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Factor Analysis of the Results of Digital Technology

Applications in the Company's Marketing Activities
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IV. CoNCLUSION

Thus, a factor analysis based on the of obtained digital
marketing communications shows that the factor analysis tools
can be wused for marketing activities analysis tasks:
Determination of marketing activities contribution to the
overall economic performance of the enterprise, the
identification of influencing factors and the causal relationship
of the costs and results of marketing activities, the search for
reserves and the new possibilities for enhancing the
effectiveness of marketing activities.

The methodology used for factor analysis makes it possible
to use it as a formalized basis for informed decision-making on
the management of marketing activities.
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