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The article examines modern analysis tools used by creative agencies in the process of making stra-
tegic decisions. In particular, such technologies as business analytics, big data analysis, artificial intel-
ligence tools, as well as specialized platforms for processing marketing and customer data are consid-
ered. An analysis of the key functions performed by these tools was carried out, including forecasting of
market trends, analysis of consumer behavior, evaluation of the effectiveness of marketing campaigns
and optimization of internal business processes. Attention is focused on how the integration of modern
analysis tools into the activities of creative agencies allows not only to make more informed strategic
decisions, but also to increase competitiveness, adaptability to changes in the market environment and
the formation of a long-term development strategy. As a result of the studly, the key advantages of using
such tools to improve the efficiency of agencies' work have been identified.
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Y cmammi 00C/lOXEHO CyyYacHi IHCMPYMEHMU aHaslizy, Wo BUKOPUCMOBYIOMbLCS KpeamusHUMU
azeHmemsamu y npoyeci NPUUHAMMS cmpamez2i4HUX piieHb. 30kpema, po3a/isiHymo maki mexHo-
J102ii, 51K BI3HEC-aHa/MMuUKa, aHasli3 BE/IUKUX OaHUX, IHCMPYMEHMU WMY4HO20 IHMeeKmy, a makox
creyianizosari niamegbopmu 07151 06p06KU MapKeMUH208UX | K/IEHMCbKUX daHuX. 30ilicHeHO aHani3
K/IK040BUX QhyHKUIU, WO BUKOHYIOMbLCST YUMU iHCMpyMeHmamu, 30Kpema rpo2HO3yBaHHS PUHKOBUX
meHOeHYil, aHasli3 CrioxusaybKoi MosediHKU, OYiHka eqheKmuBHOCMI MapKemuH208UX KamaHili ma
onmumizayisi BHympilHIX Gi3HeC-NMpoyecis. AKUEHMOoBaHO ysazy Ha moMy, siK iHmeapayis cydac-
HUX IHCMpyMeHMIs aHanizy 8 Ois/IbHICMb KpeamusHUX azeHmems 00380/1siE He aiuwe rpuliMamu
6irlbL 06IPYHMOBaHI cmpameaidHi pitueHHsi, ase U crpusie MioBUUWEHHHO KOHKYPEHMOCHPOMOXHOCM,
adanmusHocmi 00 3MiH PUHKOBO20 cepedosulya ma ghopmMyBaHHIO A0B20CMPOKOBOI cmpameaii po3-
BUMKY. Y pe3y/ibmami 00C/lOXXeHHSI BUSHAYEHO K/IHOHOBI Nepesa2u BUKOPUCMAaHHS makux iHCcmpy-
MeHmIB 07151 MidBULEHHST echekmusHOCMI pobomu a2eHmems. BcmaHOoB/IeHo, WO K/1Ko4oB8a posib
Yux IHCMpyMeHmig o/isicae 8 MoMy, WO BOHU CrIPUsSIOMb MPUUHAMMIO 06IPYHMOBAHUX PilueHb
Ha OCHOBI 06'eKMUBHUX 0aHUX, & He Jiuwe iHmyimusHux nioxodis. Lie do380/1sie kKpeamusHUM a2eH-
YisiM 3HU3UMU PU3UKU, NOB8'si3aHi 3 Herpasu/IbHUM BUGOPOM cmpameaili, ma 3abesneqyumu 0o820-
CMPOKOBULI PO3BUMOK 3a PaxyHOK MidBULLEHHST MPO30pOCMi ma CmpyKmyposaHocmi yrpas/iHCbKUX
rpoyecis. byno susHa4yeHo, WO Cy4acHi iHCmpyMeHmu aHasisy 003B80/1SII0Mb 3HAYHO Mokpawumu
B3aeMO0it0 3 K/lieHMamu, adxe 3a80sIKU ceaMmeHmayii ayoumopiti, aHasizy CrioxXus4oi nosediHku ma
riepcoHasiizayji MapkemuH208UX KamnaHili azeHmcmsa MOXymb Gi/lbU eqhbeKmUBHO 3a00B0/IbHSIMU
3anumu puHKy. Criokysamu 3a mpeHoamu 8 aHaslimuyi 0aHuxX BaxK/1uso, W06 3a1uuamucsi KOHKY-
PEHMOCTPOMOXHUMU Ha PUHKY rpayi ma eqhekmusHO sBupituyBamu 6i3Hec-3ag0aHHs. Y csimi mex-
Ho/tozill, Wo WBUOKO 3MIHIOEMBCST, PE2Y/ISIPHO 3'SB/ISIOMBCS HOBI MEMOOU ma iHCmpyMeRmu, i mi,
XMO BCMU2AE IX OraHysamu, OmMpUMYyOMb 3HaqHy repesagy. Baxiuso posymimu, wjo mpeHou 8 aHa-
musHicmb. ToMy, W06 3a/1uwamucs Ha raasy ma 6ymu yCcriwuHuM y yiti cgpepi, He0bXiOHO MOCMItiHO
OHOB/IBaMU CBOI 3HaHHS Ma HaBUYKU.

