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Abstract. Purpose. The purpose of the study is to provide a theoretical
substantiation of digital demand validation as an instrument for reducing startup
launch risks prior to the investment attraction stage, as well as to determine the role
of digital marketing, data analytics, and growth hacking in testing market
hypotheses.

Methods. The study employs analysis and synthesis to generalize approaches
to startup digital marketing, a systems approach to examine digital demand
validation as a component of startup launch management, comparative analysis to
compare traditional and digital demand-testing instruments, the method of
generalization to identify the causes of startup failure, as well as elements of
behavioral analysis for assessing consumer responses in the digital environment.

Results. It has been established that digital demand validation enables the
reduction of startup launch uncertainty through the analysis of consumers’ digital
footprints, testing of the value proposition, and assessment of market response prior
to product scaling. It has been substantiated that social media, targeted advertising,
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influencer marketing, content strategies, and analytical platforms ensure phased
demand testing and the formation of consumer profiles. The study proves that the
integration of growth hacking, lean startup, and data-driven approaches improves
the accuracy of managerial decision-making and enables startups to avoid
misinterpretation of market signals, premature scaling, and inefficient resource
allocation.

Conclusions. It has been proven that digital demand validation is an
important instrument for reducing startup launch risks, as it provides empirical
verification of market hypotheses prior to investment attraction. Its application
contributes to the rational allocation of resources, improves product alignment with
target audience needs, and creates the preconditions for sustainable business
scaling. Further research should focus on the development of integrated digital
demand validation models based on artificial intelligence and data analytics
technologies.

Keywords: startup, digital marketing, digital demand validation, growth
hacking, targeted advertising, consumer demand, data analytics, startup

management.
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Mema. Memorwo Oocniodxcenus € meopemuuHe OOIPYHMYBAHHA YUDPOBOI

ganioayii nonumy AK IHCMPYMEHMY 3HUJCEHHs PUSUKIE 3anycKy cmapmany 0o
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emany 3ay4eHHs IHGeCmMuyill, a MaKodc 8UHAUEHHS POl YUPPOB8O20 MAPKEeMUH2Y,
aHanimuxu oanux i growth hacking y nepegipyi punxogux cinomes.

Memoou. Y oocniodcenHi UKOpUCMAHO aHANi3 i cunmes OJisl Y3a2albHeHHs
nioxo0ig 00 Yughposoco mapremunzy cmapmania, CUCMeMHUL nNioXio 0 po32110y
yugposoi eanioayii nonumy K CKIA00B0I YNPABNIHHA 3ANYCKOM CMApmMany,
NOPIGHANILHULL AHANI3 OJIs1 3ICMAGNIeHH MPAOUYTUHUX [ YUDPOBUX THCMPYMeHmia
nepegipKu  nonumy, Memoo Y3a2albHeHHs OJisl BU3HAYEHHS NPUYUH Heeoau
cmapmanis, a MaKkox;c e1emMeHmu n08eOiHK08020 aHAi3y OJisl OYIHIOBAHHS peaKyiil
CROJHCUBAYIB Y YUDPOBOMY cepedosULYi.

Pes3ynvmamu. Bcmanogneno, wo yugposa eanioayis nonumy 0ae 3mocy
3MeHWUmMU HeGU3HAYEHICMb 3aNYCKy CMapmany 3a605Ku aHanizy yughposeozo cuioy
CHOJHCUBAYIB, MECMYBAHHIO YIHHICHOI NPONO3UYii ma oYiHIO6aAHHIO peaKyii puHKy 00
Mmacwmabyeauns npooykmy. OQOTpyYHMOBAHO, WO COYIANbHI MepediCi, mapeemosana
pexnama, iHparoenc-mapkemune, KOHmMeHm-cmpamezii ma aHaImu4Hi niamgopmu
3abe3neuyoms nOemanty nepesipKy nonumy i GoOpMy8aHHs CHLOHCUBYO20 NPOPIio.
Jloseoeno, wo inmeepayia growth hacking, lean startup i data-driven nioxoois
niOBUWYE MOYHICMb YNPABIIHCLKUX pilleHb, 0A€ 3MO02Y VHUKAMU HOMUIKOBO2O
MPAKmMy8auHs  PUHKOBUX  CUSHAIB,  NEpeoydacHo20  Macuimaby8aumHs ma
HeegheKmUeH020 BUKOPUCAHHS PeCYpCI8.

