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У статті досліджено теоретико-методологічні засади формування цифрового інструментарію сталого маркетингу в умовах 
цифрової трансформації економіки та посилення вимог до екологічної, соціальної й управлінської відповідальності бізнесу. 
Обґрунтовано, що сучасний розвиток маркетингової діяльності супроводжується переходом від традиційних підходів до управління 
ринковою взаємодією до інтегрованих моделей, які поєднують принципи сталого розвитку з можливостями цифрових технологій. 
Визначено роль цифрової трансформації як чинника підвищення ефективності маркетингових комунікацій, розширення взаємодії зі 
стейкхолдерами та зниження ресурсомісткості маркетингових процесів. Узагальнено наукові підходи до формування цифрового 
інструментарію сталого маркетингу та встановлено їхній взаємозв’язок із концепціями ESG, циркулярної економіки, відповідального 
споживання та створення спільної цінності. Систематизовано концептуально-теоретичний, системно-структурний, 
клієнтоорієнтований (value-driven), інноваційно-технологічний та процесний підходи до побудови цифрового інструментарію 
сталого маркетингу. Визначено особливості використання цифрових технологій, зокрема Big Data, штучного інтелекту, CRM-
систем, маркетингової автоматизації, blockchain, AR/VR та Інтернету речей, у забезпеченні прозорості, персоналізації комунікацій 
і підвищенні ефективності маркетингових рішень. Запропоновано гібридну модель побудови цифрового інструментарію сталого 
маркетингу, яка інтегрує концепцію Digital Marketing Mix 6P, систему SMART+ESG KPI та механізми зворотного зв’язку зі 
стейкхолдерами. Обґрунтовано, що поєднання зазначених елементів забезпечує узгодження економічних, екологічних і соціальних 
цілей підприємства, підвищує адаптивність маркетингової системи та створює умови для постійного вдосконалення управлінських 
рішень. Доведено, що результативність цифрового інструментарію сталого маркетингу визначається рівнем інтеграції ESG-
метрик у систему маркетингових KPI та використанням цифрових аналітичних платформ для моніторингу економічних, соціальних 
і екологічних результатів діяльності підприємства. 
Ключові слова: сталий маркетинг; цифровий маркетинг; цифровий інструментарій; ESG; цифрова трансформація; 
клієнтоорієнтований маркетинг; Digital Marketing Mix 6P; маркетингові KPI; Big Data; штучний інтелект. 

 
The article examines the theoretical and methodological foundations for developing a digital toolkit for sustainable marketing in the context of 
the economy's digital transformation and the growing requirements for businesses' environmental, social, and governance responsibilities. It is 
substantiated that the contemporary development of marketing activities is characterized by a transition from traditional approaches to 
managing market interactions toward integrated models that combine the principles of sustainable development with the capabilities of digital 
technologies. The role of digital transformation in enhancing the effectiveness of marketing communications, expanding stakeholder engagement, 
and reducing the resource intensity of marketing processes is identified. Scientific approaches to developing a digital toolkit for sustainable 
marketing are generalized, and their relationship to the concepts of ESG, the circular economy, responsible consumption, and shared value 
creation is established. The conceptual-theoretical, system-structural, value-driven, innovation-technological, and process approaches to 
developing the digital toolkit for sustainable marketing are systematized. The specific features of applying digital technologies, including Big Data, 
artificial intelligence, CRM systems, marketing automation, blockchain, AR/VR, and the Internet of Things, to ensure transparency, personalize 
communication, and improve the effectiveness of marketing decisions are determined. A hybrid model for building the digital toolkit of sustainable 
marketing is proposed, integrating the Digital Marketing Mix 6P concept, the SMART+ESG KPI system, and stakeholder feedback mechanisms. It 
is evident that the combination of these elements ensures alignment of the enterprise's economic, environmental, and social objectives, enhances 
the adaptability of the marketing system, and creates conditions for the continuous improvement of managerial decision-making. It has been 
shown that the effectiveness of the digital toolkit for sustainable marketing is determined by the degree of integration of ESG metrics into the 
marketing KPI system and by using digital analytics platforms to monitor enterprises' economic, social, and environmental performance. 
Keywords: sustainable marketing; digital marketing; digital toolkit; ESG; digital transformation; customer-oriented marketing; Digital 
Marketing Mix 6P; marketing KPIs; Big Data; artificial intelligence. 

