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Artykut poswigcony jest problematyce wykorzystania narzedzi internetowych przez
technologiczne mig¢dzynarodowe korporacje do realizacji celow marketingowych. Gloéwne
tendencje w dziedzinie marketingu internetowego, ktore sa charakterystyczne dla TNK
technologicznych, sa badane i specyfika wykorzystaniu $rodkéw internetowych w tej sferze
dziatalnosci sg ujawniane. Z badania wynika, ze inwestycje z zakresu marketingu internetowego
zwigkszaja efektywnos¢ dziatan marketingowych TNK technologicznych poprzez wykorzystanie
dobrodziejstw odpowiednich narzedzi komunikacyjnych. Udowodniono, ze wykorzystanie
narzgdzi marketingu internetowego przez migdzynarodowe korporacje w obszarze technologii
informatycznych ma swoja specyfike, co wyrdznia je na tle innych dziedzin biznesu.

Ten artykul rozwaza budowg teoretyczne procesOw zarzadzania marketingu
internetowego w nowoczesnym $rodowisku informacyjnym. Proponowane sa podejscia do
zarzadzania marketingiem internetowym w zaleznosci od rodzaju oferowanego produktu.
Usystematyzowane podejscie do zarzadzania mediami cyfrowymi. Zasady komunikacji w sieci
zgodnie z dziataniami docelowych uzytkownikoéw sa opisane. Okreslono wskazniki efektywnosci
i skutecznos$ci komunikacji marketingowej w Internecie, cechy ich kalkulacji oraz analityczne
podejscie do interpretacji wynikow i dalszego stosowania odpowiednich wnioskow dotyczacych
ich zarzadzania. Problem pomiaru efektywnosci marketingu cyfrowego wiaze si¢ z pojeciem
wspolczynnik konwersji, czyli fakt, ze porusza publiczno$¢ z odwiedzajacych witryne do
kategorii potencjalnych konsumentéw i wizualizacje etapy sukcesu procesu konwersji (zwany
réwniez lejka konwersji).

Wskazuje sie, ze stala analiza konkurencji powinna mie¢ na celu ocene ilosciowych i
jakosciowych wskaznikéw odpowiednich kanaldéw, udanych i nieudanych elementoéw lub dziatan.
Opisano klasyfikacj¢ réznych typow kampanii reklamowych. W zaleznosci od rodzaju kampanii
reklamowej nalezy wybrac strategie promocji.

Stowa kluczowe: inwestycje, marketing internetowy, $rodki marketingu internetowego,
promocja w Internecie, TNK, technologie.
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Abstract. The article is devoted to the problem of using Internet tools by technological
multinational corporations in order to achieve marketing goals. The main tendencies of the
sphere of Internet marketing, which are characteristic for technological TNCs, are investigated
and the specifics of the use of Internet means in this sphere of business are revealed. It is noted
that using digital helps to build effective reach of TA that cannot be covered by TV. The author
emphasizes that is important to use effective channel split for digital activity. Recommendations
on implementation digital marketing in media strategy are developed.

In this article considered theoretical construction of Internet marketing management
processes in the modern information environment. Approaches to Internet marketing
management depending on the type of product are offered. Systematized approaches to the
management of digital communication tools. The principles of communication in the network in
accordance with the target actions of users are described. The indicators of efficiency and
effectiveness of marketing communications on the Internet, features of their calculation and
analytical approaches to the interpretation of results and further application of relevant
management conclusions are determined on the basis. The problem of measurement the
effectiveness of digital marketing is connected with the concept of the conversion rate, that is, the
fact of the transition of the audience from visitors to the category of potential consumers and the
visualization of success stages of the conversion process (also called conversion funnel). It is
indicated that a permanent competitive analysis should be aimed at assessing the quantitative and
qualitative indicators of the relevant channels, successful and unsuccessful elements or activities.
The classification of adv campaigns types is described. Defying on this different types of adv
campaign should be chosen.

Keywords: digital marketing, digital strategy, internet advertising, cross-channel
planning, target audience reach.
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AHoTanisi. CrarTio NPUCBAYEHO MNPOOJIEMi BHUKOPUCTAHHSA IHCTPYMEHTIB MEpPEKi
[HTepHET TEXHOJOTIYHUMH TPAHCHALIOHAIBHUMU KOPIOPALSIMH 3 METOK  JOCSTHEHHS
MapKeTHHTOBUX MiJied. JOCHiKeHO OCHOBHI TeHAEHIIl cdepu iHTEpHET-MapKETHHTY, IO
xapakTepHi 1 texHosorigaux THK Ta poskputo crenudixy BuKoprcTaHHS 3ac00iB [HTEpHETY
B jAaHiil cdepi GizHecy. JlocnikeHHS HOBOANTD, IO IHBECTHULIT y cepy iHTepHET-MapKETHHTY
MiIBUINYIOTh €(EeKTHUBHICTH MapKEeTHHIOBOi AissibHOCTI TexHojorivnnx THK 3a paxyHok
BUKOPHCTAHHS TepeBar BiJIOBIIHMX IHCTPYMEHTIB KOMyHikauii. JoBeaeHo, 1110 BUKOPUCTaHHS
3ac00iB IHTEPHET-MAapKETUHTy TPaHCHAI[IOHAIBHUMH KopropauisMu cdepu iHpopMaLiitHuX
TEXHOJIOTI# Mae CBOIO crienudiky, 110 BiApi3Hse ii Bif iHIMX chep OizHecy.

VY wmiif crarti po3riSHYTO TEOPETHYHY MOOYIOBY IPOLECIB YNpaBIiHHS IHTEPHET-
MapKeTHHTOM y Cy4acHOMY iH(OpMaIiifHOMy cepeloBHINi. 3alpollOHOBAaHO MiIXOAUA 10
YIPaBIIiHHS iHTEPHET-MapPKETHHIOM 3aJIeXKHO BiJl THITY NpoAyKTy. CHCTEeMaTH30BaHi HiIXOIH A0
ynpaBiiHHA nAGPOBUMH 3acobamMu KoMyHikaril. OmHrcaHO NPUHIWIN KOMYHIKAaIlil B Mepexi
BINOBITHO JO UUTHOBUX Jif KOPHUCTYBauiB. BuU3HaueHO TOKAa3HWKH EQEKTHBHOCTI Ta
Pe3yIBTATUBHOCTI MapKETHHTOBUX KOMYHIKaliii B [HTepHeTi, 0COOMMBOCTI iX pO3paxyHKy Ta
AHANITHYHI MAXOAHW IO IHTEpIIpeTalii pe3yibTaTiB Ta IMOAAIBIIOrO 3aCTOCYBAHHS BiJIMOBITHIX
BHUCHOBKIB II[0JJ0 yNpaBiiHHSA HuMH. [IpoGiiema BuMiproBaHHS e(QEeKTHBHOCTI HU(BPOBOro
MapKeTHHIY TOB'S3aHa 3 KOHIICMIEI0 KoedimieHTa KOHBEpCil, TOOTO (aKTOM Mepexory
ayauTopii BiJ BiABiAyBauiB CalTy 10 Kareropii MOTEHIHHMX CHOXHBAYIB Ta Bi3yali3alli€ro
eTamiB yCHIIIHOCTI KOHBEPCIIHOro mpouecy (Tako) Ha3MBAETHCS BOPOHKOKO IEPETBOPEHHS).
Bkasyerbcs, 110 mOCTiiiHMIT aHalli3 KOHKypeHIii NMOBHHEH OyTH CIpSMOBAaHUII Ha OLIHKY
KUTBbKICHUX Ta SKICHUX MMOKAa3HHKIB BiIIOBITHMX KaHAJIB, YCIIIIHUX Ta HEBAAIUX CICMEHTIB UM
BHIB AisLTbHOCTI. OmcaHa Kiracu@ikallis pi3sHUX THITIB PeKJIaMHHUX KaMITaHii. B 3anexxHOCTI Big
THUIIB PEKJIAMHOI KaMIIaHii, CJIil BUOpaTH CTpATeTito MPOCYBaHHSI.

Kaiouosi ciioBa: iHBecTHIIIT, IHTEpPHET-MApKETHHT, 3aCO0M IHTEpHET-MapKETHHTY,
npocyBanHs B Mepexi [nrepuer, THK, Texnomnorii.

Formulation of the problem. In the current state of development of international
economic relations, which are characterized by a high level of competition, there is a
need to find ways to optimize the business processes of multinational corporations and
the introduction of innovative technologies.

During the creation and emergence of transnationalization, corporations became
leaders in certain areas because they were either the first to enter a foreign market or had
goods that no one had encountered before. At the same time, the available capital
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allowed TNCs to promote the product to the target audience using various
communication channels: television, outdoor advertising, press, etc., which have a high
efficiency of audience coverage and a significant price threshold, which eliminates
potential competitors. But the deepening of scientific and technological progress and the
emergence of many cheaper means of communication with the Internet audience have
increased the level of competitive threat to multinational corporations, forcing them to
make changes to the standard marketing strategy of the firm, expanding its strategy in
Internet marketing. The use of Internet marketing tools has become especially relevant
for multinational technology corporations, where there is a high probability of smaller
companies with an innovative idea and sufficient investment in its implementation,
which in combination with a wide range of Internet promotion tools and their relatively
low cost pose a threat. for technological TNCs that adhere to the classic line of
communication and do not optimize business processes in accordance with the new
requirements of the environment.