Bucnoeku. Jlosedeno, wo yugposa eanioayisi nonumy € BaAHCITUBUM
IHCMPYMEHMOM 3HUJMCEHHS PU3UKI6 3anycKy Cmapmanis, OCKIIbKU 3abe3neyye
eMNipuyHy nepesipKy PUHKOBUX 2inome3 00 3aly4eHHs I[H8eCmUyil. Ii
BUKOPUCMAHHSL  CHPUSIE  PAYIOHATBHOMY  pPO3NOOILY  pecypcis, NiO8UUEHHIO
8i0N0GIOHOCMI NpPOOYKmMy nompedbam Yiibooi ayoumopii ma opmysaHHIO
nepeoymog OJsi cmanoeo macuimaodysants 6Oiznecy. Ilooanvuii 0ocnioxcenHs
O00YINbHO CRpAMY8amMU HA PO3POOIeHHs IHMe2po8aHux mooeell yupposoi sanioayii

nonumy 3 6UKOPUCMAHRHAM WNTYYHO2CO iHmereKmy ma ananimuxu OaHux.
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Kniouosi cnosa: cmapman, yugposuu mapkemune, yugposa eanioayis
nonumy, growth hacking, mapzemosana pexiama, cnoXCUuUll NONUM, aAHATTIMUKA

OaHUX, YNPABIIHHA CIAPMANOM.

Problem statement. In the contemporary context of economic digitalization
and intensifying competition in global and national markets, the process of creating
and developing startups is accompanied by a high degree of uncertainty and risk. A
significant proportion of startups cease operations at early stages of development
due to a mismatch between the product and actual market needs, errors in identifying
the target audience, and ineffective marketing strategies. Traditional approaches to
demand research prove insufficiently flexible and responsive in a dynamic digital
environment, which underscores the need to identify new instruments for testing
market hypotheses.

In this context, digital demand validation acquires particular significance as a
tool that enables empirical verification of product viability prior to the scaling and
investment attraction stages. The use of digital marketing, big data analytics, social
media, and targeted communications creates opportunities for rapid testing of
consumer interest, assessment of audience behavioral responses, and product
adaptation in accordance with identified needs.

At the same time, the absence of a systematic approach to digital demand
validation, insufficient integration of marketing tools into startup management
processes, and limited methodological support for evaluating the effectiveness of
such instruments constitute a scientific and practical problem requiring
comprehensive investigation in the context of reducing startup launch risks and
enhancing their competitiveness.

Analysis of recent research and publications. Issues of startup digital
marketing, the formation of innovative potential, the application of growth hacking

approaches, and digital demand validation instruments as mechanisms for reducing
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entrepreneurial risk are addressed in the works of O. Hlushchenko and O. Veriutin
et al. [1; 2], R. Bohnsack and M. Liesner [3], V. Pysarkova [4], B. Rizvanovic, A.
Zutshi, A. Grilo, and T. Nodehi [5], M. Cristofaro, P. L. Giardino, and L. Barboni
[6], A. Rezazadeh, M. Kohns, R. Bohnsack, N. Antonio, and P. Rita [7], L.
Verbivska [8], F. Scheuenstuhl, P. M. Bican, and A. Brem [9], S. Koberniuk, O.
Nahorna, and I. Khmarska [10], as well as T. Eisenmann [11].

