‘ 2022
Liquidity indicators
Current liquidity | 65 | 023 | 026 | 048 | 089 | 059 | 042 | 319 | 328 | 377 | o1 0.11 02 | 035 | 06

ratio

Absolute liquidity

ratio 0.67 0.1 0.14 0.27 0.48 0.46 0.27 2.98 3.02 3.26 0.05 0.06 0.14 0.28 0.48

Absolute liquidity

ratio 0.81 0.22 0.25 0.47 0.88 0.58 0.41 3.19 3.27 3.77 0.1 0.11 0.2 0.3 0.6

Profitability indicators

Profitability of
company assets, | 29.22 | 36.43 | 40.34 | 39.65 26.9 9.55 8.61 4.28 10.73 2.8 -4.68 -8.15 17.17 5.69 5.34
%

Profitability of
own 40.24 | 59.06 | 82.66 94.3 55.59 | 18.34 | 16.09 8.91 25.18 6.51 - -25.08 42.87 7.66 11.09
capital, %

Profitability of re-
alized services, 147.6 | 187.95 | 195.23 | 196.1 | 155.11 | 82.86 | 101.59 | 110.61 | 128.33 | 151.56 | 21.78 28.72 34.65 47.5 49.69
%

Profitability of

sales. % 35.67 | 40.28 | 41.48 | 39.45 | 31.06 | 15.02 | 13.97 7.6 20.33 5.67 | -11.55 -18.95 37.87 7.2 10.33

Profitability of ac-

tivity, % 52.48 | 64.98 | 69.31 | 63.45 | 43.73 | 17.27 | 15.78 8.21 24.91 5.7 -9.48 -15.82 27.1 7.7 11.1

Indicators of financial stability

Coefficient of fi-
nancial independ- | 0.67 0.56 0.42 0.42 0.53 0.48 0.59 0.41 0.44 0.42 0.32 0.33 0.46 0.77 0.79
ence

Coefficient of fi-

. o 0.69 0.66 0.68 0.78 0.77 0.71 0.74 0.87 0.87 0.86 0.49 0.49 0.67 0.72 0.65
nancial stability

Debt ratio 0.02 0.18 0.61 0.88 0.44 0.47 0.26 1.1 0.97 1.05 0.51 0.49 0.46 0.52 0.33

The coefficient of
the ratio of own
and borrowed
funds

2.05 1.27 0.73 0.72 1.13 0.94 1.41 0.7 0.79 0.73 0.48 0.49 0.85 0.9 0.96

Equity maneu-

i ! -0.08 -0.46 -0.55 -0.27 | -0.05 -0.24 | -0.26 0.71 0.68 0.899 | -1.42 -1.39 -0.57 | -0.38 | -0.29
vera-bility ratio

Coefficient of se-
curity with own -0.21 -3.3 -2.86 -1.1 -0.13 -0.69 | -1.39 0.69 0.69 0.73 -9.01 -7.67 -7.05 -1.87 | -0.68
working capital

With the method of extrapolation application, based on the determination of the least squares, the calculation of indicators
of liquidity, profitability and financial stability was carried out within the scope of obtaining a synergistic effect from the
success of functioning in the digital marketing ecosystem (an example of the calculation is given in Table 2).
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Table 2. An example of a forecast calculation of the ratio of provision of own working capital for Lifecell LLC (for 2024).

1 2 3 4 5 6 Amount
X 2018 2019 2020 2021 2022 2023 12123
y -9.01 -7.67 -7.05 -1.87 -0.68 2.61 -23.67
X2 4072324 4076361 4080400 4084441 4088484 4092529 24494539
X3 8217949832 8.23E+09 8.24E+09 8.25E+09 8266914648 8279186167 49491286767
x"4 1.65838E+13 1.66E+13 1.66E+13 1.67E+13 1.67157E+13 1.67488E+13 9.99974E+13
X2 ¥y -36691639.2 -3.1E+07 -2.9E+07 -7637905 -2780169.12 10681500.69 -96460721.21
X *y -18182.18 -15485.7 -14241 -3779.27 -1374.96 5280.03 -47783.11

By analogy, the forecast values of the financial condition indicators of ICT enterprises (PJSC "Kyivstar", PJSC "VF Ukraine"

and LLC "Lifecell") were calculated, the results of which are presented in Tables (3-16).

Table 3. Forecast value of the coefficient of equity capital maneuverability.

YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 -0.08 -0.24 -1.42
2019 -0.46 -0.26 -1.39
2020 -0.55 0.71 -0.57
2021 -0.27 0.68 -0.38
2022 -0.05 0.899 -0.29
2023 0.03 1.06 -0.084
Forecast for 2024 0.57 1.12 -0.01
Table 4. The forecast value of the ratio of own working capital provision.
YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 -0.21 -0.69 -9.01
2019 -3.30 -1.39 -7.67
2020 -2.86 0.69 -7.05
2021 -1.10 0.69 -1.87
2022 -0.13 0.73 -0.68
2023 0.31 1.18 2.61
Forecast for 2024 3.46 1.37 6.49
Table 5. The forecast value of the coefficient of the own and borrowed funds ratio.
YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 2.05 0.94 0.48
2019 1.27 1.41 0.49
2020 0.73 0.70 0.85
2021 0.72 0.79 0.90
2022 1.13 0.73 0.96
2023 1.41 0.58 1.04
Forecast for 2024 2.37 0.40 1.07
Table 6. Forecast value of debt ratio.
YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 0.02 0.47 0.51
2019 0.18 0.26 0.49
2020 0.61 1.1 0.46
2021 0.88 0.97 0.52
2022 0.44 1.05 0.33
2023 0.22 1.13 0.24
Forecast for 2024 -0.30 1.11 0.08
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Table 7. Forecast value of the financial stability coefficient.

YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 0.69 0.71 0.49
2019 0.66 0.74 0.49
2020 0.68 0.87 0.67
2021 0.78 0.87 0.72
2022 0.77 0.86 0.65
2023 0.83 0.84 0.63
Forecast for 2024 0.90 0.78 0.55
Table 8. Forecast value of the coefficient of financial independence.
YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 0.67 0.48 0.32
2019 0.56 0.59 0.33
2020 0.42 0.41 0.46
2021 0.42 0.44 0.77
2022 0.53 0.42 0.79
2023 0.68 0.37 0.84
Forecast for 2024 0.92 0.32 0.97
Table 9. Forecast value of the activity profitability ratio.
YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 52.48 17.27 -9.48
2019 64.98 15.78 -15.82
2020 69.31 8.21 27.1
2021 63.45 24.91 7.7
2022 43.73 5.7 11.1
2023 35.766 4.586 2.104
Forecast for 2024 6.55 -2.41 -12.85
Table 10. Forecast value of the coefficient of sales profitability.
YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 35.67 15.02 -11.55
2019 40.28 13.97 -18.95
2020 41.48 7.6 37.87
2021 39.45 20.33 7.2
2022 31.06 5.67 10.33
2023 29.958 4.756 5.262
Forecast for 2024 19.32 -0.55 -14.7
Table 11. Forecast value of the profitability ratio of the realized services.
YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 147.6 82.86 21.78
2019 187.95 101.59 28.72
2020 195.23 110.61 34.65
2021 196.1 128.33 47.54
2022 155.11 151.56 49.69
2023 98.804 163.08 51.558
Forecast for 2024 16.62 183.15 54.7
Table 12. Forecast value of the coefficient of return on own capital.
YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 40.24 18.34 0
2019 59.06 16.09 -25.08
2020 82.66 8.91 42.87
2021 94.3 25.18 7.66
2022 55.59 6.51 11.09
2023 42.642 5.94 8.72
Forecast for 2024 -4.3 -0.22 -4.86
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Table 13. The forecast value of the profitability ratio of the company's assets.

YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 29.22 9.55 -4.68
2019 36.43 8.61 -8.15
2020 40.34 4.28 17.17
2021 39.65 10.73 5.69
2022 26.9 2.8 5.34
2023 21.822 2.18 -2.04
Forecast for 2024 4.42 -0.56 -13.94

Table 14. The forecast value of the quick liquidity ratio.

YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 0.81 0.58 0.1
2019 0.22 0.41 0.11
2020 0.25 3.19 0.2
2021 0.47 3.27 0.3
2022 0.88 3.77 0.6
2023 0.938 4.036 0.714
Forecast for 2024 1.67 4.12 1.027

Table 15. Forecast value of absolute liquidity ratio.

YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 0.67 0.46 0.05
2019 0.1 0.27 0.06
2020 0.14 2.98 0.14
2021 0.27 3.02 0.28
2022 0.48 3.26 0.48
2023 0.594 3.598 0.526
Forecast for 2024 1.147 3.52 0.74

Table 16. Forecast value of the current liquidity ratio.