Problem statement 

The transition from the paradigm of "green" marketing, which focused mainly on the environmental characteristics 
of products, to the concept of "sustainable" marketing reflects a profound transformation of managerial approaches to 
reputational capital and value positioning. Such an evolution involves the formation of a holistic model of business 
responsibility for the cumulative environmental, social, and economic impact, in which sustainability is considered not as an 
additional marketing option, but as a systemic component of corporate culture and strategic business model [1]. The 
integration of sustainable principles across all levels of the management hierarchy ensures the authenticity of communications 
and the enterprise's long-term efficiency. 

Digital transformation in this process serves as a key catalyst for sustainable development. Modern digital 
technologies contribute to innovative activity, the optimization of resource management, the reduction of negative 
environmental impacts, and the advancement of social justice and access to information. They create opportunities to scale 
sustainable practices by reaching the target audience more widely, improving stakeholder engagement, increasing brand 
awareness, and strengthening their position in the digital environment [2]. 

The use of digital tools in marketing can significantly reduce environmental burden compared to traditional 
promotion channels by reducing the need for paper materials, transportation costs, and other resource-intensive components. 
Thus, digital transformation serves not only as a channel for 
communicating sustainability but also as a direct driver of it, thereby 
reducing the material footprint of marketing operations. The digital nature  
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of marketing tools forms a synergistic effect in which instrumental effectiveness becomes a vector for achieving sustainable 
development goals. 

The problems of sustainable marketing and the digital transformation of marketing activities are a focus of attention 
for both foreign and domestic scientists. The theoretical basis of the study is the concepts of stakeholder management, creation 
of shared value, and sustainable development, presented in the works of R. Freeman, M. Porter, M. Kramer, and J. Elkington. 
Elkington, who laid the foundations for integrating economic, social, and environmental goals into the enterprise management 
system. 

The issue of the impact of digitalization on the transformation of economic relations and business processes was 
studied by L. Mohylna, A. Zimina, O. Kavun, O. Savytska and V. Salabay, who substantiate the role of digital technologies in 
improving the efficiency of management and the formation of new models of interaction between market entities. The 
development of digital marketing, its tools, and implementation platforms is covered in the works of A. Tkachenko, L. Lapin, 
I. Grinchuk, D. Oleniuk, M. Rudenko, E. Kyryliuk, M. Khutorna, and other researchers who consider digital communication 
channels, marketing analytics, marketing automation, and the use of big data in consumer interactions. 

A separate area of research concerns the development of enterprises' digital strategies and customer-oriented 
marketing models. O. Mandych, N. Babko, T. Ustik, N. Kolodnenko, E. Venger, A. Akhtoyan, N. Yazvinska, O. Prodius, and 
V. Donetskova explore the use of Big Data, digital platforms, web strategies, and digital marketing tools to increase the 
effectiveness of communications and form long-term relationships with consumers. 

At the same time, an analysis of scientific papers shows that most research focuses either on sustainability issues or 
on specific aspects of digital marketing. Insufficient attention has been paid to developing a holistic methodology for building 
a digital toolkit for sustainable marketing that integrates ESG principles, a customer-centric approach, modern digital 
technologies, and a system to evaluate the effectiveness of marketing activities.  

Formulation of the article's objectives 

The purpose of the article is to develop theoretical and methodological foundations for digital tools for sustainable 
marketing by synthesizing the conceptual provisions of sustainable development and systematizing methodological 
approaches to building an integrated digital marketing system focused on achieving the enterprise's economic, environmental, 
and social goals. 