Today, competitiveness is described not only by the availability of a product that
meets consumer demand, but also there is a need to move to the Fourth Industrial
Revolution in the re-equipment of the entire production complex to environmentally
friendly and cost-effective technologies, machinery and equipment. As a result, the
value and importance of virtual business, the use of Internet marketing to promote their
own products, intellectual property tools in terms of the most profitable and least risky
investments. It should be noted that corporations from the USA, China, Germany and
France remain high-tech TNCs. The success of companies is based on rapid change and
transformation to the conditions of nanotechnological progress, inclusive development,
improvement of society with three components of sustainable development.

Analysis of recent research and publications. Many domestic and foreign
scientists such as Dodson |. (Dodson 1., 2016, p. 41), Uspensky |.V. were engaged in
research of features of use of means of Internet marketing of high-tech TNCs. (Uspensky
1.V., 2003, p. 193), Kingston S. (Kingston S., 2016, p. 23), Pavlenko A. (Pavlenko A.F.,
2005, p. 43), M. Oklander (Oklander) M.A., 2015, pp. 362-371), and others.

Setting objectives. The purpose of this article is to study modern theoretical
developments in the field of Internet marketing and on this basis to systematize the tools
of Internet marketing, taking into account the peculiarities of their use by technological
TNCs.

Presentation of the main material. In modern conditions, technological TNCs
increasingly occupy the first places in the world rankings of development and
contribution to the innovative economy, the inclusiveness of its development.

Fluctuations in the global financial market give the impetus to TNCs to carefully
study the current global environment, taking into account all its elements.

In this context, the global environment of TNCs and other international
investment entities is not isolated, but consists of a set of elements that are
interconnected. There are problems and risks faced by TNCs: the development of the
global media space, competitive intercivilizational clash, intellectual and spiritual
aggression, restrictions on national sovereignty, the breakdown of the world order based
on the principles of non-interference in international law, the UN Charter.

Pavlenko, Voychak and Priymak characterize globalization, which is obviously a
phenomenon of the XX and XXI centuries, in the broadest sense as a process that brings
civilization to a higher level of development with the systematic internationalization of
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conditions and spheres of human life. It includes political, economic, social,
environmental, scientific, technical and other components, and therefore has a
comprehensive comprehensive nature (Pavlenko A.F., 2005, p. 21).

Multinational corporations have begun to change their corporate strategy, which
aims to support environmental protection, the use of new methods in marketing and
positioning of their products and services, especially Internet marketing. In general,
there are many approaches to the definition of TNCs, but the most common is the
definition of the Code of Conduct for TNCs (Rudenko-Sudareva L., 2010, pp. 271-296).

According to paragraph 1 (a) of the draft Code of Conduct for Transnational
Corporations, TNCs are defined as enterprises regardless of ownership, which have
divisions in two or more countries and pursue a coherent policy through one or more
management centers and their divisions share resources and share solidarity.
responsibility (Rogach Ol, 2005, p. 718).

The share of TNCs' information and communication technologies in international
production has increased over the past five years. Between 2010 and 2015, the number
of technology companies doubled. In turn, the assets of TNCs in the field of e-
commerce, Internet platforms increased by 65%, operating income and the number of
employees increased by about 30% compared to the stable performance of other
companies (World investment report, 2015).

UNCTAD experts emphasize that a comprehensive digital strategy will be
developed in each country, which will include investment in digital infrastructure,
technology companies and the adoption of information legislation. Attracting investment
in local digital content and services through regional cooperation, the creation of
technology, innovation centers, incubators, e-government services is crucial to
accelerate digital development (World investment report, 2015).

The main evidence of increasing innovation and technological development of
host countries is the indicator of education expenditures,% of GDP (government
expenditure on education, total (% of GDP)) (Fig. 1).

The dynamics of this indicator proves that countries try to invest as much
financial resources as possible in the development of human capital, innovation,
technology, research and development.

BuTpaTH Ha OCBITY 3arabHi y ceiTi, % Big BBEII
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Fig. 1 Expenditures on education total in the world,% of GDP
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Source: compiled by the author on the basis of the World Bank Database (2020).
URL.: https://data.worldbank.org/indicator

Internet tools and technologies are increasingly enabling corporations to be leaders in
the lists of well-known official publications and to be the main donors of large investment
flows. For example, according to Fortune 500 magazine, in 2019 the largest technology
corporations were: Walmart, Sinopec Group, Royal Dutch Shell, China National Petroleum,
State Grid, Saudi Aramco, BP, Exxon Mobil, Volkswagen and Toyota Motor (Table 1).

Table 1
High-tech TNC leaders according to Fortune 500
. Home Revenue, ..

Ne [ Name of the corporation country billion USD Activity
1 Walmart USA 514 Wholesale
2 Sinopec Group China 415 Oil refining

Netherlands, G
3 Royal Dutch Shell Great Britain 397 Oil refining

4 | China National Petroleum China 393 Oil refining
5 State Grid China 387 Energy
6 Saudi Aramco Saudi Arabia 356 Energy
7 BP Great Britain 304 Oil refining
8 Exxon Mobil USA 290 Oil refining
9 Volkswagen Germany 278 Automotive
10 Toyota Motor Japan 273 Automotive

Source: compiled by the author based on https://fortune.com/global500/

However, high-tech TNCs use various means of Internet marketing to promote
their services and sell goods.

The emergence and development of the Internet have added a number of tools, one of
the functions of which is the creation and promotion of electronic resources of the enterprise;
formation of a unique image in the electronic space; expansion of markets; attracting new
consumers, etc. The central element of IT-based marketing communications is an electronic
resource, so it is important to promote it, the successful implementation of which depends on
the effectiveness of all business activities on the Internet.

The discovered properties of the World Wide Web strongly change the traditional
views on the communication process and require companies to solve specific problems
in the field of interactive promotion tools. If before the elements of communication were
often considered as separate activities, the modern concept of marketing provides
integration to the extent necessary for success (Kapustina LM, 2015, p. 102).

According to the American Association of Advertising Agencies, integrated
marketing communication is a concept of marketing communication planning related to
the need to assess the strategic role of certain areas (advertising, sales promotion, PR,
personal sales, etc.), finding the optimal combination to ensure clarity, consistency and
maximizing the impact of communication programs through the integration of all
individual appeals (Ungler R., 2011, p. 336).

Earlier it was noted that Internet marketing communications are similar to
traditional ones in the following parameters: in the presence of the object and subject of
communication influence, in the universality of means of information transmission. At
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the same time, Internet communications contain striking differences: the communication
impact is clearly personalized; The Internet audience is much easier to identify, which
eliminates the need for expensive and inaccurate evaluation mechanisms.

Based on this, marketing communications on the Internet require the development
of a separate step-by-step planning procedure, which takes into account the identified
differences and allows to achieve the desired marketing communication effect. In Fig.2.
presents a structural and logical scheme of formation of integrated marketing
communications based on Internet technologies, which provides for four stages of
management, each of which is mandatory for implementation and is carried out based on

the projected effect of the selected means of promotion.
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Fig. 2. Structural and logical scheme of marketing communications management on
the Internet. Source: formed by the author for (Pavlenko AF, 2005, p. 77; Oklander MA,
2015, p. 185; Rudenko-Sudareva L., 2010, p. 23; Rogach Ol, 2005, pp. 21-33).

The first stage of management is planning the company's marketing
communications on the Internet. At this stage, based on the company's mission and
goals in the market, the analysis of macro-marketing factors of the environment - from
political and legal to socio-cultural, which allows to identify market trends and
industries that generally affect the company's activities on the Internet, in particular his
communication policy. Market analysis involves determining the type, nature and level
of demand for products in the electronic environment, the size and capacity of the
Internet market, competition in its segments and their attractiveness, growth,
profitability and competitiveness of goods and electronic resources in the selected
market (Volp M., 2013, Electronic resource).

The results of the situational analysis at the planning stage clarify the strengths
and weaknesses of the enterprise in the electronic space, the threats and opportunities for
its economic success. The form of entrepreneurial activity on the Internet, the industry in
which the enterprise operates, as well as possible obstacles to the integration of business
into the electronic space are taken into account.

It is important that at this stage, a company that is just planning to enter the
electronic environment, is determined by the basic form of business on the Internet. The
readiness of the company and partners for network integration and business opportunities
in the electronic environment is taken into account. The company must have good reasons
to expand market activities to the limits of e-business. The following reasons may be:

- increasing competition in the physical market;

- active use of IT by competitors, consumers and partners;

- the need to find new markets, access to a new segment of consumers who use
the Internet to search and purchase goods;

- the desire to increase sales to existing customers or reduce costs and time for the
transaction, etc.