Knto4oBi crioBa: pillieHHs1, KpeamusHi aeeHmcmsa, IHCmpyMeHmMU, aHa/li3, cmpamegisi.

General statement of the problem In today's
competitive environment, creative agencies face the
need to adapt effectively to changes, respond quickly
to market challenges and create innovative strate-
gies. The role of modern analysis tools in making
strategic decision in creative agencies is crucial for
their success and competitiveness. The introduction
of such tools contributes to the sustainable develop-
ment of agencies, creation added value for custom-
ers and ensuring leadership in the market.

Analysis of recent research and publications.
The topic of modern analytical tools and their role in
making strategic decisions was investigated by vari-
ous scientists and specialists, in particular in the con-
text of creative industries. Among those who have
made a significant contribution to this field are the
following researchers: Philip Kotler [5] — investigated
the role of marketing data and strategic planning
in agencies, in particular the influence of analytics
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tools on the effectiveness of marketing campaigns.
Gary Hemel and CK Prahalad [7] — described analyt-
ics techniques that help agencies build competitive
advantage in dynamic market conditions. Thomas
Davenport [10] — investigated the impact of digital
analytics tools on decision-making processes in mod-
ern companies, including creative agencies. Richard
Rumelt [8] — studied how a strategic approach to data
analysis helps in managing creative processes and
decision making. Michael Porter [6] — studied issues
related to data analysis and the competitive environ-
ment, which is relevant for agencies that use com-
petitive analysis tools. Klaus Schwab [9] — focused
on the impact of new technologies such as artificial
intelligence and automation on decision-making pro-
cesses in business, including creative industries.
Malcolm McDonald [4] — highlights the importance
of data and analytics for building effective marketing
strategies in advertising and creative agencies.
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These researchers worked on various aspects of
data analysis and strategic decision-making, which
forms the theoretical and practical basis for cre-
ative agencies that actively use modern analytical
tools.

In the future, it is advisable to study new technolo-
gies and their adaptation to the specific working con-
ditions of the creative industry.

The article is aimed at studying modern analysis
tools that are used in the field of creative business,
as well as studying their influence on the process of
making strategic decisions in creative agencies.

Presentation of the main research material.
In today's creative environment, data-driven strategic
decisions become central to the success of agencies.
In a saturated market and rapid changes accompa-
nied by digitalization, creative agencies are increas-
ingly turning to modern analytical tools to optimize
their processes, more accurately formulate strategies
and respond to customer needs.

Modern analysis tools provide creative agencies
with the opportunity to make informed decisions,
reducing the level of risk. They allow you to get
detailed information about the market, target audi-
ence, competitors and your own effectiveness, which
forms the basis for building strategic initiatives.