Presentation of the main research material 

Methodological approaches to building a digital sustainable marketing toolkit involve integrating sustainable 
development principles into the enterprise's digital marketing strategies, with a focus on the long-term creation of value for 
consumers, the business, and society. They are based on a combination of ESG, circular economy, and responsible consumption 
concepts with modern digital communication technologies.  social media and artificial intelligence to improve the efficiency of 
stakeholder interactions. Attention is paid to personalizing content and creating value-oriented messages that simultaneously 
meet the enterprise's economic, environmental, and social goals. An important element is the continuous monitoring of 
sustainability indicators and their integration into key marketing KPIs. The implementation of this approach increases trust in 
the brand, strengthens its reputation, and builds a loyal audience. As a result, the digital toolkit for sustainable marketing serves 
not only as a promotional tool but also as a strategic resource for enhancing the enterprise's competitiveness in the global 
market. 

The conceptual and theoretical approach to building digital tools for sustainable marketing involves integrating 
modern concepts of sustainable development into the enterprise's marketing communications system, while considering the 
dynamics of the global market's digital transformation. M. Kramer, confirms that the synergy of economic, social, and 
environmental interests can form the effect of creating shared value, which is key in the long-term strategic dimension. J. 
Elkington, in his writings, advocates a threefold approach to performance (the triple bottom line), which emphasizes the need 
to achieve economic growth in a balanced way, reduce environmental burdens, and increase social well-being. 

Within the framework of the stakeholder theory, developed by R. Freeman, it is emphasized that strategic marketing 
decisions, including digital tools, should consider the interests of all stakeholder groups - from consumers and employees to 
investors, authorities, and public organizations [3]. The researchers emphasize that this approach allows you to reduce 
reputational risks, increase brand credibility, and strengthen your market position. At the same time, the conceptual and 
theoretical approach focuses on integrating circular economy principles to reduce resource consumption and reuse materials 
in production and sales processes. 

An important methodological aspect of this approach is the combination of digital technologies - big data analytics, 
marketing automation, artificial intelligence, CRM systems - with ESG-oriented communication strategies. The use of such 
technologies increases the accuracy of segmentation of target audiences, allows you to personalize offers and optimize channels 
of interaction with consumers, while maintaining an emphasis on socio-environmental values. 

The purpose of the conceptual and theoretical approach is to develop a digital toolkit that simultaneously enhances 
marketing effectiveness and advances strategic sustainable development goals. This is achieved by systematically monitoring 
ESG metrics, integrating them into the key KPIs of marketing campaigns, and incorporating stakeholder feedback. Such 
integration allows you to create a transparent, manageable, and adaptive system that can effectively respond to changes in 
market conditions. 

Several scholars analyzing the impact of digitalization on sustainable marketing strategies emphasize that a 
conceptual-theoretical approach provides a basis for developing long-term corporate social responsibility programs supported 
by digital tools [4; 5; 6]. At the same time, the emphasis is on interdisciplinary interaction - a combination of economic, 
sociological, environmental, and technological knowledge. 

The conceptual and theoretical approach to building digital tools for sustainable marketing not only forms a strategic 
framework for business but also sets the vector of innovative development that meets the requirements of the modern global 
market (Fig. 1). It allows you to transform marketing from a promotion tool into a comprehensive value creation system that 
considers the interests of society and the planet, while ensuring a sustainable competitive position of the enterprise in the 
digital age. 
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The methodological construction of digital tools for sustainable marketing is based on a system of scientific 
approaches - systemic, process, information-analytical, socio-ethical, and econometric [7]. Their comprehensive application 
ensures the development of a balanced model of enterprises' marketing activities, considering the principles of environmental 
friendliness, transparency, social responsibility, and economic efficiency. 