For companies that operate only on the Internet, the network is only an integrated
marketing channel, where both products and services are promoted and sold. On the
Internet, they can be guided by the following goals:

- implementation of retail trade on the Internet;

- making a profit from intermediary activities (selection of business partners, help
and support for working on the Internet, building a web community).

One of the aspects of planning marketing communications on the Internet is to
determine the strategy of market coverage and segmentation. The use of IT may involve
the coverage of completely different market segments or even markets that do not
intersect with the work of the enterprise in the traditional market.

On the Internet, determining the budget for communications depends mainly on the
time and method of buying space on the site. Currently there are: payment per thousand
impressions (CPM - cost per mille) or payment for the number of clicks (CPC - cost per
click), where CTR (click / through ratio) - media response; cost per view (CPV); cost per
action (CPA) or cost per transaction (CPT) (Volp M., 2013, electronic resource). Their
choice is also subject to the goals of the campaign on the Internet (Fig. 3).

Much of the statistical information used for analytics in Internet marketing has a
set of metrics, or performance indicators. The main metrics used in determining the
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effectiveness of Internet marketing are as follows (Kapustyna L. M., Mosunov I. D.,
2015, P. 88): 1. CTR (Click through Rate) or clickability of materials. Allows you to
determine how many people are interested in the message and clicked on it, or in
general, followed a certain link. CTR = number of clicks (conversions) / number of
impressions x 100%. According to this indicator, it is convenient to rank traffic
resources from media advertising, popular elements. 2. CPC (Cost per Click) or cost per
click. Allows you to determine what costs the company has incurred per contact, ie per
click. This indicator can also be used to judge the effectiveness of the tool used. CPC =
cost of advertising (individual campaign) / number of clicks.

Demonstration of Go to the site by Customers
clicking
a frame message \‘ /
Calls
CPM CPC CPA CPs
—
CPC/ICPM=CTR Order + Additional
Information

Fig .3. Pricing model of communications on the Internet.
Source: generated by the author

If we consider the forms of payment, then along with the CPC indicator, you can
also find the CPM indicator. CPM (Cost per Mille) is a quantitative indicator that means
a fixed payment per thousand ad impressions. This takes into account and summarizes
each impression, but the user clicks on the ad and whether to go to the link to the site of
the advertiser - there are no guarantees. When choosing a method of payment for
impressions, you should take into account the activity of the resource's audience. The
more active users are, the more often they see the same ad, so the money is spent faster
and the less audience there is. Some sites offer to limit the number of ad / banner
impressions per user. This value reflects the FR (Frequency rate) - the frequency of
impressions to a single unique visitor. It is also necessary to consider the possibility of
demonstrating advertising only in front of the target audience, having previously studied
the attendance of the site. If the site provides the ability to collect data about visitors (for
example, gender, age, occupation, geography at the time of registration), the advertiser
can specify the parameters by which his advertising will be displayed only to the most
promising visitors. This means that the budget will be spent more rationally. 1. CPA or
cost of the target action. In this case, you can estimate how much advertising costs per
one, selected, targeted action of the user. CPA = cost of advertising (individual
campaign) / number of targeted actions. 2. CPS or sales value. Allows you to determine
how much was spent on a certain number of sales, or what the result is during a
particular tool. CPS = advertising costs (separate campaign) / number of sales. 3. CAC -
the cost of customer involvement (Cost of Customer Acquisition). CAC = advertising
costs (separate campaign) / number of new customers.

When choosing one of these payment options should take into account the following:

- a minimum response rate of 0.5-1% is sufficient to pay for the transition. If this
number is lower, the advertising space has the right to suspend the display;
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- Payment for impressions does not always require a targeting system (sample)
and a good system of advertising statistics. This determines the feasibility of trial
placement for a certain period (day, week, month).

When determining the placement time, you need to analyze the core audience of the
web resource, which serves as an advertising platform, and determine the frequency of
return of customers to the site. If the core of the audience is 70-80% of visitors, then such
a resource is optimal to place ads for a shorter time - a week or a month. If the core of the
audience is less than 30-40% of visitors, the advertising appeal can be placed for three
months. That is, on an electronic resource with little involvement of new visitors to place a
marketing communication appeal for a long time is impractical (Dodson 1., 2016, p. 21).

Currently, the main indicators by which to choose a particular media (according
to the same parameters determine the most effective channels and media for different
media) are as follows (Dodson 1., 2016, p. 21):

- Rating total - rating of the population as a whole (percentage ratio between the
audience of the media and the population as a whole),%;

- Rating target - rating of the target audience (percentage ratio between the
audience of the media carrier and the target audience of communication),%;

- Affinity, (Index T / U) - index of correspondence (percentage ratio between the
rating of the target audience and the rating of the population as a whole),%;

- Cost Per Rating Point (CPP) - the cost of informing 1% of the media audience, $;

- Cost Per Thousand (CPT) - the cost of informing thousands of units of the
audience of a particular medium, $.

Orientation during media planning to only one of these indicators without taking
into account the complex impact of media parameters can lead to the loss of part of the
budget for communications and make it impossible to achieve the planned goals. When
evaluating the media plan, it is advisable to resort to combined indicators that take into
account the complex nature of the impact of different media and tools, among them
(Rudenko-Sudareva L., 2010, pp. 271-296):

- Frequency (frequency) - an indicator of the average number of contacts of one
person with the means of communication for a certain period of time;

- Cover or Reach (coverage) - the rate of contact with the audience (the proportion
of people who have at least once had contact with the means of communication),%;

- Gross Rating Point (GRP, aggregate rating) - an indicator of the sum of ratings
in all means of communication of interest to the advertiser, 100%.

Al these indicators are designed for a certain period of time and make it possible to
more quickly assess the ratio of the level of costs and efficiency of media in general. Such an
assessment is evidence of the rational use of funds and only indirectly reflects the effectiveness
of promotion tools. Carrying out a large-scale communication campaign requires considerable
investment, so it is natural that any company wants to know how to evaluate the result of
money spent on promotion and the effectiveness of each promotional tool involved.

Conclusions. Thus, the analysis of the parameters of evaluating the effectiveness of
marketing communications on the Internet allows us to draw the following conclusions:

- evaluating the effectiveness of Internet promotion tools is based on the same
indicators as traditional media: the analysis of the impact of communication, analysis of
the effectiveness of media planning and commercial effectiveness of promotion;

- all promotion tools, both traditional and based on Internet technologies, are
universal and suitable for any communication campaigns;
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- in contrast to traditional carriers of marketing communications, communication
on the Internet is clearly personalized, which allows individual assessment of the
reaction of the target consumer;

The central element of communications on the Internet is the electronic resource
of the enterprise, one of the main indicators of its effectiveness is attendance. The task
of other means of promotion is to ensure the transition to the site. Additional indicators
of an effective electronic resource are regular repeated visits of users, the depth of
interest, expressed by the time spent on the site, the number of pages viewed, the actions
of target consumers, etc.

With the development of information technology and the advent of the Internet,
the traditional promotion complex has acquired new qualities, new communication tools
have appeared and developed, unique to the electronic environment (search engines,
hyperactive links, contextual advertising, discussion letters, etc.). This, in turn, sets the
task of studying the current techniques and methods of evaluating marketing
communications and the possibility of their application to the Internet.

Promising areas of research in the direction of the importance of harmonizing the goals,
objectives and objectives at different levels of the company in relation to key
performance indicators of marketing campaigns are as follows: development of
industry or regional indicators for external analysis of digital communication actions
of competitors; specifics of A / B testing, its methodology in relation to different
channels and tools; assessment of activity to identify and perform marketing tasks in
the digital dimension.
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3ACOBH IHTEPHET-MAPKETHUHT'Y BEJIMKAX KOPIIOPAIIIA

IMocranoBka mpo6jemMu. B paMkax cydacHOTO CTaHy PO3BHTKY MiKHAPOIHUX
E€KOHOMIYHHX BiJIHOCHH, SIKi XapaKTepU3yIOThCSI BUCOKUM PiBHEM KOHKYPEHIlii, BAHUKAE
HEOOXIIHICTh TMOIIYKY IUISXiB ONTUMI3allii Oi3HEC-IPOIEeCiB TpaHCHAIIOHATBHUX
KOPIIOpaIliid Ta BIPOBAKEHHS IHHOBAIIIHUX TEXHOJIOT 1.

