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APPLICATION OF INTERNET MARKETING IN ACTIVITY ENTERPRISES

Abstract. The article highlights the essence of Internet marketing, its role and opportunities in
the distribution of goods and services. I determined the advantages of digital marketing in modern
conditions. The purpose of the study is to consider the features of the use of Internet marketing
tools, types of distribution channels, interaction with various spheres of consumer life, and to iden-
tify features that should be applied in the activities of enterprises. The automated system of infor-
mation processes is a strategic factor of competition. The tools of interactive marketing are e-mail,
promo site, website, mobile messages, and the use of e-commerce. At the current stage of informati-
zation of society, this technology is the most significant in the complex of information solutions and
is gradually absorbing all the above-listed information technologies of interaction. Channels that I
considered as ways of promoting goods and services in a complex of marketing communications,
indicating the advantages of each of them. The main advantages of digital marketing in modern
conditions are interactivity; absence of territorial restrictions; easy access to resources; attraction
of the target audience; the ability to quickly assess the promotion company being conducted and
manage events in real time. The functions of interactive marketing are the study of sales; study of
pricing; study of advertising; study of consumer wishes; assortment planning; sales promotion. The
use of a system of Internet marketing tools will provide an opportunity to conduct business more
effectively on the Internet, that is, to reduce production costs, carry out effective marketing re-
search, automate the processes of buying and selling and informing customers, conduct market
analysis, and increase the effectiveness of buyer-seller interaction. Companies large and small,
despite the aforementioned difficulties, are quickly including interactive marketing in the list of
marketing tools used. In the 21st century, interactive marketing will prove to everyone that it is
capable of becoming a powerful tool for creating sustainable relationships with customers,
improving sales performance, providing customers with information about the company and the
products it manufactures, for more efficient and cheaper delivery of goods and services to end con-
sumers.
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Introduction. The development of the
Internet brings changes in marketing and
affects the structure of the economy as a whole.
The resulting transformation of business pro-
cesses allows us to argue for the emergence of a
global network economy. Its main elements are
e-business, e-commerce, interactive marketing.
The need to form the concept of interactive mar-
keting arose relatively recently and is due to the
wider use of Internet technologies in marketing
activities.
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The Internet is characterized by a signifi-
cant number of peer relationships. This allows
to create unique models and formats of cooper-
ation of the participants of the global network.
One of the important tasks of enterprise man-
agement is the correct application of Internet
technologies. Therefore, the issue of adapting new
knowledge and finding a new tool for harmonizing
marketing activities in these conditions remains
relevant. This justifies the need to allocate
Internet marketing a separate place in marketing
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activities, conduct research and develop
recommendations for its practical application.

At the same time, in today’s conditions of
ever-increasing competition, accelerated tech-
nological development and socialization with
the help of web resources, traditional marketing
no longer brings the desired results and does
not guarantee successful sales. There is no
shortage of goods and services in the world, but
there is a shortage of buyers. Companies, in
turn, compete with each other for attention, so
companies and corporations feel the need to im-
plement new interactive marketing tactics to at-
tract customers.

Nowadays, the marketing strategy of any
enterprise is not complete without promotion on
the Internet. Almost every company uses at
least one online marketing tool. Internet mar-
keting is a powerful tool for promoting goods
and services, which, when properly used, can
produce impressive results. This testifies to the
relevance of the chosen direction of research.

Main goal of research. The purpose of re-
search is to study the features of using Internet
marketing tools, types of distribution channels,
interaction with various areas of consumer life,
and also to determine the characteristics that
should be applied in the activities of enterprises.

Task of research. Consider features of using
Internet marketing methods in sales.

Object of research. Channels of different
types Internet marketing distribution.