The system-structural approach to constructing digital tools for sustainable marketing is considered in scientific 
literature a methodological basis for integrating a set of digital technologies and communication channels into a holistic, 
interconnected system that operates in accordance with the principles of sustainable development. Scientists note that the 
peculiarity of this approach lies in the focus on complexity, that is, the construction of marketing tools not as a set of isolated 
elements, but as an integrated one platform, in which each component performs a well-defined function [8; 9].  

A special role within the framework of the system-structural approach is given to Big Data analytics, which, according 
to the conclusions of several scientists, makes it possible to identify hidden patterns in consumer behavior, predict trends and 
optimize marketing decisions considering ESG criteria. Marketing automations reduce the time and resources required to 
implement communication campaigns, increase segmentation accuracy, and improve offer relevance. Thus, each tool within 
this approach performs a unique function, but only in combination with others is it able to provide a systemic effect. 

The system-structural approach also enables the formation of stable horizontal and vertical links between 
instruments, ensuring continuous data exchange and the system's adaptability to changes in the external environment. Such a 
relationship allows you to implement the principles of omnichannel, in which the consumer receives a coordinated message 
across different communication channels, and all interaction points are integrated into a single customer story [10]. This, in 
turn, helps to increase brand loyalty and trust, which are key factors in sustainable marketing. 

The result of introducing the system-structural approach is the construction of a single marketing platform that 
continuously monitors and evaluates KPIs across the economic, environmental, and social aspects of activities. The integration 
of such indicators into a single management system allows timely detection of deviations from the sustainable development 
goals and adjustment of marketing strategies [11; 12]. This provides the enterprise with greater flexibility in the face of fast-
paced market changes and growing stakeholder requirements. 

Scientists warn of the need for proper management of information flows in such a system, since excess or duplication 
of data can reduce the efficiency of interactions among elements. For this purpose, it is proposed to use unified data exchange 
protocols, uniform standards for information storage, and centralized control panels [13; 14; 15]. 

The Value-driven approach to building a digital toolkit for sustainable marketing is a conceptual paradigm that 
focuses on building long-term relationships with consumers by integrating sustainable development values across all stages of 
interaction. In the current market of digitalization, it is the focus on values, not exclusively on the product, that becomes the 
determining factor in consumers' choices and the basis for their loyalty [14; 16; 17].  

The formation of consumer loyalty grounded in sustainable development values requires the systematic use of 
personalized communication strategies. According to leading marketers, personalization within the Value-driven approach is 
based on an in-depth analysis of consumer behavioral patterns, enabling you to customize content, offers, and interaction 
channels to the individual expectations of each segment. In this context, it is relevant to use a CDP (Customer Data Platform) as 
a centralized platform that aggregates data from various sources (online stores, social networks, mobile applications, offline 
outlets) to form a single customer profile. 

Audience segmentation based on behavioral patterns is a key tool for increasing the relevance of marketing 
offers [18]. Unlike traditional demographic segmentation, the behavioral approach allows you to consider factors such as 
purchase frequency, responses to marketing messages, traffic to digital channels, and the degree of interaction with the brand. 
This creates the prerequisites for the use of AI recommendation systems that can automatically generate customized offers 
based on the consumer's current needs and predicted interests. 

The key expected effect of the implementation of the Value-driven approach is an increase in CLV (customer lifetime 
value) - an indicator that reflects the total value of the customer for the company throughout the entire period of cooperation.  

An important characteristic of this approach is its ability to combine economic feasibility with the brand's intangible assets. 
In a saturated market and high competition, it is intangible assets - reputation, image, social and environmental responsibility - that 
become determining factors for consumer decision-making. In this sense, the customer-centric approach transforms marketing from 
a sales promotion tool into a means of building long-term relationships based on mutual benefit and trust. 

The application of the Value-driven approach in sustainable marketing involves establishing feedback mechanisms. 
In addition, within this approach, it is important to continuously monitor and analyze KPIs that reflect not only economic results 
(profits, sales) but also non-financial indicators (Net Promoter Score, customer satisfaction, the number of environmental 
initiatives supported by consumers). Thus, the Value-driven approach provides a basis for measuring the effectiveness of 
sustainable marketing in a multidimensional manner. 