[lin gac cTBOpeHHS Ta 3apoOPKEHHS TpPaHCHAIIOHANI3aMmii KOpHopamii cTaBaiu
JiziepaMu B IEBHUX cdepax, ToMY 1o Oyiu abo MepiurMu, XTO BUXOIUB Ha 3apyOiKHHN
puHOK a00 Manu TOBapH, sIKi HIXTO JIO0 I[bOTO Hacy He 3yctpivaB. [Ipu npomy, HassBHUIH
kamitan go3BonsiB THK mpocyBatu ToBap m0 HiTbOBOI ayAaWTOpii 3 BUKOPHUCTAHHSIM
pI3HUX KaHaNliB KOMYyHiKalii: Tene0aueHHs, 30BHIIIHS pekiama, mpecca Ta iH., IO
MalOThb BHCOKY €(QEKTHBHICTb OXOIUJICHHS ayAWTOpii Ta 3HAYHUA LIHOBUH MOPIr
BXOJ/DKEHHSI, IO BIJICIIOE TOTEHIIMHUX KOHKYPEHTIB. AJie TOTIMONEHHS HayKOBO-
TEXHIYHOTO TPOrpecy Ta IMosiBa OaraTboxX OUIBII JleNIeBHX 3aco0iB KOMYyHIKallii 3
IHTEpHET-ayIUTOPI€I0 TiJBUIIMIA PiBeHb KOHKYPEHTHOI 3arpo3H TpaHCHAIiOHAIbHUM
KOpHOpAIisiM, 3MyIIYIOUH iX BHOCHTH 3MiHH B CTaHIApTHY MAapKETHHIOBY CTPATETiIO
¢ipmu, posmmproroun ii crparerieto 'y cdepi iHTepHeT-mMapkeTtuHry. OcobamuBoi
AKTYaJIbHOCTI BUKOPUCTAHHS 3ac00iB IHTEpHET-MapKETHHTY HaOyJI0 /ISl TEXHOJIOTTYHIX
TpPaHCHAIIOHATILHUX KOpIopaliii, B chepi SKUX 3HAUYHA WMOBIPHICTH TMOSBH MEHIINX
KOMIIAHIA 3 IHHOBAIIMHOI 1J€€I0 Ta JOCTATHHOK KIJIBKICTIO 1HBECTHIIN Ha il
peaizaliro, o B TMOEJIHAHHI 3 IIMPOKHM CIIEKTPOM 3acO0iB MPOCYBaHHS B MEPEXi
[HTEepHeT Ta iX BIIHOCHOK HU3BKOIO IIIHOIO CTBOPIOIOTH 3arpo3y Ul TEXHOJOTTYHHX
THK, mo npuTpuMyroThCS KIaCHYHOI JiHIT KOMYHIKaIlii Ta He ONTHMIi3ylOTh Oi3Hec-
MPOLIECH BiAMOBIHO 10 HOBUX BHMOT CEPEIOBHINIA.

Ha chorogHi, KOHKYpPEHTOCIIPOMOKHICTb OIUCYETHCS HE TIJIBKU 32 JOMOMOTOI0
HasBHOCTI NEBHOTO TOBapy, SKHH 3aJOBOJIbHSE IONMUT CIIOKMBAdiB, ajie 1 BHUHUKAE
notpeba y nmepexoai 10 YeTBepToi MPOMUCIOBOI PEBOMIOLIT B MEXax MEepPeOCHAIIEHHS
BCHOI'0 BHPOOHHUYOIO KOMILIEKCY HA €KOJIOTIYHO Oe3MedHi Ta €KOHOMIYHO e(eKTHBHI
TEXHOJIOTI], MAalllMHA Ta yCTaTKyBaHHs. B pe3ynbrari, HaOyBalOTh IIHHOCTI Ta Baru
BipTyanpHHH Oi3HEC, BUKOPHCTaHHS I[HTEpHET-MapKeTHHTY 3 METOI0 HPOCYBaHHS
BJIACHUX TOBApiB, IHCTPYMEHTH IHTENEKTYyallbHOI BJIACHOCTI B pO3pi3i HAHOIIBII
JOXIAHMX Ta  HaWMEHII  PU3MKOBUX  iHBecTHmin. Ciig — 3ayBaXuTH, IO
BucokoTtexHonoriyanmMu THK 3anmmarotscst koprnopauii i3 CILIA, KHP, Himeuunnu ta
Opanuii. OTpuMaHHs ycIixy KOMIaHii 0a3yeThCsl Ha MIBUIKINA 3MiHI Ta TpaHchopmaii
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IO YMOB HaHOTEXHOJIOTIYHOTO TNPOTpecy, IiHKIIO3MBHOCTI PO3BUTKY, IOKpPAIICHHS
CYCHLUIBCTBA 3 JOTPUMAHHAM TPbOX CKJIAJOBUX CTaJOTO PO3BUTKY.

AHaJi3 ocTaHHix AochaimxkeHb i myOuaikamiii. {ocmimkeHHSIM 0COOMHMBOCTEH
BUKOPHUCTAHHS 3ac00iB iHTEpHET-MapKETHHTY BUcoKoTexHonoriunux THK 3aiimanucs
OaraTo BITUYM3HSHUX Ta 3apyOiKHMX BueHHX Takux sK: [Jomcon I. (Hoxacon 1., 2016, c.
41), Ycnencwekuii 1.B. (Yenencwknii 1.B, 2003, ¢. 193), Kiarcron C. (Kinrcton C., 2016,
c. 23), [laBnenko A. (IlaBnenko A.®D., 2005, c. 43), M. Oxnangep (Oxmangep M.A.,
2015, c. 362-371), Ta inmmi.

IlocranoBka 3aBaaHHs. MeTOl0 J[aHOi CTAaTTi € JOCHIDKEHHA CyYacHUX
TEOPETUYHUX PpO3POOOK y cdepi IHTCPHET-MAPKETUHTY Ta Ha Iii  OCHOBI
cucTeMaru3amisi 3aco0iB IHTEpHET-MapKEeTHHTY 3 ypaxXyBaHHSIM 0OcOOJIHMBOCTEH ix
BUKOpHCTaHHA TexHojoriuauMu THK.

BukianeHHss ocHOBHOro martepiaiay. B cywacHnx ymoBax TexHomoriuai THK
Bce Oinple 3aliMaroTh MeEpII Miclisi B CBITOBUX PEMTHUHrax PO3BUTKY Ta BKJIAAy IO
IHHOBAIIIMHOT €eKOHOMIKH, 1HKIJIFO3UBHOCTI 11 pO3BUTKY.

KonuBanns cBitoBoro ¢inancoBoro puHKy maroTh momrtoBx THK perenpHO
JOCTIDKYBaTH CydacHe TIJio0albHE CEpEIOBHINEG, BPaxXOBYIOUM aOCOJIIOTHO BCi HOTro
CIIEMEHTH.

Y mpomy KoOHTeKCTI TiobanpHe cepenoBuine QynkmionyBanHs THK Tta inmmx
Cy0’€eKTiB MIXKHAPOIHOTO iHBECTYBaHHS HE € 130JIbOBAHUM, a CKIIQJAETHCS 13 CYKYITHOCTI
CJIEMEHTIB, SIKi B3a€EMOIIOB’sI3aHi Mk c00010. BUHHMKaIOTh TIPOOIEMH Ta PUBKKH 3 IKUMH
ctukatotbesi  THK:  posBuTroxk  riobampHOTO  Mefdia-mpocTopy, KOHKYpPEHTHE
MDKIUBLTI3aIliifHe  3ITKHEHHS, IHTENEKTyallbHO-AyXOBHA  arpecis, OOMeKeHHS
HAI[lOHAJILHOTO CYBEPEHITETY, 37aM CBITOBOTO MOPSAAKY, 110 0a3yBaBCs Ha MPHUHLUIIAX
HEBTpYYaHHs Mi>kHapoHoro npasa, Ctatyti OOH.

[laBnenko, Boituak Ta [lpmiiMak XapakTepu3yrOTh TIIOOANI3AIlif0, KA BOYEBHUIb €
¢eromenom XX Ta XXI cTomiTh, Yy HaHOLIBII HIMPOKOMY PO3YMIHHI SIK TIPOLEC, IO
BUBOJIMTH IMBLII3aIliI0 HA BHUIIUKA PIBEHb PO3BUTKY 13 CUCTEMHOIO IHTEpPHAIIOHAJI3AIIIE0
YMOB 1 ctep JHOACHKOI KUTTEMISIIPHOCTI. BoHa BKimtOYae B ceOe MOMITHYHI, €KOHOMIYHi,
COIliaJIbHI, €KOJIOTIYHI, HAYKOBO-TEXHIYHI Ta iHII CKJIAJOBi, a BiTaK Ma€ KOMIUIEKCHUI
cyuiisHOOXOMmIor0umii Xapaktep (IlaBnenko A.®., 2005, ¢. 21).

TpaHcHamioHanbHI Kopmopamii moYand 3MiHIOBaTH BJIaCHY KOPHOPATUBHY
CTpaTerito, sKa HaliJleHa Ha MATPUMKY 3axXHCTy HaBKOJMIIHBOTO CEPEIOBHILIA,
BUKOPUCTAHHS HOBUX METOJIB y 30yTi Ta MO3UI[IOHYBaHHS BIIACHHX TOBAapiB Ta HAJaHHS
mociyr, oco0auBo I[uTepHeT-MapkeTunry. Bsarami mo Busnauenns THK e Gararo
MiaXxodiB, mpore Haibinpm momupeHnM € nedidinis 3 Kogexcy moeminkm THK
(Pynenxo-Cymapesa JI., 2010, c. 271-296).