YEARS PJSC Kyivstar PJSC VF Ukraine LLC Lifecell
2018 0.82 0.59 0.1
2019 0.23 0.42 0.11
2020 0.26 3.19 0.2
2021 0.48 3.28 0.35
2022 0.89 3.77 0.6
2023 0.948 3.936 0.644
Forecast for 2024 1.68 3.975 0.903

In addition to solving the issue of increasing the profitability level of ICT enterprises, there should be a comprehensive
promotion of the digital ecosystem’s development by the participants of the target market. The study showed that all
operators are trying to move in this direction with varying degrees of success: all three mobile operators are trying to
develop marketing ecosystems around their communication services and their own subscriber base.

It is also worth taking into account the fact that in nowadays conditions, there is a wide range of shortcomings that are
clearly demarcated in the formation of the problem field of the marketing activities of the investigated ICT market opera-
tors. Thus, a low client level of "immunity", constant readiness to change the operator, mistrust of the brand, loss of
relevance of the Internet connection, high tariffs, constant changes in tariff plans lead to a gradual decrease in the level
of trust of the target audience, which, in turn, leads to changes in the competitive situation and positioning ICT enterprises
in the domestic target market. That is why the strategic directions of marketing activities of ICT enterprises must neces-
sarily include the effective development of innovative products and services within the established digital marketing eco-
system to further increase market opportunities and increase the level of competitive advantages in the dynamically
changing speed-developed market condition.
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DISCUSSION

In today's rapidly expanding use of information and communication technologies, a number of large digital platforms have
come to dominate their target markets. The dominance of large companies and their expansion into new ICT markets,
creating large digital ecosystems, has led to increasing competition. In recent years, a small number of digital platform
markets have become highly concentrated, dominated by just a few companies. In addition, the market positions of
companies such as PJSC "Kyivstar", PJSC "VF Ukraine" and LLC "Lifecell" are becoming increasingly secure. This causes
limited opportunities for new companies to participate, join and establish themselves in the ICT services market.

This high level of concentration is partly due to the economic activity of these platform markets. First, they demonstrate
enormous economies of scale and scope, since they are expensive to install, but the cost of serving additional customers
or the level of coverage of additional market shares is relatively low. Second, they benefit from significant “network effects.”
A classic example is a social network: each of us is more likely to use a particular service when there are more of our
friends on it. This means that human activity, on the one hand, is adapted to technical and technological changes, and on
the other hand, differences in individual preferences are the source of current changes. But there can also be "two-way"
network effects: the more sellers there are to choose from, the more end-users are likely to take advantage of the oppor-
tunity, and the sellers are more likely to take advantage of market opportunities in the case of expanding target audiences.
Third, data plays a critical role in digital platform markets, access to which is a by-product of the services provided, and is
also a critical contribution to both the information and communication services provided and their monetization and also
data, including collected from various services, can also be useful in developing new and innovative products.

It is worth agreeing with the results of research by well-known authors regarding the digitalization of various services as
an important place in all spheres of ICT enterprises’ activity. It is more profitable for many companies to join the ecosystem
based on modern online technologies. The modern generation actively uses new technologies, formation and maintenance
of a constant and stable level of demand for innovative personalized goods and services. These conditions lead to the
development of economic exchange, while the market becomes an object of mass personalization.

It is worth also agreeing that these three factors - data, network effects and economies of scale — are extremely important,
as they can lead to a strengthening of competitive positions not only in domestic but also in foreign markets. The target
audience is unlikely to switch to a new competitor unless their friends switch too. New companies with innovative ideas
cannot access the data intended to “train” their natural machine learning algorithms, while access to the same data is an
important entry into new markets for the main existing platforms, thereby enabling dominant platforms to grow even if
their offerings are less useful or innovative than those of newcomers. On the other hand, the largest digital platforms
provide the opportunity to develop innovations and new valuable services, which are usually provided to users at very low
cost or even free of charge while in fact — users pay for their privacy and allow their data to be collected.