Subject of research. Complex of theoretical,
statistic and practice questions that associated
with using different Internet marketing instru-
ments

Literature review. Scientists: E. A. Pap-
rocki (2014) was engaged in researching the
problems of Internet marketing in the com-
pany’s activities. By S. Semenyuk (2012) was
determined essential of interactive marketing
and its istruments; G. Wiedemann (2001)
marked the beginning of a new era for direct and
interactive marketing; S. M. Ilyashenko (2011)
characterized modern tendentions of internet
technologies using in marketing; similar work
was carried out by Kirthi Kalyanam & Shelby
McIntyre (2002), who summarized the
taxonomy for e-marketing techniques; N. Sinha,
V. Ahuja and Y. Medury (2011) came to the con-
clusion that electronic marketing facilitates the
formation of consumer-brand loyalty;
G. O. Shklyaeva  (2014) was  considered
methodological directions of forming and ad-
ministrating interactive marketing communica-
tions; O. Popov (2013) and T. Borisova (2017)
described most effective internet-marketing in-
struments; V. Zanora (2018) outlined theoreti-
cal and methodological base of using marketing
in internet; S. Kasyan and D. Yuferova (2020)
proposed order for choosing internet-strategy;
[. R. Zubenko (n.d.) invented perception and

meaning of e-commerce; A. Pavlenko (2003) de-
scribed the essence of marketing under the con-
ditions of market relations and competition;
Ya. Fedorak (2007) — mobile marketing as new
tendetions of internet marketing development;
N. Hrynyk (2011) — development of mobile mar-
keting in Ukraine; P. A. Orlov (2012) — market-
ing methology; O. Shliaha (2019) perspectives
and reality of mobile marketing; V. Mazurenko
(n.d.) — development of mobile marketing in
Ukraine; A. Shelestun (2014) — instruments of
mobile marketing and others. But they do not
consider in sufficient detail the specifics of the
development of Internet marketing, as it is a
relatively new and dynamic concept that re-
quires study, given its underdevelopment in
Ukraine. Currently, those companies that do
not include this in their marketing plan are
missing opportunities to attract a wider target
audience with greater needs and opportunities.

Main research material. Today, infor-
mation technologies is a leading tool for effective
marketing activities, they have an important
strategic importance for enterprises. It is the
automated system of information processes that
is a competition strategic factor. With the help
of information technologies, it is possible to ob-
tain a fairly large amount of information about
the state of the market and other indicators nec-
essary for marketing research, which determine
the trajectory of promotion of goods and services
demanded by consumers.

In connection with the Internet develop-
ment and the growth of the interactive environ-
ment, most marketers no longer show the pre-
vious distrust, but perceive it as a new oppor-
tunity to attract users and establish a feedback
relationship with them. In marketing, the possi-
bilities of interactive media are increasingly
used, which fundamentally changes the ap-
proach of companies to it and to communica-
tions. Currently, interactive marketing is used
in both industrial and consumer markets. At
the same time, it is necessary to note the active
role of Internet users in this process, because
the network allows them to get all the necessary
information about the product they are inter-
ested in, share their impressions of the pur-
chase or spend minimal time to search for infor-
mation and direct purchase. Speaking of busi-
nesses, interactive marketing also allows you to
lower prices and increase trade profitability. Ac-
cordingly, most market participants perceive
their own Internet resource as a mandatory
means of communication for promoting prod-
ucts, goods and services on the market. In this
regard, progressive interactive tools are used in
marketing activities, capable of both effectively
positioning the company and brand, as well as
forming consumer loyalty based on digital tech-
nologies, are becoming more and more popular.

In literature used terms "Internet marketing",
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"interactive marketing" are. , "digital marketing".

Today interactive (or digital) marketing is a
type of marketing activity that includes the use
of various forms of digital channels to interact
with consumers and other market participants
(Semenyuk, 2012). Digital channels include
television, radio, the Internet, social media, and
more (Paprocki, 2014). Of course, digital mar-
keting is most closely intertwined with online
marketing, but it also uses other technologies
that allow you to reach the target audience even
in an offline environment (use of applications in
phones, sms/mms, advertising displays on the
street, etc.). Most often, digital marketing is per-
ceived as the most obscure communication tool,
companies are aware of its prospects in terms of
phenomenal growth, but do not understand
how to properly use and evaluate effectiveness,
do not believe in the impact of digital communi-
cations on sales and do not fully understand
what goals can be achieved with its help.

Research methodology. The main ad-
vantages of digital marketing in today’s environ-
ment are interactivity; absence of territorial re-
strictions; easy access to resources; attraction
of the target audience; the ability to quickly
evaluate ongoing advertising campaigns and
manage events in real time.