Highlighting previously unresolved parts of the overall problem.
Scientific research covers a wide range of issues related to startup digital marketing,
growth hacking, lean startup approaches, and the use of analytical tools for testing
market hypotheses. Considerable attention is paid to the role of social media,
targeted advertising, influencer marketing, and digital platforms in promoting
innovative products. However, the issue of using digital demand validation
specifically as a pre-investment risk reduction instrument remains insufficiently
systematized. In particular, further clarification is needed regarding how digital
marketing tools, consumer behavioral data, and data-driven decision-making can be
integrated into a coherent approach for verifying product-market fit before attracting
investment and scaling a startup.

The purpose of the article is the theoretical substantiation of digital demand
validation as an instrument for reducing startup launch risks prior to the investment
attraction stage, as well as the identification of the role of digital marketing tools,
data analytics, and growth hacking approaches in testing market hypotheses and
improving managerial decision-making in startup development.

Methods. The study employs a set of general scientific and special methods,
including analysis and synthesis to generalize scientific approaches to startup digital
marketing and demand validation, a systems approach to consider digital demand
validation as a component of startup launch management, comparative analysis to
distinguish traditional and digital instruments for testing consumer demand, and

generalization to identify the main causes of startup failure. The research also
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incorporates elements of behavioral analysis aimed at interpreting consumer
reactions in the digital environment and assessing the practical value of data-driven
approaches for reducing uncertainty in startup development.

Presentation of the main material. In the context of the digital
transformation of the economy, the startup launch process is accompanied by a high
degree of uncertainty, which necessitates the use of preliminary demand validation
instruments before the scaling and investment attraction stages. A distinctive feature
of startups is their limited resources and time horizons within which the viability of
a business idea must be confirmed, making the use of digital analytics platforms,
marketing tools, and data-driven approaches particularly relevant. As O.
Hlushchenko and O. Veriutin note, digital technologies today create new
opportunities for hypothesis testing, consumer behavior assessment, and market
demand forecasting, which enables a substantial reduction in entrepreneurial risks
[1].

It should be noted that startups function as flexible organizational structures
oriented toward the creation of innovative products with a high degree of
adaptability to changes in the external environment. In this context, the concept of
growth hacking serves as a key instrument for rapid business model validation and
the formation of effective marketing decisions. According to R. Bohnsack and M.
M. Liesner, growth hacking is based on the integration of marketing, analytics, and
product development with the aim of achieving scalable growth through
experimentation and rapid hypothesis testing [3, p. 799]. This allows startups not
only to reduce promotional costs but also to optimize the product in accordance with
the actual needs of the target audience.

A critical component of digital demand validation is the use of information
and analytics platforms, which enable the collection, processing, and interpretation
of data on user behavior, preferences, and product responses. The application of such

platforms supports the formation of startup innovative potential, enabling evidence-
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based managerial decision-making [4]. In turn, digital marketing expands
communication capabilities with consumers by providing targeted audience reach
and personalized offerings, which positively affects the speed of demand validation
and improves business model effectiveness [5].

Marketing support for startups entails systematic study of the behavioral
characteristics of the target audience, particularly early adopters, who play a key role
in the product testing process. Their usage experience, feedback, and evaluation of
product functional characteristics form the basis for further refinement of the
business offering. The lean startup approach enables integration of the product
development process with continuous market hypothesis testing, contributing to
minimization of the risk of a product-market mismatch [9]. In this context, the ability
of startups to rapidly adapt to changes in demand and promptly adjust marketing
strategies acquires particular importance.

The conceptualization of startup digital marketing involves the formation of a
multi-level instrumental system in which data analytics, automation, and artificial
intelligence technologies serve as mutually reinforcing elements. The integration of
generative Al into growth hacking practices expands the functional capabilities of
marketing activity through content personalization, behavioral pattern forecasting,
and dynamic campaign optimization [7]. This drives improvements in targeting
accuracy and the effectiveness of startup communication with target segments.