As the authors [12] note, modern analytical tools
are an integral part of the management decision-
making process in management. They contribute to
improving management efficiency, optimizing costs,
improving the quality of operational processes and
final results. In addition, these tools provide organi-
zations with the ability to quickly adapt to changes in
the market.

Modern analysis tools can be divided into several
groups depending on their purpose:

1. Tools for analyzing the market situation:

— SWOT analysis — an assessment of the
strengths and weaknesses of the agency, as well as
opportunities and threats.

— PESTLE analysis is the study of external fac-
tors, such as political, economic, social, technologi-
cal, legal and environmental aspects.

2. Data analysis tools:

— Big Data and analytical platforms (Google
Analytics, Tableau, Power BI) — for processing large
amounts of information and identifying patterns. Big
Data analysis has become the basis of many mod-
ern strategies. Using Big Data, agencies are able to
deeply study the behavior of target audiences, as well
as learn about their preferences and trends. This cre-
ates a more personalized approach to creative solu-
tions, which significantly increases the effectiveness
of campaigns. Big Data allows you to analyze in real
time, so you can make operational decisions about
changes in strategies, as well as predict long-term
results. In a global market and high competition, this
tool helps to understand which customer segments
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are the most promising, and how to adapt advertising
campaigns to their needs.

— Machine learning algorithms — to predict con-
sumer behavior and personalize marketing cam-
paigns. Artificial intelligence (Al) is becoming an
important component for agencies, because it is able
to optimize decision-making processes. With the help
of machine learning algorithms, agencies can auto-
matically analyze huge amounts of data, as well as
identify patterns that are useful for making strategic
decisions. Al helps predict which campaigns will have
more success based on previous data. In addition,
Al is used in the development of creative content. It
can offer ideas, determine the optimal time of publi-
cation, distribute the advertising budget and predict
the reaction of the audience. This not only improves
efficiency, but also reduces the time to create content.

3. Strategic Planning Tools:

— BSC (balanced scorecard) — ensuring a balance
between short-term and long-term goals.

— VRIO-analysis - assessment of agency
resources in terms of their value, rarity, the possibility
of imitation and organization.

4. Data visualization tools:

— Mind Maps — for generating ideas and build-
ing creative strategies. Infographics - to visualize the
results of the analysis.

— Visual analytics (for example, using tools such
as Tableau, Power BI) allows you to create dynamic
visualizations of data, which greatly facilitates the
understanding of information and making strategic
decisions. Interactive graphs and charts allow you
to get a quick idea of key indicators, identify trends,
evaluate performance and make adjustments to strat-
egies. Analytical platforms provide an in-depth under-
standing of market dynamics that helps agencies stay
competitive. Using visual analytics, agencies can test
hypotheses and identify the best strategies for further
development.

5. Social media analytics tools. Social media
is an important communication channel for many
creative agencies. Social media analytics tools such
as Hootsuite, Sprout Social, Buffer allow you to track
the audience's reaction, engagement and overall
effectiveness of advertising campaigns.

Social media analytics allows agencies to monitor
audience sentiment, recognize trends, and monitor
the impact of campaigns on user behavior. This pro-
vides an opportunity to assess in real time how effec-
tive campaigns are and adapt them, depending on
the reaction of the audience. Social media monitoring
tools also help identify thought leaders and influenc-
ers, which can be beneficial when choosing partners
for campaigns.

6. Competitive analysis tools. For creative
agencies, understanding the competitive environment
is extremely important. Tools such as SEMrush, Ahrefs
and SimilarWeb allow you to assess the position of
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competitors, explore their strategies and find gaps
in the market. Competitive analysis allows agencies
to study the effectiveness of campaigns of other
companies, which contributes to the optimization of
their own strategies. This approach helps to avoid
repeating the mistakes of competitors, find new
opportunities for growth and improve market position.