Interactive marketing is a type of direct
marketing, the purpose of which is communica-
tion between the seller and the buyer for the
promotion of a certain product, which includes
the direct involvement of the latter in the pro-
cess of marketing activities with the help of in-
formation technologies online.

The main tools of interactive marketing in-
clude email, advertising site, website, mobile
messaging, use of e-commerce, etc. The lion’s
share of tools are connected to the Internet.

The revolution in information technology is
changing the traditional way of doing business.
Electronic commerce levels the playing field in
conventional competition, allowing large and
small companies to compete on the level of
quality, price, assortment of goods and provides
access to the global market (Shklyaeva, 2014).
The importance of using Internet technologies in
marketing is difficult to overestimate. At the
current stage of informatization of society, this
technology is the most significant in the com-
plex of information solutions and is gradually
absorbing all the above-mentioned interaction
information technologies.

Define multiple levels of Internet usage.
From the point of view of marketing, some of
them can claim a real concept of full use of In-
ternet technologies in marketing.

1. Using the Internet as a means of find-
ing information and ordering goods and ser-
vices. This is a rather passive way of using the
Internet.

2. It allows you to get new information,
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save time, but the possibilities of the Internet
are much wider.

3. "Mandatory attendance". Having an or-
ganization website with information about the
company and the products it offers.

4. Separation of the Internet into a "sepa-
rate business".

5. Incorporating the Internet into the
value chain.

At this level, the structure of the business
itself is preserved, and although the Internet
performs an auxiliary function, it allows to sig-
nificantly increase its efficiency. It should be
noted that this level of Internet usage reflects
the real concept of e-business. Accordingly, the
need to use the potential of digital (interactive)
marketing is growing (Popov, 2013).

Interactive marketing has a two-way effect
when the consumer is not a passive subject, but
actively interacts with the company. This
strategy of actively involving the user in market-
ing activities motivates a person not only to buy
the product, but also to give a certain feedback
about the product. Thus, interactive marketing
fundamentally changed the role of buyers: they
turned from passive observers into full partici-
pants in economic life (Yarlykov, 2013), thereby
forming trusting relationships between the
seller and the buyer. During communication
with consumers, the business has the oppor-
tunity to study specific needs and desires, in-
cluding by creating appropriate databases
(Uspensky, 2003).

Functions of interactive marketing - sales
research; price studies; advertising research; re-
search of consumer wishes; assortment plan-
ning; sales promotion.

Interactive marketing interacts with a large
number of spheres of human activity: music,
advertising, banking, online auctions, etc.

The main channel of interactive marketing
remains the Internet, which is considered as
one of the methods of promotion in the complex
of marketing communications - Internet adver-
tising, e-mail, websites, search marketing. In
general, brands have different effects on sales
processes (and not only online) of different
groups of goods and services (Pavlenko, 2003).

Main results. Product placement in online
games involves integrating the advertised prod-
uct or brand into the game. This is a technique
of implicit (hidden) advertising, which consists
in the fact that the props used by the characters
have a real commercial counterpart. Usually
shown the product or its logo, or the irrigation
quality is mentioned. In game industry, most
suitable are online games and business simula-
tors, where the main elements of the online
game are goods, services and brands. The ben-
efits of product placement in online games en-
sure audience loyalty to the brands promoted in
this way; allows establishing a high level of con-
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tact between the advertiser and each user
(Fedorak, 2007).

SMM (social media marketing - promotion
in social networks) and SMO (social media opti-
mization - site optimization for social networks)
- includes the creation of your thematic group
and its further promotion; attracting new mem-
bers to the group; informing participants about
the company’s activities; maintaining interest in
the group by posting content, invitations to
various events of network participants, etc.

The advantages of advertising in social net-
works (Hrynyk, 2011) are the possibility of
choosing a target audience with precise target-
ing; constant maintenance of contact with po-
tential clients; the ability to inform customers
about new company offers; increasing loyalty to
the company.