Startups travel a time-limited path from idea to product-market fit, which
necessitates the formation of a flexible marketing strategy oriented toward digital
demand validation, consideration of consumer behavioral characteristics, and
provision of future business scaling opportunities. This context justifies the
identification of key directions in startup digital marketing within the framework of

launch risk reduction (Fig. 1).
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Directions

External dissemination
of information across
digital ecosystem
media channels for the
purpose of forming and
systematizing

conanmer traffie

To implement this direction, it is necessary to create and
provide consumers with information about offers that
motivate buyers to make purchases. To identify the target
audience, analysis of the number of advertising offer
impressions is used.

Internal conversion of
traffic in sales-related
media, carried out
through external
channels and reflecting
projected consumer

Most companies concentrate their efforts on sales within
digital marketing; the conversion rate metric is used
solely to determine the ratio between all consumers and
those who made a purchase. This metric is key in
optimizing startup digital marketing activities.

behavior

Companies focus on building long-term relationships
with consumers. Digital marketing offers a broad set of
tools for maintaining client relationships. Companies use
digital services in their operations that allow them to
collect and systematize information about consumers in
the client segment.

Customer relationship
management —>

Fig. 1. Priority directions in startup digital marketing

Source: compiled by the author

Startup digital marketing in contemporary conditions fulfills not only the
function of product promotion but also serves as a key instrument of digital demand
validation, enabling risk reduction prior to investment attraction. The foundation of
this process is the use of consumer digital footprints, formed as a result of online
activity and reflecting actual needs, interests, and behavioral characteristics.
Analysis of such data provides opportunities not only for audience segmentation but
also for testing market hypotheses by examining consumer responses to a product or

its individual characteristics, substantially reducing the likelihood of mispositioning
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[6, p. 174]. In this context, a startup's image, particularly in the B2B segment,
assumes significance as an instrument of primary trust that influences consumers'
willingness to engage with a new product and participate in its validation [8, p. 275].

One of the foundational instruments of digital demand validation is social
media, which enables not only communication with consumers but also rapid testing
of marketing hypotheses through analysis of audience responses to content. The
creation and distribution of thematic content provides the means to assess the level
of interest, engagement, and readiness to interact with a product, forming an
empirical basis for managerial decision-making. Social media thus functions not
merely as a promotional channel but as a data collection instrument for confirming
or disproving product demand [10, p. 89].

The use of opinion leaders holds significant potential in the digital demand
validation process, as they contribute to building trust in the product and stimulating
initial interest from the target audience. Engaging influencers allows for testing
product perception through their audiences, which effectively serves as a mechanism
for indirect demand validation. A positive audience response to opinion leader
recommendations signals the potential market attractiveness of the product, while a
low level of engagement may indicate the need for further refinement of the offering.

Analysis of consumer digital footprints on the internet enables the formation
of a detailed target audience profile, identification of behavioral patterns, and
forecasting of future demand. This approach improves the accuracy of marketing
decisions and allows resources to be concentrated on the most promising segments,
minimizing the risk of inefficient budget allocation. In this context, digital demand
validation functions as a continuous process of data collection, analysis, and
interpretation that is integrated into all stages of startup development [5, p. 126].

Targeted advertising plays a particularly important role in reducing startup
launch risks as an instrument for experimental demand testing. By enabling precise

audience parameter configuration and rapid results, targeted advertising allows for
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testing of various value proposition variants, messaging, and consumer interaction
formats. The resulting data on click-through rates, conversion, and engagement
enable assessment of actual product interest prior to its full market launch,
significantly reducing investment risks [2, p. 12].

The central objective of digital marketing instruments in the context of
demand validation is the identification of emotional and behavioral consumer
responses to a product, which enables not only adjustment of the marketing strategy
but also adaptation of the product itself to market expectations, forming the
foundation for subsequent startup scaling in a competitive environment.

The intensification of innovative enterprise activity is accompanied by a
growing role for venture financing as a key source of startup support. Venture funds,
corporate venture capital, business angels, and other private investors form an
investment environment within which innovative projects are selected and scaled.
At the same time, despite the availability of financial resources, startup
implementation remains associated with a high level of risk, driven by economic,
organizational, informational, and marketing factors. In this context, digital demand
validation acquires particular significance as a risk minimization instrument at the
early stages of startup development. In practice, however, startup promotion is not
always successful, which necessitates a systematic analysis of the causes of startup
failure (Table 1).