The innovative, technology-driven approach to developing digital tools for sustainable marketing is a modern 
conceptual model that enables the purposeful use of the latest technological solutions to enhance the effectiveness of 
implementing sustainable development principles. Technologies in the field of marketing have long ceased to be exclusively 
automation tools - they have turned into a strategic resource that can change business models, create new communication 
channels, and ensure transparency and traceability of marketing processes. A key goal of this approach is to strengthen brand 
credibility by demonstrating technological openness and validating sustainable practices based on proven data.  

The introduction of innovations in sustainable marketing occurs across several interconnected planes. Firstly, the use 
of blockchain technologies ensures supply chain transparency, which is critical for brands that claim environmental 
friendliness and social responsibility. Blockchain allows every transaction in the supply chain to be recorded, creating an 
immutable and verifiable digital ledger that minimizes the risk of fraud and increases consumer trust.  Secondly, integrating 
AR/VR technologies (augmented and virtual reality) into marketing campaigns not only increases audience engagement but 
also supports environmental education. Thirdly, Internet of Things technologies open new opportunities to collect real-time 
data on product usage.  

The innovation and technological approach requires the comprehensive integration of digital solutions into all levels 
of marketing activities. This means that technologies should not exist in isolation but should be integrated into a single data 
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ecosystem that covers the collection, processing, analysis, and visualization of information. The key factor in this context is the 
creation of a technological platform for sustainable marketing management, which provides KPI monitoring, automates 
customer interactions, and generates real-time analytics reports. 

The process approach to the development and implementation of digital tools for sustainable marketing is a key 
concept in modern strategic marketing communications, based on a clear sequence of stages and continuous monitoring of 
results. The basis of this approach is to consider all marketing activities as interrelated business processes that have clearly 
defined input and output parameters, responsible persons, resources, and performance criteria.  

The first stage of implementing the process approach is to define the goals of sustainable marketing in the digital 
plane. The second stage is the selection and integration of digital tools to ensure the goals are achieved. The third stage is the 
implementation of campaigns that consider ESG metrics. For example, for environmental metrics, the amount of CO₂ emissions 
reduced due to the digitalization of processes is estimated; for social metrics, the number of people covered by educational or 
social projects; for economic metrics, the ROI level, considering the "green" component.   

Measurability is a central element of the process approach. A clear definition of sustainable marketing KPIs allows 
you to turn the strategy into a manageable and controlled system. Environmental KPIs can include reducing the carbon 
footprint of campaigns (for example, reducing the physical printing of materials due to the transition to digital), social - reaching 
the audience with socially significant initiatives (the number of views of educational videos, participation in online charity 
events), and economic - an ROI indicator that takes into account the cost of environmental solutions and their long-term impact 
on profitability. 

The process approach also involves multi-level interaction among the company's departments that implement 
marketing projects. Scientific sources indicate that interdisciplinary teams, which include marketers, IT specialists, and 
environmental and social communication specialists, can ensure synergy of efforts and achieve higher performance indicators. 

In the context of digital transformation, the process approach is considered a flexible model that adapts to changes in 
the external environment. This is especially important in situations where new technologies are emerging or regulatory 
requirements in sustainable development are changing. 

The development of digital tools for sustainable marketing is accompanied by a shift from individual digital solutions 
to complex digital platforms and analytical ecosystems. If at the initial stages of digitalization, marketing activities were based 
mainly on the use of separate communication channels or specialized software products, then modern conditions require the 
integration of all marketing processes in a single information environment in order to ensure the consistency of marketing 
decisions, improve the quality of analytics, and create prerequisites for effective management of sustainable development 
indicators. 