Product rating and comparison sites are
sites that specialize in product evaluations by
experts or users. Here are editors’ notes, demo
videos, user ratings, and expert opinions. Re-
views, as a rule, are both positive and negative.
Advantages: positive impact on the company’s
reputation; achieve the "word of mouth" effect,
which will result in increased sales.

Podcasting (from English Podcasting, from
iPod and English Broadcasting — universal
broadcasting, broadcasting) is the process of
creating and distributing audio or video files
(podcasts) in the style of radio and television
broadcasts by the Internet (broadcasting by the
Internet) (Fedorak, 2007).

Advantages of podcasting: it allows you to
significantly increase the number of visits to the
resource; the ability to present information in a
more visual way; new opportunities for commu-
nication with target audiences!.

According to the results of School of Engi-
neering and Applied Sciences of Columbia Uni-
versity research, it is known that about 30% of
companies consider blogs as a means of com-
munication with potential customers. All blogs
provide feedback to readers who can leave their
comments below the blog post.

A blog is a type of dynamic thematic site on
which communication between people takes
place in the form of discussion of certain issues
raised by the blog author or his visitors.

Advantages of blogs: The blog format is
more convenient for group interaction than e-
mail, instant messaging, etc.; the possibility of
creating a virtual community on a certain topic.
Unique, interesting content published on a blog
can attract a fairly large audience and establish
the reputation of its author as an expert in a
particular field. This, in turn, will replenish the

ranks of his loyal customers and potential cus-
tomers (Orlov, 2012).

Direct (direct) marketing - refers to the com-
pany’s external activity on the Internet (out-
bound marketing - activity outside the site), that
is, the distribution of the company’s marketing
message outside the site. In the digital environ-
ment, it acquires its own characteristics. It is
mainly used in the form of personal e-mail,
Skype, RSS, ICQ and other direct messages. Ad-
vantages of direct marketing: the recipients of
the letters themselves register for the newslet-
ter, which guarantees a targeted information
impact; the possibility of establishing perma-
nent business relations with users, measuring
their reaction to relevant complaints; the possi-
bility of obtaining a quick reaction of the market
to the commercial proposals; high promptness
of creating information messages and the possi-
bility of their adjustment depending on the re-
action of users.

e-CRM (Customer Relationship Manage-
ment) systems — corporate internet service-type
systems, with the help of which the company’s
communication systems with customers are
brought to the Internet. The main task is to or-
ganize marketing, sales and service services ac-
cording to the "customer". The Internet, as a
new communication environment, allowed to
expand the scope of use e-CRM systems and
bring a new quality to them.

Advantages of e-CRM systems: provides
collection of communications over the Internet
and storage information about customers; al-
lows you to make analytical conclusions based
on accurate information and, on this basis,
make effective decisions on interaction with
customers; supports mailing, creation of lists by
criteria; provides an individual approach to cus-
tomer service with minimal costs2.

In order to create the most objective statis-
tics and cover all Internet marketing methods,
was observed different branches of online sales
and reviewed a lot of information channels,
such: SEO, paid search advertising (like Google
Ads), content and media advertising, banner ad-
vertising, SMM, Email marketing, referral (part-
ner) marketing, teaser advertising.

Was analyzed Internet stores that repre-
sents the following areas of trade: auto goods
(24.7%), electronics (21.2%), cosmetics (5.9%),
furniture (11.8%), equipment and tools (10.1%),
household appliances (17.6%), repairs (9.2%),
sports goods (5.2%), household goods (16.5%),
goods for children (10.9%), hobbies (5.6%),
jewelry (5.1%), accessories (6.2%), software
(4.2%).

! The problem of SMS-cpam in Ukraine. 2010. URL: http://mobileinsider.net/sms-spam-in-ukraine (zata 3BepHEHHH:

09.09.2022).

2 Mobile marketing. URL: http:/ /uk.wikipedia.org/wiki/Mobile_marketing (maTa sBepuenns: 19.09.2022).
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During our research we used data from
such CMS services, which are used to create
online store sites: OpenCart (20.6%), Bitrix
(11.1%), CScart (11.5%), Horishop (4.5%),
Joomla (5.9 %), ImageCMS (6.1%), Prestashop
(5.3%), Tilda (4%), nethouse (4.9%), VIS-A-VIS
(4.2%), magazinus (5%) , self-written (16.9%).