In the context of global changes and the rapid
development of technology, creative agencies must
use modern analysis tools to remain relevant and
able to quickly adapt to market needs (Table 1).

Using business intelligence tools allows you
to gain a deep understanding of your activities,
identify strengths and weaknesses, determine the
effectiveness of campaigns, and make informed
decisions based on data and facts.

Business intelligence tools are sets of software
tools and techniques designed to collect, analyze,
and visualize data related to various aspects of a
business. They play an important role in understand-
ing data and turning it into valuable insights for mak-
ing informed decisions in business.

The work of these tools is based on the following
principles:

— data collection — business intelligence tools
allow you to collect data from various sources, such
as CRM systems, databases, web analytics, social
networks and others. Various methods are used for
this, including automatic import, API integration, and
manual data entry;

— data storage — the collected data is stored in
special databases or data storages that ensure their
safety and accessibility for analysis. An important
aspect of data storage is its structuring and
organization to facilitate further analysis;

— data processing — after data collection, they are
subjected to processing, which may include filtering,

segmentation, aggregation and conversion of data
into the desired format. Data processing allows you
to eliminate noise and insignificant factors, highlight
key indicators and prepare data for analysis;

— data analysis — data analysis includes various
methods and techniques that allow you to explore the
data and identify important patterns and trends. This
may include statistical analysis, machine learning,
forecasting, segmentation, and other methods of
analysis;

— data visualization — the results obtained are
presented in a visual form using graphs, diagrams,
reports and dashboards. Data visualization makes
it easy to perceive and interpret information, identify
important trends and make informed decisions.

Business intelligence tools have a significant
impact on strategic decision-making, which is
manifested through the following factors [13]:

— customer insight — business intelligence tools
help companies gain a deep understanding of their
customers. Data analysis reveals their preferences,
behavioral patterns, needs and consumption habits.
This allows you to develop more accurate strategies,
personalize interaction with customers and increase
their satisfaction;

— process optimization — data analysis allows you
to identify inefficient processes, measure their perfor-
mance, identify opportunities for automation and opti-
mization. This reduces costs, increases efficiency,
and reduces task time;

— forecasting and planning — analysis of trends
and historical data allows you to predict future
events, predict demand and market trends, as well as
develop more accurate plans and strategies for busi-
ness development;

— monitoring of results — business intelligence
tools provide the ability to monitor the results of

Table 1

The role of analysis tools in decision making

Analysis Tool Functionality

Role in strategic decision-making

Google Analytics Analyze web traffic, user behavior,

conversions, and engagement channels

Helps identify effective channels of audience
engagement and optimize marketing strategies

Power Bl / Tableau sources, reporting

Data visualization, integration with various

Allows you to integrate different data and quickly
analyze indicators to adapt strategies in real time

Processing large amounts of data,
Big Data Analytics
analysis

identifying hidden patterns, behavioral

Provides forecasting of audience behavior,
helps to adapt strategies to market changes

CRM systems

(e.g. HubSpot, Zoho) |segmentation, interaction analysis

Customer relationship management,

Allows you to personalize marketing and predict
customer needs

Social Media
Analytics

Social media audience analysis, content
effectiveness assessment, trend tracking

Supports rapid response to changes in audience
sentiment and popular trends

Predictive Analytics and historical data

Modeling future results based on current

Helps make proactive decisions to improve
the effectiveness of advertising campaigns

Artificial Intelligence
and Machine
Learning

Automatic data-based learning, content
personalization, process automation

Increases predictive accuracy, automates solutions
to optimize strategies and costs

Source: developed by the author
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business processes and achieve the goal. With
reports, dashboards and end-to-end analytics, com-
panies can receive regular updates on their activities,
measure key performance indicators and make oper-
ational decisions based on current data.

Business intelligence tools enable you to make
effective decisions based on facts and data. Using
business intelligence tools, marketers analyze cus-
tomer behavior, they study data on site visits, cus-
tomer actions, conversion and average check.
The company analyzes the sale of each product in
its range. They notice that certain products have low
popularity and low sales, while others are bestsellers.