But it is also worth emphasizing and indicating that identifying industry-based or functional hurdles affecting many of an
enterprise's peers provides great insight into understanding the financial potential of shared digital ecosystems. Nowadays,
operators who are market participants currently provide free communication services, especially for those consumers who
have suffered as a result of the armed aggression of the Russian Federation. This is a paradox based on a misunderstanding
with state authorities regarding the amount of taxes that operators must pay for providing services free of charge. Cur-
rently, population migration and logistics, especially road transport, are the key factors affecting the financial ensuring of
the subscriber base of mobile operators. Therefore, all three companies try to balance "healthy economics" with "healthy
strategic development" with the maximum possible volume of financial investments made and realized. It is clear that the
economy that the target market company had in 2021 will no longer exist, perhaps in the future, because the interests of
stakeholders must also be considered, where the country is positioned as a key stakeholder because it is a matter of
survival and achieving financial security for ICT enterprises.

CONCLUSIONS

Thus, as of today, ICT enterprises occupy stable positions in the financial services market thanks to the expansion of the
subscriber base by providing the possibility of using electronic payment systems. At the same time, by providing related
services with applications and entertainment, additional clients are attracted who are interested and potentially active.
That is, the strategic focus of the activities of ICT enterprises is shifted towards the digital user, the main advantages of
which in favour of ICT enterprises should be considered the following:

= dominant potential for increasing the level of profitability of ICT enterprises;
= wide opportunities for access in media channels;
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. potential opportunities for targeting and retargeting;
= effective brand policy in the direction of strengthening brand equity;
= the policy of increasing the level of consumer confidence.

To summarize, we note the main reasons why the strong market positions of digital marketing ecosystems are truly
important. First, many information and communications services and products within digital marketing ecosystems are
provided free of charge to end users through monetization through business user fees such as advertising campaign.
Secondly, a successful innovation policy involves much more than just a good idea, since the ICT market requires access
to relevant databases. For many potential innovators, the largest digital platform companies control some or all of these
critical elements by controlling key relevant data from potential users. Third, the bargaining power of large ecosystems
allows them to engage in strategic anticompetitive behaviour to keep competitors out of the market or limit their profita-
bility.

During the research it was determined that the digital marketing ecosystem is a whole complex of interconnected elements
of the organization of functional and institutional relationships of economic entities, the formation of which consists in
ensuring the effective strategic development of ICT enterprises by initiating certain additional economic entities: state
structures ( state authorities, state institutions), business structures, non-profit organizations, communities and social
groups of the population. It was established that the effective implementation of the developed digital ecosystem of ICT
enterprises is based on a client-centric approach not only to attract the target audience with various goods and services
but also to keep them within the functioning of the digital ecosystem in order to develop and implement the customer-
centric approach by paying attention on financial services and products’ diversification processes, increasing the loyalty
range and figures within the marketing funnel of sales in order to achieve a high level of competitive advantages in the
target market.

Summing up, we note that in the conditions of growing demand in the ICT market, online service is rapidly developing,
and digital information innovations are being implemented, including digital information products, digital channels and
business models, as a result of which there is a digitalization of cooperation: the increasing use of digital information and
communication innovations in the relationship with management financial resources. Due to the high digitization of the
complex of financial services, the enterprises studied in the article, ensuring a large part of the needs of potential clients
in the digital marketing ecosystem are characterized as effective financial indicators obtained as a result of reaching a
significant client base.

It was defined that to solve the issue of increasing the profitability level of ICT enterprises should be a comprehensive
promotion of the digital ecosystem's development by the participants of the target market. The study showed that all
operators are trying to move in this direction with varying degrees of success: all three mobile operators are trying to
develop marketing ecosystems around their communication services and their own subscriber base.

In today's difficult conditions, there are enough prospects for the effective strategic development of ICT enterprises. The
main thing to pay attention to is the maximum efforts of all market participants, including the state and foreign investors.
Only by joint efforts is it possible to achieve the overall general goal of successful functioning and development of ICT
enterprises in the long run.
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JlapiHa A., 3enicko 1., Foniynn A., Faspui O., EcmaxaHoBa A., Hegonako H.

®IHAHCOBI ACMNEKTU ®OPMYBAHHSA LLU®POBUX MAPKETUHIOBUX EKOCUCTEM Y LLAPUHI
IHOOPMALINHO-KOMYHIKALIAHMUX TEXHOJIOIIN

OCHOBHOIO METOI0, 3a3HAaYEHO0 B LIbOMY HayKOBOMY AOCNIMKEHHI, € 34iMCHEHHS1 KOMMIEKCHOrO aHanisy Ta BU3HAYeHHs!
KJT0YOBUX hiHAHCOBMX acmneKTiB i Npo6eMHUX NUTaHb LWoA0 hOpMyBaHHS LMMDPOBMX MAPKETUHIOBUX EKOCUCTEM Y LLapyHi
iHchopMaLiMHO-KOMYHiKaLiHUX TEXHOSIOF .

