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TOpasi MEHSET TPAAULIMOHHBIE TTOAXOAbI K NPOABUKEHUIO U B3aUMOJICH-
CTBHIO C ayIUTOpHel. ICKyCCTBeHHBIN MHTEIUIEKT, MAllTHHHOE 00yUYeHIEe
Y aBTOMATH3AIHS CTAHOBSITCS KIIFOUEBBIMU OpaiBepaMu 3PPEKTUBHOCTH
KOMMYHHKaHHﬁ, MO3BOJIAA CO3AaBaTh NEPCOHAIMZUPOBAHHBIC U THIICP-
NEPCOHAITU3UPOBAHHLIC C006H.I€HI/I$I, OJHOBPEMCHHO MOBLIIIAsA YPOBCHb
BOBJICYEHHOCTHU U JIOSUIBHOCTH KJIMEHTOB. MIMMEpPCUBHBIE TEXHOJIOTUU
paCIIUPSIIOT BO3MOXKHOCTH B3aUMOJICHCTBHS, O0beIUHsSA (HU3MUCCKUN
1 ITUPOBOH OIBIT U CO3/1aBasi HOBBIC (DOPMATHI PEKIIaMBbI, a1allTHPOBAH-
HbIE K OKUIAHHUSAM TTOKOJIEHUH, BEIPOCIINX B 3Py MUPPOBBIX TEXHOIO-
ruii. Kak nmokazano HCCJICAOBAHUC, CaMbIC YCIICIIHBIC PCKIAMHBIC KaM-
nannu 2025 roja — 3TO TC€, KOTOPbIC KOM6I/IHI/IpyIOT TEXHOJIOTHYCCKHUEC
WHHOBAIlUU C TIIyOOKUM MOHUMAaHUEM YEJIOBEYCCKUX IMOIUI U KYJib-
TYpPHOTO KOHTEKCTa. Pexiiama OymayIero — 3T0 He MPOCTO COOOIICHHE
O MPOAYKTE, a IEHHBIA OMBIT, KOTOPHIA PE30OHUPYET C ayIUTOpHE Ha
JIMYHOM YPOBHC U CTAHOBUTCS YaCThIO €€ HOBCGHH@BHOﬁ KHN3HU.
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Video marketing has emerged as a dominant tool in modern
communication, proving high effectiveness and becoming central
fo future digital strategies. Despite its advantages, the field faces

571



»  Cekuwms 7 CTyneHdyeckas Hayka

significant problems: high production costs, content saturation,

stricter data privacy laws, and vulnerability to platform algorithm

changes. To succeed, businesses must adopt agile approaches,

invest in advanced analytics, integrate interactive and shoppable

formats, and maintain ethical responsibility regarding data use and

Al practices. This analysis, lbased on a review of current trends and

strategic reports, identifies key future drivers, including short-form

content, Artificial Intelligence (Al) for personalization and automation,

and immersive AR/VR experiences. The core conclusion is that

video marketing represents a long-term paradigm shift, where

success is determined by balancing innovative technology with

authenticity, transparency, and high-quality storytelling.
Key words: video marketing, digital transformation, Artificial

Intelligence, personalization.

Video marketing has become one of the most powerful tools in
modern communication. It combines image, sound, and text to create
a strong emotional connection with audiences, making it more effec-
tive than traditional text-based methods. Today, billions of hours of
video are consumed globally each day, and businesses increasingly
rely on this medium to reach and influence consumers. The growing
role of digital transformation and interactive media further strength-
ens the position of video marketing as a central element of future
strategies [4].

Video has become a dominant form of online content. Research
shows that embedding videos on websites increases engagement, im-
proves SEO rankings, and drives higher conversion rates [1]. Viewers
retain up to 95% of a message when it is presented in video form, com-
pared to only 10% through text. This makes video not only engaging
but also efficient in delivering information. Businesses report measurable
benefits from using video: higher sales, reduced customer support re-
quests, stronger brand trust, and faster progression of customers through
the sales funnel. Furthermore, video is the preferred way for many con-
sumers to learn about products and services, making it indispensable in
customer journeys [2].