Monitoring of financial indicators — the com-
pany analyzes total sales, profit, costs and margins.
Thanks to analytics, the company notes that logistics
costs increased significantly in the last quarter, which
negatively affects the overall profit. All these exam-
ples show how business intelligence tools help you
make effective decisions.

Data analysis allows you to understand the rea-
sons for low conversion, optimize the product range,
choose the most effective marketing sources and
monitor the necessary indicators (Figure 1).

Business intelligence tools allow you to effec-
tively solve a wide range of tasks that contribute to

optimizing the organization's activities and making
informed decisions. In particular, they can perform
the following key functions [14]:

— Performance monitoring and analysis — The
ability to monitor and analyze company performance
in real time. Using reports and dashboards, you can
monitor key performance indicators such as revenue,
profit, sales volume and other metrics. This allows
you to quickly identify problem areas and take mea-
sures to improve them.

— Analysis of the market and competitors — tools
will help to study trends, analyze data on competitors,
assess market share and identify potential opportu-
nities for business development. This allows compa-
nies to make informed decisions based on facts and
data.

— Optimization of marketing campaigns: using
business intelligence tools, you can track and evalu-
ate the results of advertising activities, identify the
most successful channels for attracting customers,
analyze user behavior and segment the audience.
This allows companies to optimize their marketing
efforts and achieve greater success.

— Forecasting and planning — you can predict
future trends and trends, as well as develop strate-
gies and plans based on these forecasts. This helps

Conversion — displays the percentage of visitors who performed the desired
action on the site or application, for example, purchased or left a request.
Analytics tools allow you to track conversion and analyze factors that affect its
change.

- J

Return on advertising — allows you to evaluate the effectiveness of advertising
campaigns and determine how much they bring profit. Using business
intelligence tools, you can analyze advertising costs, revenue, and calculate ROI.

- J

Retention Rate — this indicator reflects customer retention and allows you to
assess how successfully the company keeps its audience. Business intelligence
tools allow you to track and analyze Retention Rate, identify the reasons for
customer churn and develop measures to reduce it.

o J

INDICATORS

LTV - indicator evaluates the value of the client throughout his life cycle with the
company. Business intelligence tools help calculate LTV and determine which
customers bring the most value.

- J

Churn Rate - this indicator reflects the outflow of customers and helps
companies understand how successfully they manage to retain their customers.
Business intelligence tools allow you to track Churn Rate and take steps to
reduce churn.

- J

Figure 1. Key Performance Indicators (KPI s) for evaluating the effectiveness
of marketing and business strategies
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companies make predictable and informed decisions,
improve their competitiveness and achieve their
goals.

— Customer Experience Management — Business
intelligence tools allow companies to analyze
customer data and behavior to improve the customer
experience. You can identify customer preferences,
identify audience segments, evaluate the effectiveness
of loyalty programs and offer personalized solutions.
This helps to strengthen customer relationships and
increase satisfaction.

Despite the numerous advantages, there are
challenges in using modern analysis tools:

— High costs for technology implementation and
staff training.

— Difficulty integrating new tools into existing
processes.

— Problems with data accuracy due to excessive
or insufficient quality.

However, with the development of artificial intel-
ligence and automation, the implementation of these
tools will become more accessible and effective.

Conclusions. Modern analysis tools are a key ele-
ment of effective management of creative agencies
in the context of the dynamic development of digital
technologies and high competition. Their use allows
agencies not only to improve the quality of strategic
planning, but also to quickly adapt to the changing
market environment. Thanks to the integration of
business intelligence tools, big data analysis, artificial
intelligence and other modern technologies, creative
agencies get access to a wide range of opportuni-
ties for analyzing client requests, forecasting market
trends, optimizing marketing campaigns and improv-
ing the efficiency of internal business processes.
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