Table 1

Causes of unsuccessful startup implementation (based on T. Eisenmann)

Problem Name Description

Misreading market demand signals: initial positive experience may be
used as a basis for scaling, yet it fails to reflect the needs of core
customers. The necessity of refining the product and educating clients
generates additional costs, which may result in the commercial failure
of the project.

2. "The Speed Trap" | Rapid growth of an innovative enterprise facilitates market capture;
however, investors often encourage further expansion. Rising costs,
shifts in pricing policy, and intensifying competition reduce financial
stability, which may lead to a contraction of investment support.

1. "False-Positive
Results"
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Startup development is negatively affected by limited financial
3. "The Need for | resources and insufficient managerial competencies, particularly the
Support" absence of project management experience and investment program
implementation skills.
Building partnerships with clients, investors, and other market
participants requires additional organizational and technical measures
and the introduction of new technologies. The absence of a clear action
plan and adequate institutional support increases the risk of startup

4. "The Cascade of
Difficulties"

failure.
Source: compiled by the author independently

As can be seen, the digitalization of the economy drives a transformation in
approaches to forming and implementing startup marketing strategies, wherein the
integration of digital marketing instruments into the demand validation process plays
a central role. The growth hacking concept, based on the combination of creativity,
technology, and analytics, enables startups to conduct rapid hypothesis testing and
make well-grounded decisions regarding further product development under
conditions of limited resources. This approach ensures not only the optimization of
marketing expenditures but also improved accuracy in identifying market
opportunities, which directly contributes to reducing startup launch risks.

The development of digital technologies determines the transformation of
startup marketing toward customer-oriented models grounded in systematic
management of consumer interactions. In this environment, digital marketing fulfills
not only a communicative but also an analytical function, enabling the collection,
processing, and interpretation of data for comprehensive market research. This
allows for the assessment of market conditions and the formation of well-grounded
strategic development benchmarks, which in turn creates the prerequisites for
integrating digital demand validation instruments into managerial decision-making
processes. The use of data-driven approaches enables not only the identification of
consumer behavioral and emotional characteristics but also the phased testing of the
value proposition, communication channels, and product monetization models. This
approach improves the accuracy of startup market potential assessment, enables

timely identification of mismatches between the product and target audience needs,
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and reduces the risks of inefficient resource utilization at the scaling stage, which is
especially critical under conditions of limited access to investment and high
competitive dynamics.

Conclusions. The present study has established that, in the context of the
digital transformation of the economy, the startup launch process is characterized by
a high degree of uncertainty, necessitating the application of preliminary demand
validation instruments at the early stages of startup development. It has been
determined that digital demand validation relies on the use of consumer digital
footprints, data analytics, and digital marketing tools, which enable audience
segmentation, value proposition testing, and assessment of market response to a
product.

The study demonstrates that the integration of growth hacking, lean startup,
and data-driven management approaches creates the conditions for improving the
quality of managerial decisions and minimizing the risk of a product-market
mismatch. It is established that the application of digital marketing instruments,
specifically social media, targeted advertising, information and analytics platforms,
and influencer marketing, enables phased demand testing and forms an empirical
foundation for startup scaling.

It is substantiated that the primary causes of startup failure are associated with
the absence or insufficient effectiveness of demand validation, specifically
misinterpretation of market signals, premature scaling, resource constraints, and
insufficient managerial competencies. It is determined that the implementation of
digital marketing strategies oriented toward systematic consumer behavior analysis
enables a reduction in the impact of these risks and improves the operational
effectiveness of startups in a competitive environment.

Directions for further research should focus on the development of integrated
digital demand validation models incorporating artificial intelligence technologies,

the refinement of methodological approaches to evaluating the effectiveness of
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marketing instruments within startup ecosystems, and the examination of the
influence of digital strategies on the effectiveness of invest

Thanks. None.
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