To organize work with customers, online
stores use various CRM systems: Bitrix (18.8%)
and 1C.

We concluded that in Ukraine the most
popular marketplaces among participants are
Rozetka (19.8%), Prom.ua (22.7%), Allo.ua
(7.3%), Fua (12%), Bigl.ua (4, 9%), Hotline
(13.3%), price.ua (5%).

We discovered that buisness in our country
the most actively used to promote their sites of
the online stores by such Internet-marketing
technology: SEO (76.5%), paid search advertis-
ing (82.4%), contextual media advertising
(52.9%), banner advertising (17.6%), SMM
(35.3%), email marketing (15.2%), referral (part-
ner) marketing (23.5%), teaser advertising
(6.2%). Regarding social networks, except for
Facebook (Meta) - 82.4%, YouTube - 47.1% and
Instagram - 76.5%, also actively use Twitter -
27.2%, Pinterest - 11.8%, Viber - 17.6%, Tele-
gram - 29.4% Linkedln - 5.6%. SEO and paid
search advertising (Google Ads) bring the most
profit among Internet marketing channels.

According to the current trends of online
promotion, more traffic on the websites of online
stores is brought by users of mobile devices.

Google Analytics data is analyzed every day.
The greatest attention is paid to the following
metrics: traffic growth (58.8%); number of new
users (41.2%); growth in the number of trans-
actions (52.9%); length of stay of visitors
(23.5%); number of pages viewed (17.6%).

Among the usability indicators, the follow-
ing metrics are monitored: percentage of rejec-
tions (58.8%); abandoned baskets (52.9%);
screen scrolling (6.2%); events for a certain but-
ton (17.6%); clicks on elements (23.6%); se-

quence of clicks on pages (11.8%); users with-
out a single click (26.3%)1.

The use of a Internet marketing tools will
allow you to conduct business on the Internet
more effectively, that is, reduce the cost of prod-
ucts, conduct effective marketing research, au-
tomate the processes of buying and selling and
informing customers, conduct market analysis
and increase the effectiveness of buyer-seller in-
teraction.

The use of Internet marketing tools moti-
vates consumers to become full participants in
economic life and formed lifelong relationships
between seller and buyer. The types of Internet
marketing distribution channels are defined
and analyzed; their interaction with various
spheres of life in relation to the introduction of
the latter’s advantages and increasing the effec-
tiveness of their distribution and influence on
various spheres of human activity

Companies large and small, despite the
aforementioned difficulties, are quickly includ-
ing interactive marketing in the list of marketing
tools used. In the 21st century, interactive mar-
keting will prove to all that it can become a pow-
erful tool for building sustainable relationships
with customers, improving sales, provide infor-
mation to customers about the company and the
products it produces, for more efficient and
cheaper delivery of goods and services to end users.

Conclusions. The statistical data that was
researched highlight the current trends in the
development of Internet marketing and indicate
their manifestations in Ukrainian E-commerce.

It’s not so important in what field of online
sales business work and how big Interenet shop
in Ukraine, there are general features of de-
velopment and general directions of activity in
the field of online marketing and website promo-
tion: emphasis on mobile devices, careful moni-
toring of site performance indicators, active de-
velopment of video marketing and the rapid
growth of the usability influence.
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3ACTOCYBAHHS IHTEPHET-MAPKETHHI'Y B AISIABHOCTI IIIATIPHEMCTB