Digital platforms allow you to combine data from different sources within a single management system. Such sources 
include CRM systems, social networks, web resources, mobile applications, e-commerce, supply chain management systems, 
ESG monitoring platforms, and internal corporate information systems. Consolidation of information provides a 
comprehensive view of the enterprise's interactions with consumers, partners, and other stakeholder groups. 

Within digital ecosystems, the role of marketing analytics is being actualized. Modern Business Intelligence platforms 
provide automated collection, processing, and visualization of large volumes of data, enabling you to monitor key performance 
indicators in real time. The use of interactive dashboards simplifies the evaluation of marketing campaign effectiveness and 
enhances the validity of management decisions. For sustainable marketing, this opportunity is especially important because it 
requires simultaneous control of the enterprise's economic, social, and environmental outcomes. 

The use of digital platforms facilitates the integration of ESG indicators into the marketing analytics system. In the 
concept of sustainable marketing, the list of criteria is significantly expanded (compared to traditional models) to include 
indicators such as carbon footprint reduction, the level of local community involvement, the effectiveness of environmental 
initiatives, supply chain transparency, and other non-financial parameters. Digital analytical systems enable systematic 
measurement and integration into managerial decision-making processes. 

The advantage of digital ecosystems lies in their ability to use predictive analytics. Using machine learning and 
artificial intelligence algorithms, enterprises gain tools to predict changes in consumer behavior, assess audience reactions to 
marketing campaigns, and model the consequences of implementing various sustainability scenarios. This allows not only for 
responding to changes in the external environment but also to form a proactive marketing policy. 

Digital platforms serve as an integration environment that combines tools for communication, analytics, data 
management, and monitoring of sustainable development indicators. It is their use that creates a technological basis for 
implementing complex models of sustainable marketing and provides an opportunity to move from the fragmented use of 
digital tools to the construction of a holistic system for managing the enterprise's marketing activities. 

The integration model for building digital tools for sustainable marketing is one of the most promising concepts, as it 
allows you to combine classic marketing approaches with modern ESG-oriented practices and digital technologies. Integration 
models are especially effective in an environment of high dynamism of external changes, when the business needs to 
simultaneously achieve economic, social, and environmental results. The hybridity of such a model provides versatility and 
adaptability, allowing it to be used in both large corporations and small and medium-sized businesses. 

The hybrid model we propose is based on the Digital Marketing Mix 6P concept, which expands the traditional 
marketing mix (4P) to six elements: Product, Price, Place, Promotion, People, Planet. Each of these elements integrates with the 
principles of sustainable development. The product must create value not only for the consumer, but also for society and the 
environment,  The price should reflect the real cost, taking into account environmental and social factors, the point of sale 
should minimize the logistics carbon footprint, promotion should form environmental and social awareness, people should act 
as active carriers of sustainable values, the planet should be at the center of strategic decisions. 

The second methodological block of the integration model is the SMART + ESG KPI, which combines the classic 
principle of setting SMART goals (Specific, Measurable, Achievable, Relevant, Time-bound) with sustainability metrics. Such 
KPIs, according to scientists, allow you to simultaneously track commercial efficiency and environmental and social impact.  

The researchers point out that integrating SMART + ESG KPIs into digital marketing platforms enables the creation of 
sustainability dashboards that reflect both economic indicators (profit, ROI) and environmental (CO₂ emissions reduction) and 
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social (community engagement). This helps to increase the transparency of the company's activities and meets the 
requirements of modern investors focused on ESG reporting. 

The third key element of the hybrid model is the feedback mechanism based on data from customers and 
stakeholders. Scientific sources emphasize that without high-quality feedback, the model loses adaptability and cannot respond 
effectively to changes in consumer behavior or regulatory conditions. 

The hybrid model assumes the cyclical nature of interactions among elements. Setting goals according to the SMART 
+ ESG KPIs influences adjustments to the 6P components, which, in turn, require updated performance indicators. Feedback 
from customers and stakeholders provides additional data for this cycle, creating a closed system of continuous improvement. 