BimnosinHo g0 m. 1 (a) mpoekry Kojekcy MOBENiHKK TpaHCHAI[IOHAILHUX
kopropauiii, THK Bu3Ha4yaroTbCs SIK MigNpHUEMCTBA HE3aJEXKHO BiJ (GOPMH BIACHOCTI,
SKI BOJOAIIOTH MiAPO3IiNaMH y ABOX 4M Ouiblle KpaiHax i NpOBaisiTh Y3TOMKEHY
MOJITHKY Yepe3 OJMH a0 KUTbKa KEPiBHUX LIEHTPIB 1 iXHI MiJPO3/IiH MalOTh CIUIbHI
pecypcu Ta HeCyTh coiiapHy BianoBiganeHicTh (Porau O.1., 2005, ¢. 718).

Yactka iHpopmManiiiaux ta xkoMmyHikauidaux Texnosnoridi THK y mixHapogHomy
BUPOOHHWITBI 30ijbIIMiIacs 3a OcTaHHI IsATh pokiB. Mix 2010 ta 2015 pokamu
KUTBKICTh TEXHOJIOTIUHMX KOMIIaHii mojBoinaca. B coro uepry, aktuBu THK y chepi
eJIeKTpoHHOI Komepuii, [HTepHeT-TIaTdopm 3pociu Ha 65%, omepauiiiHi AOXOIW Ta
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KUTBKICTh MpalliBHUKIB 30U1bmacs npubiau3no Ha 30% y mopiBHSAHHI 31 cTabIIBHUMU
TMoKa3HuKaMHu iHmIUX kommanii (World investment report, 2015).

Excriepru FOHKTA/] maromomryroTh, M0 B KOXHIA KpaiHi Oyae po3poOmstucs
BCEOXOIUTIOI0Ya IM(ppoBa cTpaTeris, sika mependadyaTuMe iHBECTYBaHHS B LUPPOBY
iH(GpacTpyKTypy, TEXHOJOTIYHI  KOMIIAHii Ta  TPUHAHATTI  iH(GOpMAIitHOTO
3aKOHO/ABCTBA. 3aJydeHHS 1HBECTHUIIIN y MicIeBHi mH(ppPOBUIA KOHTEHT Ta MOCIYTH 3a
JOTIOMOTOI0  PETiOHANBHOI KOOMepalii, CTBOPEHHS TEXHOJOTIYHUX, I1HHOBaLiHHUX
LEHTPIB, 1HKYOaTopiB, CIyKO E€IEKTPOHHOTO YNPAaBIiHHS Ma€ BUpIlIaJbHE 3HAYCHHS
TS TiprcKopeHHs nudpoBoro po3sutky (World investment report, 2015).

OCHOBHHM J0Ka30M 301TbLICHHS 1HHOBAlIfHOCTI Ta TEXHOJOTTYHOTO PO3BHUTKY
npuiMarounX KpaiH BHCTYIA€ MOKa3HUK BUTpaT Ha ocBiTy, % Big BBII (government
expenditure on education, total (% of GDP)) (puc.1).

JlnHaMika JaHOTO IIOKAa3HMKAa JOBOIUTH, IO KPaiHM HAMaralThCs SKOMOTa
Oinpie BKIAAaTH (PiHAHCOBI pecypcH y PO3BHTOK JIOJACHKOTO KamiTaly, iHHOBaIliH,
TEXHOJIOT1H, JOCIIKSHb Ta PO3POOOK.

BrTpaTn Ha oCBEITY 3araisHi y ceiti, % eig BBII
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Puc. 1 Butparu Ha ocBiTy 3arajbHi y cBiTti, % Bix BBII

Hocepeno:  cknaoeno asmopom Ha ocnosi World Bank Database (2020).
URL: https://data.worldbank.org/indicator

[HTepHeT-3ac00M Ta TEXHOJIOTIT BCEe OUIbIIE JNAIOTh MOMIIMBICTH KOPIIOpAIisiM
OyTH JligepaMHd y CIHUCKax BIJOMUX OQIMIHHUX BHIAHHIX Ta OYTH OCHOBHHMH
JIOHOpaMH BENMKHX MOTOKiB iHBecTuliil. Hanpukmnan, 3a nanumu >xypHaiy Fortune 500,
y 2019 porii HalOIIBIIMME TEXHOJIOTIYHUMH Kopriopatiismu Oynu: Walmart, Sinopec
Group, Royal Dutch Shell, China National Petroleum, State Grid, Saudi Aramco, BP,
Exxon Mobil, Volkswagen ta Toyota Motor (ta6m.1).

[Ipote, Bucokorexnonoriuni THK ans mpocyBaHHS cBOiX MOCIyr, MpoAaxy
TOBapiB BUKOPHCTOBYIOTh Pi3Hi 3ac00M [HTEpHET-MapKeTHHTY.

IlosBa i po3Burok IHTepHETYy nomamu WMWK A 1HCTPYMEHTIB, OJHHMH 3
(GYHKLIH SIKUX € CTBOPEHHS 1 MPOCYBaHHS EJIEKTPOHHOTO PECypCy MiJIpHUEMCTBA;
(OpMyBaHHS YHIKAJIBHOTO IMIIKY B €IIEKTPOHHOMY IIPOCTOPi; PO3IIHUPEHHS PHHKIB
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30yTy; 3alTydeHHS HOBHX CHOXKUBAYiB TOIIO. [[eHTpanbHUM €IeMEHTOM MapKETHHTOBUX
KoMyHiKarliit Ha ocHOBI IT € eeKkTpoHHMI pecypc, TOMY BaXKJIMBHM € HOTO MTPOCYBaHHS,
Bil ycmimHOi peamizamii fKOro 3aJeXUTh e(PEeKTUBHICTh YCi€i MiaAIPUEMHHUIIBKOL
TisTBHOCTI B [HTEpHETI.

Taoauns 1
Bucokorexnoaoriuni THK-ninepu 3a ganmmu Fortune 500
Ne | Ha3zpa xopnopauii Kpaina- Hoxin, mapa. Bun pisneHoCTI
0azyBaHHS poa.CIIIA
1 Walmart CIIA 514 OnToBa TOPTiBiIs
2 Sinopec Group KHP 415 Hadronepepobka
3 | Royal Dutch Shell Hinepnanmu, 397 Hadromnepepodka
Benuka bputanis
4 China National KHP 393 Hadromepepobka
Petroleum
5 State Grid KHP 387 Enepreruka
6 Saudi Aramco CaypniBcpKka ApaBist 356 Enepreruka
7 BP Benuka bpuranis 304 Hadronepepobka
8 Exxon Mobil CIIIA 290 Hadronepepobdka
9 Volkswagen Himevunna 278 ABTOMOO1ICOY,TyBaHHS
10 Toyota Motor Anownist 273 ABTOMOO1IEOYAyBaHHS

Ioicepeno: ckradeno asmopom na ocrosi https://fortune.com/global500/

Bussieni BractuBocTi CBITOBOI Mepeki CHIIBHO 3MIiHIOIOTh TPATUITIHAHI TOTIISIH
Ha TIpoIiec KOMYHIKaIlii 1 BUMararoyu BiJ KOMITaHId BHPIIICHHS KOHKPETHUX 3aBIaHb y
cdepi IHTEepaKTUBHUX IHCTPYMEHTIB NMPOCYBaHHS. SIKIIO paHillIe eIleMEHTH KOMYyHIKaIlii
4acTo pO3TJSAaNd SK OKpPeMi BUAM MAiSUIBHOCTI, Cy4acHa KOHIICMIIS MapKETHHTY
nependadae iHTErparifo aOCONOTHO HEOOXiTHOK MIpOK IS JIOCSATHEHHS YCIiXy
(Kamycrina JI.M., 2015, c. 102).

3a BH3Ha4YeHHSM AMEPHUKAaHCHKOI acomiamii peKIaMHHX areHIlii, iHTerpoBaHa
MapKEeTHHIOBa KOMYHIKAIIisl — I1¢ KOHIIEHIiS IIaHyBaHHS MapKeTHHIOBUX KOMYHIKAIIii,
MOB’si3aHa 3 HEOOXJHICTIO OI[IHIOBAHHS CTpAaTeriyHOi POl OKPEeMHUX HAampsMiB
(pexnamu, crTuMynmoBaHHS 30yTy, PR, oco0ucroro mpojaxy TOIIO), MOIIYKOM
OIITHUMAJIBLHOIO iX MO€IHaHHA 1)1 3a0€e3MeYeHHs YITKOCTI, ITOCIIII0BHOCTI 1 MaKCHUMI3alii
BIUTMBY KOMYHIKAIIHHUX MPOTrpaM 3a JIOTIOMOTOK IHTETpallii BCiX OKpEMHUX 3BEPHEHb
(Yurnep P., 2011, c. 336).