Several trends define the future of video marketing.

Firstly, short-form video content is one of the most significant, as
attention spans shrink and audiences prefer quick, concise formats such
as TikTok videos, Instagram Reels, and YouTube Shorts. These formats
engage younger demographics and provide high reach with relatively
low production costs.
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Secondly, Artificial Intelligence (Al) and automation are revolu-
tionizing video production. Al-driven tools can generate entire videos
from text, automate editing, and provide real-time personalization. In
broader digital marketing, Al supports predictive analytics and customer
behavior forecasting, enabling targeted campaigns at scale.

Thirdly, interactivity and shoppable videos are also gaining mo-
mentum. Interactive formats let users click on products within videos,
make choices, or influence storylines, bridging the gap between advertis-
ing and e-commerce [5].

Fourthly, augmented and virtual reality, combined with 360° vid-
eo, create immersive brand experiences, allowing audiences to engage
with products in new ways and strengthening emotional connections.

Fifthly, another important trend is personalization, where da-
ta-driven approaches enable tailored video experiences that respond to
viewer profiles and behaviors [3].

And last but not least trend are virtual influencers, computer-gen-
erated characters that can deliver consistent, customizable, and interac-
tive brand messages. So, we may notice that they are becoming a notable
innovation.

The digital economy creates both new obstacles and prospects
for market managers. Video marketing is not only a creative tool but
also part of a large transformation of communication strategies. Re-
search highlights how digital platforms, big data, and Al technologies
are reshaping marketing, forcing businesses to integrate innovative
tools quickly. Video is particularly effective in retail, where it serves as
a strong promotional tool, enabling brands to communicate value visual-
ly, support e-commerce strategies, and strengthen customer loyalty [4].
Some experts also emphasize the role of storytelling in building emo-
tional connections, highlighting that creative narratives remain central to
video strategies despite technological advances.

Despite its advantages, video marketing faces several weaknesses.

One of the main threats are high production costs that can limit
experimentation, especially for immersive formats.

Next comes content saturation, which means that audiences
are overwhelmed with video, and brands must find creative ways to
stand out.

Data privacy also concerns, including stricter laws which compli-
cate the personalization strategies that video depends on.
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The ethics of Al also pose risks, as generative tools may be mis-
used to create deepfakes and misleading content, undermining trust.

Finally, dependence on platforms like YouTube, TikTok, or Insta-
gram makes marketers vulnerable to algorithm changes that can reduce
reach overnight.

To navigate these risks, businesses must balance innovation with
responsibility, ensuring transparency and high ethical standards.

If businesses want to succeed in this evolving landscape, they
should adopt agile approaches.

The first thing that businesses can do is to test new formats, meas-
uring results, and scaling successful experiments.

The next step should include investing in analytics, using ad-
vanced metrics such as predictive analytics and sentiment analysis to
understand audiences.

Storytelling also remains crucial, as technology enhances delivery
but cannot replace emotional narratives [2].

Furthermore, integrating interactivity, such as shoppable or inter-
active videos, increases engagement and conversions can also be very
helpful [5].

One of the most vital thing is that we should not forget to build
trust through transparent data use and ethical Al practices. Because
choosing platforms and formats wisely gives the ability to align with
audience needs, from explainer videos to immersive AR campaigns [1].

Looking ahead, the trajectory of video marketing suggests even
deeper integration of technology and personalization. Future possibili-
ties include real-time adaptive video that responds to audience reactions,
seamless blending of physical and digital campaigns through AR, neu-
ro-responsive video adapting to viewers’ emotions, and fully data-driven
interactive storytelling. These developments will further blur the lines
between communication, entertainment, and commerce [3].

Video marketing has already transformed how brands connect with
audiences, but its potential is far from exhausted. Short-form, Al-driven,
interactive, and immersive content will shape the next stage of develop-
ment. However, ethical issues, privacy concerns, and content overload
remain pressing barriers. The future belongs to those who combine in-
novative technologies with authenticity and trust. As both research and
practice show, video marketing is not only a trend but a long-term para-
digm shift in digital communication.
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