YpaxoBytouM NMOCUNEHHS NMPOLIECIB CTPYKTYPHMUX PUHKOBUX TpaHCchopMaLiil B yMOBaX CbOrOZEHHS, BU3HAUYEHO, L0 eKOCK-
cteMa — ue uudposa nnatdopma, Ae NOTEHUIMHWIA CNoXMBaY OTPUMYE MOXJIMBOCTI KyryBaTW TOBapu Ta MoCnyru Bif
pi3HMX BMPOBHMKIB, NOCKNIOIOUMN edeKT BiA iX OAHOHACHOrO BUKOPUCTaHHS. O6rpyHTOBAHO, L0 HA OCHOBI B3AEMOBUIiAHOI
cniBnpawi B Mexax eKOCUCTEMMU aKyMYSOKTLCS CiNbHi 3ycunns ii YneHiB i3 METO OTPMMaHHS iHopMallii, po3LUMpeHHS
CneKkTpy (iHAaHCOBUX MOCNYT, @ TakoX MOCNYr eNeKTPOHHOI KoMepuii, NybniyHux i couianbHMX nocnyr. Y CTpyKTypi Mapke-
TUHIOBOI ekocucTeMM (hiHAHCOBI NOCNYIW € HAWBAK/IMBILUMM ii e1eMeHTOM, | TOMy NoTpeba y BUCOKIN MHY4YKOCTi iX cyHKLi-
OHYBaHHSI CTa€ KI0HOBMM (haKTOPOM Y CEPeAHbOCTPOKOBIN Ta AOBrOCTPOKOBIM NEPCNEKTMBI ANst aKTUBHOMO CTpaTeriyHoro
po3BuTKY IKT-NianpreEMCTB WNsSxoM 6e3nocepeAHboro OTPMMaHHS 6aHKIBCbKMX Ta iHLLKMX NilleH3i abo npuabaHHs icHyto-
YOI Ha MOTOYHOMY PUHKY KpeauTHOI opraHisadii 3 niueHsisamu.

Bu3HaueHo, O OCHOBHOO MeTO0 (POpMyBaHHS LUMMPOBUX MapKETUHIOBMX EKOCUCTEM € HaJaHHS MOCNYT KiiEHTaM y pe-
XXMMi peanbHOoro 4acy, a TakoXX pPO3BUTOK KTIEHTOLEHTPUYHOrO Nigxoay He nuwe Ans 3anyveHHs UinboBOoi ayauTopii, ane
1 ans i yTpUMaHHS! B MeXax NpoayKTiB i nocnyr NeBHOI LMGPOBOI EKOCUCTEMU, TUM CaMUM 36iNbLLYIOYM TPUBANICTbL Nepe-
6yBaHHS CroXXuMBaya B €KOCMCTEMI 3a PaxyHOK (POKYCYBaHHS yBaru Ha oro notpebax, NiABULLEHHS MOro NOSbHOCTI A0
npoAaykTy abo / Ta NOCNyry, a TakoX HafaHHS NOTEHLIMHOMY CMOXUBaYeBi CMPUSITIMBUX YMOB KOPUCTYBAHHSI KOMMIEKCOM
LUMpoBUX NPOAYKTIB i hiHAHCOBMX nocnyr. BuaHayeHo, WO ANs BUPILUEHHS NUTAHHS MiABULEHHS PiBHS MpUOYTKOBOCTI
nianpuemct IKT HeobxiaHEe KOMMIEKCHE CMPUSIHHA PO3BUTKOBI MAapKETUHIOBMX LM(POBUX EKOCUCTEM Bif YYaCHMKIB Lii-
NbOBOrO PUHKY.

KnrouoBi cnoBa: LndpoBuii MapKeTUHF, ekocucTeMa LMGPOBOrO MapKeTuHry, cdepa iHhopMaLiMHO-KOMYHiKaLiHNX
TEXHOMOTN, LifiboBa ayamTopisi, hiHaHCOBI NMOCYry, KNIEHTOLEHTPUYHUIA NiAXia, CMHEPreTUYHUI edexT
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