Panime Oyno 3a3HadeHoO, MO0 MapKETWHTOBI [HTEpHET-KOMyHIKallii CXOXi 3
TpaJAULIHHUMH 3a TaKUMH T[apaMeTpamMH: Yy HasBHOCTI 00’ekta 1 cy0’exTa
KOMYHIKAI[II{HOTO BILUIMBY, B YHIBEpCAILHOCTI 3ac00iB mepeadi inpopmariii. Bogrouac,
[HTepHeT-KOMyHIKalil MICTATh Y cO01 pa3iodi BiIMIHHOCTI: KOMYHIKaI[ifHUH BIUTUB
YiTKO TEepPCOHANI30BaHUH; [HTEpHET-ayqUTOPiI0 3HAYHO TNPOCTINlE BU3HAYHTH, IO
HIBEJIIOE HEOOXIAHICTh JOPOrMX Ta HETOYHMX MEXaHI3MiB OI[IHFOBAHHS.

Buxonsium 3 1pOTO, MapKETHHTOBI KOMYHikalii B IHTepHeTi BHMararmoTh
pO3po0IIeHHS OKpeMOoi TMOEeTanmHOi MpOoIeAypH IUIaHYBAaHHS, sSKa BPaxOBY€ BHUSBIECHI
BIIMIHHOCTI Ta JO3BOJISIE JOCATTH 0akaHOTO MAapPKETHHIOBOIO KOMYHIKAIiHHOTO
epexty. Ha puc.2. mnpencraBieHO CTPYKTYpHO-JIOTiYHY cxeMy (HhopMyBaHHS
IHTETPOBaHMX MAapKETHHIOBUX KOMYHIKAIlii Ha OCHOBI [HTepHET-TEXHOJIOTIH, IO
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nepeadayae YOTUPH CTaJii yIpaBIIiHHA, KOJKHA 3 SKHX € 000B’SI3KOBOIO IS peaiizamii
Ta 3IACHIOETHCA, BUXOISYH 3 IPOTHO30BAHOTO ePeKTy OOpaHUX 3ac00iB MPOCYBaHHS.
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Puc. 2. CtpykTypHO-TI0TiYHa cXeMa YIPaBITiHHS MAPKETUHTOBUME KOMYHIKAI[iSIMH B MEPExKi
Iareprer. Jlxepeno: chopmorano aBropom 3a (ITaBnenko A.D., 2005, ¢. 77; Oxnanmep M.A.,
2015, c. 185; Pynenko-Cymapesa JI., 2010, c. 23; Porau O.1,, 2005, ¢. 21-33)

[eprroro cTajiero ynpapIiHHS € TUIAHYBAHHS MapKETHHTOBUX KOMYHIKaIlii KOMITaHii
B IaTepreTi. Ha manomy etarri, BUXOIS9H 3 Micii Ta IiIel KOMITaHii Ha pUHKY, TIPOBOINTEHCS
aHayi3 MaKpO-MapKETHHIOBHX (DaKTOPIB 30BHIMIHHOTO CEPEAOBHINA — BiA IMOJITHKO-
MPaBOBUX JIO COLIOKYJIbTYPHHX, SKUi J03BOJISE BUSABUTH TCHICHIII PO3BHUTKY PUHKY Ta
rajys3i, siKi B I[JIOMY BIUIMBAIOTh i HA AiISUIBHICTh TianpueMcTBa B [HTepHETI, 30KpeMa Horo
KOMYHIKaIIifHy TONITKY. AHaNI3 pHHKY Tlepeadadae BU3HAUYCHHS THITY, XapaKTepy Ta PiBHSI
TMOITUTY Ha MPONIOHOBAHY MPOJYKIIIO B €ICKTPOHHOMY CEPEAOBHIII, BETMYMHY 1 MICTKOCTI
IHTEpHET PHHKY, KOHKYPEHIIIF0 HOr0 CErMEHTIB Ta iX MPUBAOJIMBOCTI, TEMITH 3POCTaHHS,
MPUOYTKOBOCTI Ta KOHKYPEHTO3[ATHOCTI TOBApiB i €JIEKTPOHHOTO PECypCy MiIAIPHEMCTBA
Ha obpanomy puHKY (Bomm M., 2013, enekTpoHHHI pecypc).

3a pe3ynbpTaTaMy CHUTYalliiHOTO aHaji3y Ha eTamli IJIaHyBaHHS 3’ SICOBYIOTHCS
CWIBbHI W C1a0Ki CTOPOHM IiJIPUEMCTBA B EIEKTPOHHOMY IIPOCTOpi, 3arpo3u i
MOXTHBOCTI HOro eKOHOMIYHOTO ycmixy. [{o yBaru 6epyThes dhopma IianmpHEMHAIBKOL
JisUTBHOCTI B Mepexi [HTepHeT, raiy3b, B AKii NpaIoe MiANPHEMCTBO, 8 TAKOK MOKITUBI
MEPEIIKO/I Ha IIIISAXY IHTerpallii 0i3HeCy B €JICKTPOHHUMA MTPOCTIp.

BaxxiBo, 1m0 Ha IIbOMY €Tari KOMITaHis, sika TUTBKH IUIAHY€E BHXiJ B €ICKTPOHHE
CEPEIOBHIIE, BU3HAYAETHCS 13 0a30BO0 (HOPMOIO ITiITPHEMHHIIBKOT JisSUTEHOCTI B MEPEKi
Inrepuer. lo yBarm OepeTbCs TOTOBHICTH KOMIIAHII Ta MAapTHEPIB 1O MEPEKEBOl
IHTEerparmii Ta MOMJIMBOCTEH peamizarii IiAMPHEMHUIIBKOI TisSUTBHOCTI B €JICKTPOHHOMY
cepenoBuIli. [TiIMpHEMCTBO TIOBMHHO MaTH BaroMi MPUYHHU ISl PO3IIMPEHHST PHHKOBOT
JUSUTBHOCTI IO MEXK €JICKTPOHHOTO Oi3Hecy. TakuMu MpUYMHAMH MOXKYTh OyTH:

—3pOCTaHHs KOHKYPEHIIii Ha (Ji3MYHOMY PUHKY;

— akTHBHE BUKOpHcTaHHs [T KOHKypeHTaMH, CIIOXKHBaYaMU Ta TApTHEPAMU;

—HEOOXiIHICTh TOIIYKY HOBHX pHUHKIB 30yTy, BUXOJYy Ha HOBHI CErMEHT
CTOXKHMBAaYiB, IKi KOPUCTYIOThCS [HTEpHETOM /IS TIOIIYKY Ta NpUAOaHHS TOBAPIB;

— IparHeHHs 30UTBIIMTA TPOAAKI HASBHUM KIi€HTaM a00 3HU3WUTH BUTPATH Ta
yac Ha 3JIHCHEHHS oIepartii i T. 1.

JIJis KoMITaHii, 110 MPAIoIOTh JIuiie B IHTEpHETI, MepeXka € JIMIIE iIHTETPOBAHUM
MapKeTHHTOBUM KaHAJIOM, JIC OJHOYACHO 1 MPOCYBAIOTHCS, 1 Peani3yloThCsl TOBApU Ta
nociayru. B [HTepHeTi BOHM MOXKYTh KEPYBATUCS HACTYITHUMH ITSIMU:

— peaiizaris po3apiOHoi TopriBii B Mepexi IHTepHET;

—OTpUMaHHS MNpUOYTKY BiJi TOCEpeNHUIIBKOT misibHOCTI (migdip Oi3Hec-
MapTHEPiB, JOMOMOra Ta MIATPUMKa Ijs poOoTu B IHTepHeTi, OyAiBHUITBO BeO-
CHIJIBHOTH).

OnHUM 3 acleKTiB TUIaHYBaHHS MapKETHHIOBUX KOMYHIKallid B [HTepHeTi €
BHU3HAUYCHHS CTpaTerii OXOIUICHHS Ta CerMeHTallii puHKy. 3actocyBanHs IT moxe
repenoadaTH OXOIUICHHS 30BCIM 1HIIMX PUHKOBUX CETMEHTIB a00 HaBiTh PUHKIB, SKi HE
MEPETHHAIOTHCS 3 POOOTOIO MiIMPUEMCTBA HA TPAIUIIHHOMY PUHKY.

B IHTepHeTi BU3HaueHHs OOJPKETY Ha KOMYHIKAIlll 3aJIe)KUTh HMEPEBAKHO BiJ
4acy Ta CrocoOy KyImiBIIi MicCI Ha caiTi. HUHI BUAUISIOTE: OIJIaTy 3a THCAYY MOKa3iB
(CPM - cost per mille) abo ommary 3a kimekicTs kimikie (CPC — cost per click), ne CTR
(click/ through ratio ) - Biaryk Hocis; ommary 3a mepersssg (CPV — cost per view);
oraty 3a miro (CPA — cost per action) a6o omnary 3a mokynky (CPT — cost per
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transaction) (Bonm M., 2013, enekTpoHHuii pecypc). Ix Bubip Takox
M ANOPSAKOBYETHCA IUTSIM Kamriadii B [HTepreri (puc. 3).