An important characteristic of the model is its scalability. Studies show that it can be effectively applied both in local 
projects with a narrow target audience and in international campaigns with a multi-million reach. This is achieved through 
digital technologies that enable you to scale processes without a proportional increase in costs. 

Successful implementation of sustainable marketing principles requires integrating the marketing function with other 
areas of the enterprise. The development of environmentally and socially responsible marketing programs is impossible 
without the interaction among marketing departments, production, logistics, personnel management systems, financial 
services, and corporate social responsibility units. Cross-functional coordination ensures that marketing communications align 
with the actual results of the enterprise's activities in sustainable development. The integration of digital tools into marketing 
activities often requires revising established business processes, redistributing functions among structural units, and adapting 
the internal communications system. The success of these changes largely depends on the enterprise's ability to ensure 
consistency among strategic goals, digital initiatives, and sustainable development principles. 

An element of this process is the formation of an internal support system for digital transformations. We are 
discussing the creation of staff training mechanisms, the dissemination of best practices for using digital tools, the involvement 
of employees in implementing innovative projects, and the development of a culture of continuous improvement. It is the 
combination of technological solutions and appropriate managerial changes that creates the prerequisites for achieving long-
term effects from implementing digital tools for sustainable marketing. 

A prerequisite for using digital solutions is developing digital competencies among personnel. The use of marketing 
automation systems, data analytics platforms, artificial intelligence tools, and digital monitoring of ESG indicators require 
appropriate employee training. In modern conditions, competitive advantages are formed not only by the possession of 
technologies but also by the ability of personnel to effectively use them in making managerial decisions. 

The formation of the enterprise's digital culture is also of key importance. Focus on data openness, readiness for 
innovation, support for cross-functional interaction, and the use of analytical approaches to decision-making creates a 
favorable environment for the development of digital tools for sustainable marketing. In the absence of such prerequisites, 
even the most modern technological solutions can be used in fragments and not provide the expected results. 

 Conclusions and prospects for further exploration 

Sustainable marketing in the digital environment should be considered as an integrated management paradigm that 
combines economic performance with environmental and social responsibility, transforming sustainability from an "additional 
option" into a basic principle of brand value positioning. Digital transformation reinforces the practical effectiveness of 
sustainable marketing by enabling the dematerialization of communications, broader reach among target audiences, greater 
transparency in interactions with stakeholders, and reduced resource intensity of marketing operations, thereby creating a 
synergistic effect between instrumental efficiency and the achievement of sustainable development goals. Digital technologies 
cease to serve an exclusively auxiliary role in the marketing system and gradually become an independent factor in ensuring 
the sustainable development of enterprises. Their use creates prerequisites for developing more transparent models of 
consumer interaction, increasing trust in the brand, and integrating environmental and social criteria into the marketing 
decision-making process. 

The methodological logic of building a digital toolkit for sustainable marketing is based on a combination of 
complementary approaches: system-structural (integration of channels and platforms into a single ecosystem), customer-
oriented/value-driven (personalization of communications based on CDP, behavioral analytics and AI), innovative and 
technological (using blockchain, AR/VR, IoT as mechanisms of transparency and engagement), process (phased, 
standardization, monitoring and optimization), as well as integration model (Digital Marketing Mix 6P in conjunction with 
SMART+ESG KPIs and feedback). The effectiveness of such tools is ensured by incorporating ESG metrics into the marketing 
KPI system and using analytical panels and dashboards to monitor economic, environmental, and social impacts, thereby 
enhancing the manageability, adaptability, and reproducibility of management decisions in the digital economy. The 
generalization of scientific approaches made it possible to substantiate the feasibility of moving from the fragmented use of 
individual digital tools to the formation of integrated digital marketing ecosystems that combine the functions of 
communication, analytics, data management, and monitoring of sustainable development indicators. This approach provides a 
methodological basis for aligning the enterprise's economic interests with environmental and social responsibility tasks, 
ensuring the business's long-term competitiveness in the digital economy. 
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