Y crTaTTi BHUCBITAIOETBCS CYTHICTH [HTepHET-MapKeTHHTY, HOTO pPOAb 1 MOXKAUBOCTI B
PO3IIOBCIOMKEHHI TOBapPiB i rmocayr. Bu3HadeHo nepeBaru U POBOTO MAPKETHHTY B Cy4aCHUX YMO-
Bax. MeTa OOCAIIKEHHS — PO3TASHYTH OCOOAMBOCTI BHKOPUCTAHHS iHCTPYMEHTIB iHTEpHET-MapKe-
TUHTY, THIIH KaHAAIB 30yTy, B3aEMOII0 3 Pi3HHUMH CpepaMH CIIOKUBYUOTO XKHUTTS Ta BUIBUTH 0CO0-
AWBOCTI, Ki IOIIIABHO 3aCTOCOBYBaTH B [MiSIABHOCTI MiAIPUEMCTB. ABTOMATH30BaHa cucremMa iHgop-
MallifHUX IIPOIIECIB € CTPATETIYHUM (PaKTOPOM KOHKYpPEHIIii. [HCTpyMeHTaMu iHTe pAKTUBHOTO Map-
KETHUHTY € €AeKTPOHHA IMIOIITa, IIPOMO-CaiiT, BeG-caliT, MOOIABHI TOBIIOMAEHHS, BUKOPHUCTAHHSI
eAeKTpOoHHOI KoMepilii. Ha cydacHoMy eTati iHdopMaTHU3allii CyCIliAbCTBA 111 TEXHOAOTIS € HAaHDIABIIT
3HAYMMOIO B KOMIIACKCI iH(POPMAIIHHUX PillleHb i IIOCTYIIOBO IIOTAMHAE BCi IepeaideHi BuIle iHgop-
MarritiHi TexHoAorii B3aemoii. [i kanaam posrasaroThCa K CIIOCOGH ITPOCYBAHHS TOBAPIB i IIOCAYT y
KOMIIAEKCi MapKeTHHIOBHX KOMYHIKAIliH i3 3a3HaYeHHIM IIepeBar KOXKHOTO 3 HuX. OCHOBHHMU IIe -
peBaraMu 1P POBOTO MAPKETHHTY B Cy4aCHHUX YMOBaxX € iHTE€PaKTHBHICTB; BiACYyTHICTb TEPHUTOPI-
aABHHX 00MeXKeHb; AETKHH MOCTYII 0 PECYPCIiB; 3aAyYIE€HHS IIABOBOI ayIHUTOPIl; MOXKAUBICTD IIBUIKO
OLIIHUTH IPOMOKOMIIAHIO, III0 IPOBOAUTHCS, i KEPYBATH HOMIIMH B PEXKUMIi peaAsbHOTO Yacy. PyHK-
LiIMU IHTEePAKTHBHOTO MApPKETHHTY € BUBYEHHS 30yTy; BUBYEHHS I[iHOyTBOPEHHH; BUBYEHHS PEK-
AaMU; BUBYEHHS IT0OaXKaHb CIIOXKHBAYiB; IAAHYBaHHS aCOPTHMEHTY; CTHMYAIOBaHHs 30yTy. Buko-
PHCTaHHS CHUCTEMH IHCTPYMEHTIB IHTEpHET-MapKETUHTY HAMACTb MOXKAHBICTEH OIABIIT e(PEeKTHUBHO
BectHu 6i3Hec B [HTepHeTi, TOOTO 3HU3UTH BUTPATH HA BUPOOHUIITBO, IPOBOAUTH €(PeKTUBHI MapKe-
THHTOBI IOCAIPKeHHSI, aBTOMAaTU3yBaTH IIPOIECH KYIiBAI-ITPOIaKy Ta iHPOpMyBaHHS KAIEHTIB, IIPO-
BOJIUTHU aHAAI3 PUHKY, a TAKOK ITiABUIIIEHHS e(PeKTUBHOCTI B3aEMOIi HOKyMId i ITpoaaBiis. Beanki
Ta MaAi KOMIIaHii, He3BaxKao4Yu Ha BUIIE3a3HAYEHI TPYAHOIL, IIIBUAKO BKAIOYAIOTH IHTEPAKTUBHUHI
MapKEeTHUHT Y CIINCOK BUKOPHCTOBYBAaHUX MapKETHHTOBUX IHCTPYMEHTIB. Y 21 CTOAITTI iHTEpaKTHUB-
HHUM MapKeTUHT OOBee BCiM, 110 BiH 30aTHUH CTATH MOTYKHUM iHCTPYMEHTOM JIAS CTBOPEHHS CTili-
KUX BiTHOCHH i3 KAl€eHTaM¥, HOKpAaIlleHHs e(PEeKTUBHOCTI ITPOIaKiB, HaJaHHS KAaieHTaMm iHdopmarrii
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