HenoH cTpaLia ” Tlepexin Ha
PEKTIANH OTO Tl cafiT waxom \ KmienTu
I1OB [HOMITEHHA KITIKY T8 H K1
CPM CPC CPA CPS
\ /
3aMOBIIEHH A + DOHATKOBA
CPC/CPM=CTR H ¢opnall i

Puc .3. LlinoBa Mozenb KoMyHikamiii B [nTepHeTi. [pkepeno: copMoBaHO aBTOPOM

Bennka gactka cTaTUCTHYHOT iH(GOpPMAIIii, 0 BUKOPHCTOBYETHCS IS aHATITHKH
y IHTEpHET-MapKeTHUHTy, Mae Habip MeTpHuK, abo TMOKa3HUKIB pPEe3yIbTaTHBHOCTI.
OCHOBHI METPHKH, IO 3aCTOCOBYIOTHCS IPH BH3HAUCHHI C(EKTUBHOCTI IHTEPHET-
Mapketunry, € Hacrynmaumu [9, C. 88]: 1. ITokasuuk CTR (Click through Rate) a6o
KITiKaOeNbHICTh MatrepiamB. [[03Bonse BH3HAYHMTH, CKUIBKH IIFOIEH 3aIliKaBHIOCS
MOBIJOMJICHHSM 1 HATHCHYJIO Ha HBOro, a00 3arajoM, IMEPeHII0 3a IEeBHUM
nocwnanHsaM. CTR = xinpKicTh KITiKiB (Tepexo1iB) / KimbKicTh mokaziB X 100%. 3a mum
ITOKa3HUKOM 3pYYHO pPaHTyBaTH pecypcd Tpadiky 3 MEOiHHOI peKIaMu, TOITyJIIpHi
emementu. 2. Ilokasumk CPC (Cost per Click) abo Bapricte kimika. Jlo3Boiisie
BHM3HAYMTH, SKi BUTPATH KOMIIaHis IOHECTA Ha OJMH KOHTaKT, TOOTO Ha OJWH KiK. 3a
JAHUM TOKa3HHKOM TaKOX MOXHA CyIUTH TNpo e(EeKTUBHICTh 3aCTOCOBYBAHOT'O
incrpymenrta. CPC = BuTpaTu Ha pexnamy (OKpeMy KaMIaHifo) / KiTbKICTh KITIKiB.

Sxmo Bxke po3rmsagatd GopMH OIuIaTH, TOo mopsia i3 nokasaunkom CPC mokHa
sycrpiti i nokasauk CPM. CPM (Cost per Mille) — 1ie kinpKicHH# TOKa3HUK, IO
o3Ha4yae (QiKCOBaHy OIUIATy 3a THCAYY MOKa3iB pekiaMu. [Ipu 1bOMy BpaxOBYETHCS i
MiZICYMOBYEThCS KOXKEH T0Ka3, a OCh KJIallHe KOPUCTYBay Ha OTOJIONICHHS 1 YU Tepeiiie
MO TMOCHUJIAHHIO HAa CalT peKksiaMojaBlid — rapaHTiii Hemae Hisikux. BuOuparouu meron
OIJIATH 3a TIOKA3HW, BAPTO BPAXOBYBATH aKTUBHICTh aymUTOPii pecypcy. UuM akTHBHIII
KOPHCTYBadi, TUM dYacTille M MOKa3yeThcs OJHE i T€ K OTOJIONICHHS, OTXe, Tpolli
BUTPAYalOTHCS IIBWAIIE, a OXOIUIEHHS ayautopii wmenme. Jleski MalnaHUYUKH
MPOIIOHYIOTh OOMEXYBaTH KUTBKICTh TIOKa3iB OroJiomieHHs / OaHepa OIHOMY
kopucTyBauesi. Take 3HaueHHs BimoOpakae mokasuuk FR (Frequency rate) — gacrotn
MOKa3iB OKpPeMOMY VHIKaJbHOMY BiiBimyBauy. TakoX HE0OXiTHO BpaxoBYBaTH
MOJJIMBICTh JIEMOHCTpAIlil pEeKJaMy BHUKIIOYHO Tepell IiJIbOBOI ayaUuTOpi€lo,
MOMEPEIHhO BUBUMBINK  BiJBIIyBaHICTh MalgaHdyuku. SIkmo caliT-maiimaHuuk
nepeadadae MOXIHMBICT 300py JaHUX TPO BiABiqyBadiB (HANPHUKIAA, CTaTh, BIK,
npodecis, reorpadis mia yac peectpaiii), TO peKiIaMoIaBelb MOXKe 3aJaTH apaMeTpH,
32 SKAMH WOTO pekinaMa Oyne JEeMOHCTPYBaTHCS TUIBKH Tiepe]] HaHOUThII
MEPCIeKTUBHUMHE 3 HOTrO TOYKH 30Dy BiJBijyBauamu. A 3HA4uTh, OOKET Oyje
BUTpayaTUcs Outbln partioHanbHo. 1. [Toxasnuk CPA abo Bapricth 1iiboBoi fii. B
JAaHOMY BUIAJKy MOKHA OL[IHWTH, CKUIbKH PEKIaMHHUX BUTPAT MPUXOAMUTHCS Ha OJHY,
oOpaHy, IiTKOBY Jito kKopuctyBada. CPA = BuTpaTu Ha pekiamy (OKpeMy KaMIaHito) /
KUIbKICTh 1iboBuX midt. 2. Iloxasumk CPS abo Bapricte mnpomaxy. J[lo3Bossie
BU3HAYUTH, CKUIBKH BUTpAT Oys0 3p00JeHO JUIsi HEBHOI KUTBKOCTI MPOAaxiB, ab0 KUt
pe3yabpTaT BUXOAUTH B X0/ meBHOTO iHCTpyMeHTy. CPS = BUTpatn Ha pekiamy (OKpemy
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KamIaHito) / kurekicth mpogaxiB. 3. [Tokasaunk CAC — BapTicTh 3aidydeHHS KITi€HTA
(Cost of Customer Acquisition). CAC = Butpatu Ha pekiaaMy (OKpeMy KamIlaHiio) /
KIIBKICTh HOBHUX KJII€HTIB.

OO6uparous OAuH i3 3a3HAYCHHUX BapiaHTIB OIUIATH CNIiJ OpaTh JO yBard HaCTYITHE:

— JIUIS OTIIATH 3a TIEPEeXif] JOCTaTHRO MiHIMAJIBHOTO BiryKy B Mexax 0,5-1 %.
Sxmo s mudpa MeHIa, To pekiIaMHa IIOIMMHA Ma€ MPaBo MPU3YITHHUTH NOKa3;

— OIIaTa 3a MOKa3! He 3aBK.U nepeadavyae HassBHICTh CUCTEMH TapTeTHHTY
(BUOIpKM) 1 XOPOIIIOi CUCTEMHU CTATUCTUKU PEeKIaMHOI tuiomuHU. Lle 00ymoBioe
TOTTUTBHICTE MPOO-HOTO PO3MIIICHHSI Ha TIEBHUM TePMiH (I00Y, THXKICHD, MICAIIb).

BusHavatoun TepMiH pO3MILIEHHSA, TOTPIOHO NMpoaHANi3yBaTH SAPO ayAUTOPii
BeO-pecypcy, IO BHCTyNAa€ pEKIaMHUM MaiJIaHYMKOM, Ta BHU3HAYUTH YAaCTOTY
MTOBEpHEHHS KJIE€HTIB Ha cailT. SIkmmio sapo ayauropii cranoButh 70—80 % BigBigyBadis,
TO Ha TaKOMY PECypCi ONTHMAIbHO PO3MICTHTH pekiaMy Ha OUIBII KOPOTKWH dac -
THXACHb a00 Micslb. SKIo sapo ayauropii craHoBuTh MeHie 30—40 % BiaBiqyBauis,
TO pEKJIaMHE 3BEPHCHHS MOXKHA PO3MIIyBaTH 1 Ha Tpu Micsaui. ToOTo, Ha
€JICKTPOHHOMY pecypci 3 MaJleHbKHM 3allydeHHSM HOBHX BiJBiTyBadiB pO3MIIyBaTH
MapKeTHHIOBe KOMYHIKalliifHe 3BEpHEHHS Ha TpuBanuid 4ac HemouinbHO (Joncon L,
2016, c. 21).

HuHi OCHOBHMMH ITOKa3HHUKAaMH, 33 SKHUMH OOHparOTh KOHKPETHHN Meia HOCIH
(3a MMM caMHUMH TTapaMeTpaMH BH3HAYAIOTh HAHOUTBII €(peKTHBHI KaHATHd Ta HOCII
peKIaMu Jyis pi3HuX 3aco0iB MacoBoi iHGopMartii) e Taki (Joxacon L., 2016, c. 21):

—Rating total — peiiTuHr HacenxeHHs v IOMY (BiICOTKOBE CITiBBITHOIIEHHS MiX
ayIUTOPIEI0 MEAIaHOCis 1 HACENCHHAM B LiJoMY), %;

—Rating target — pelTHHT HJIBOBOI ayTUTOpil (BiICOTKOBE CIIBBIIHOIICHHS MiX
ayJIUTOPIEI0 MEIIaHOCIS Ta UTLOBOIO ayIUTOPIEI KOMYHiKaIlii), %;

— Affinity, (Index T/U) — ingexc BigmoBigHOCTI (BiICOTKOBE CIiBBiTHOIIECHHS MiX
PEHTHHTOM IILOBOT ayAUTOPIT i PEHTHHIOM HACEJIEHHS B IIJIOMY), %;

—Cost Per Rating Point (CPP) — Bapricts indopmyBanus 1 % ayautopii
MeaiaHocid, $;

— Cost Per Thousand (CPT) — BapricTs iHhOpMYBaHHS THCSYi OJUHUI Ay TUTOPIT
KOHKPETHOTO HOCis KOMyHiKartii, $.

OpieHTariis mix 4ac MeaialulaHyBaHHs JIUIIE Ha OJWH 13 3a3HaYEHHUX TOKAa3HHKIB
0e3 ypaxyBaHHS TIIpH I[bOMY KOMIUICKCHOTO BIUIMBY MeJianapamMeTpiB  MOXe
CIPUYMHHUTH BTPATy YaCTUHH OFOJDKETY Ha KOMYHIKAIll Ta YHEMOXJIMBUTH peaji3allito
3aljlaHOBaHWX Itiiel. [lpu  OIliHIOBaHHI MeialuiaHy JOIIJIBHO BJAaBaTUCS [0
KOMOIHOBaHMX TIOKa3HHKIB, SKi BPaXxOBYIOTh KOMIUIEKCHHH XapakKTep BIUIMBY Pi3HUX
HOCIiB i 3ac006iB, cepen Hux (Pynenxo-Cymapesa JI., 2010, c. 271-296):

— Frequency (dacToTa) — HOKa3HUK Cepe/IHbOI KITBKOCTI KOHTAKTIB OJIHI€T
JIFOJTUHM 13 3aC000M KOMYHIKaIlii 32 IEBHUU IMPOMIXKOK 4acy;

— Cover abo Reach (oxoruieHHs) — TOKa3HUK KOHTAKTIB i3 Ay JUTOPI€r0 (YacTKa
JIIOJIeH, sKi X04a O OJMH pa3 MaJld KOHTAaKT 13 3ac000M KoMyHiKailii), %;

— Gross Rating Point (GRP, cykynHuii peiiTHHT) — TOKa3HUK CYMH PEHTHHTIB Y
BCiX 3ac00iB KOMYHiKalIlii, ikaBUX Iy pekinamonaniis, 100 %.

VYeci 1i TOKa3HUKU po3paxoBaHi Ha TIEBHUH MPOMIKOK Yacy i Jal0Th MOXIIHBICTh
IIBUAIIE OI[IHUTH CIIBBITHOIICHHS PIBHSA BHUTpaT Ta €(QEKTUBHOCTI MEIiaHOCIiB
3aranoM. Take OIIIHIOBaHHS € CBiJYEHHSM paIiOHAIBHOTO BUKOPHCTaHHS KOINTIB i
JUIIE ONOCEPEAKOBAaHO BimoOpakae eQEeKTHBHICTb IHCTPYMEHTIB IPOCYBaHHS.

54 © Knowledge, Education, Law, Management



ISSN 2353-8406 Knowledge, Education, Law, Management 2020 Ne 1 (29)

[IpoBeneHHsT MIMPOKOMACIITA0HOI KOMYHIKATMBHOI KaMIMaHii MOTpedye YuMaiux
IHBECTHIII, TOMY NpPHPONHO, IO Oyab-iKa KOMIaHisA Oa)kae 3HATH, SIK OIIHUTH
pe3ynbTaT BHTpaue€HUX Ha MPOCYBAHHA TPOIIeH Ta ePeKTUBHICTh KOXKHOTO 3aiTHOTO
IHCTPYMEHTY MPOCYBaHHSI.

BucnoBku. Omxe, aHami3 IapaMeTpiB OIHIOBAHHSA e()EKTUBHOCTI 3aco0iB
MapKETHHTOBUX KOMYHIKaIiii B [HTepHETI T03BOJIsS€ 3pOONTH TaKi BHCHOBKH:

— OLIIHIOBaHHs €(EKTHBHOCTI i1HCTPYMEHTIB IHTEpHET-IPOCYBaHHS IPYHTYETHCS
Ha THUX CaMHUX T[OKa3HWKax, W0 # Tpaaumiianx 3MI: Ha aHami3i BIUTUBY
KOMYHIKAIITHOTO TMOBiAOMIJICHHS, aHami3i e(QeKTUBHOCTI Me[ialulaHyBaHHA Ta
KOMEpLiHOT e()eKTHBHOCTI POCYBAHHS;

—ycl IHCTPYMEHTH WpPOCYBaHHsS, SK TpaAuilifiHi, Tak i Ha OCHOBI IHTepHeT-
TEXHOJIOT1H, € YHIBEPCATLHUMH 1 TMIXOAATE I OYIb-IKHX KOMYHIKAIIMHANX KaMITaHiH;

—Ha BIOMIHY BiI TpaAMIIHUX HOCIIB MapKETHHTOBHX KOMYHIKAITH,
KOMYHiKalliiine 3BepHEHHs B [HTEpHETI 4WiTKO MEpCOHaNi30BaHe, 10 Ja€ MOXKIHUBICTh
IHIUBIIyaIbHOTO OLIIHIOBAHHS PEakiiii MiIbOBOTO CIOKMBAYa;

— IGHTPaIbHIUM €JIEMCHTOM KOMYHIKariii B [HTEpHETI € eleKTpOHHHUH pecypc
MiNPUEMCTBA, OJHUM 3 OCHOBHMX IMOKA3HUKIB €(EKTHUBHOCTI SKOTO € BiJBiTyBaHICTh.
3aBHaHHs PENITU 3acO0iB MPOCYBAHHS IMOJATAIOTh Y 3a0€3MEUYCHHI Mepexoay Ha CauT.
JlomaTKkoBUMH TTOKa3HUKaMH €(eKTUBHOI €IEKTPOHHOTO PECYPCY € PEeTyISpHI MOBTOPHI
BI3UTH KOPHCTYBadiB, TJIMOMHA IHTEpeCy, BHpa)keHa YacoM IepeOyBaHHS Ha CailTi,
KUIBKICTIO IEPETJISHYTHX CTOPIHOK, JisIMH IIIbOBUX CIIO’KUBAYiB TOIIIO

—I3 po3BuUTKOM iH(pOPMANIMHUX TEXHOJOTIH Ta IIOABOIO Mepexi IHTepHET
TPaAMIIIHHIN KOMIUIEKC ITPOCYBaHHS HaOyB HOBHUX SIKOCTCH, 3’ SIBUJINCH 1 PO3BUHYIINCH
HOBiI KOMYHIKalliiHi 3acO0M, BJACTHUBI JIAIIE €JIEKTPOHHOMY CEpeqoBHUIY (TOIIYKOBi
MAaIlIMHH, TIePaKTUBHI MOCUIaHHI, KOHTEKCTHA peKilaMa, IUCKYCiiHI JIHCcTH Toilo). Le
B CBOIO YEPry CTaBUTh 3aBJAaHHS JOCITIKECHHS HAsSBHHX HUHI MPHHOMIB 1 METOIIB
OLIIHIOBAaHHSI MAapKETHHIOBUX KOMYHIKAIlii Ta MOMJIMBICTh iX 3aCTOCYBaHHS BiJHOCHO
InTepHery.

- llepciekTHBHUME ~ HamnpsMaMd  JOCT/DKEHb y  HANpsSMKY  BaKJIHBOCTI
Y3roJDKCHHS METH, ISl 1 3aBAaHbh Ha PI3HUX PIBHAX KOMIAHII MO BiTHOIIEHHIO IO
KJIFOUOBHX TOKAa3HUKIB €()eKTUBHOCTI MAapKETHMHIOBUX KaMIIaHii € HACTYIHi: po3poOKa
Taly3eBUX UM PETiOHABHUX [OKAa3HHWKIB JUIsl 30BHIIIHBOTO aHalizy uGPOBUX
KOMYHIKAIIHHUX i KOHKYpEeHTIB; cnerudika A/b TecTyBaHHS, OO0 METOIOJIOTIS 10
BiTHOIICHHIO JIO Pi3HUX KaHAIIB Ta IHCTPYMEHTAPII0; OIIHKA aKTUBHOCTI 10 BU3HAYCHHS
Ta BUKOHaHHsI MAPKETUHIOBHX 3aBJaHb Y [IM(PPOBOMY BHMIpI.
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