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Нarbar Zhanna, Bogatskaya Nataliya, Нarbar Victor 

MARKETING INTERNET TECHNOLOGIES PROMOTION OF GOODS AND SERVICES 
 
Annotation 

The sequence of using Internet technology tools in the promotion of goods and services is determined. The types 
of Internet technology tools for promoting goods and services are established: Paid Media – a list of paid tools and 
platforms for attracting traffic to the site, blog, applications and other resources of the enterprise; Owned Media – any 
communication channel or platform owned by the brand itself; Social Media – the process of attracting traffic and 
attention to a brand or product through social platforms; Earned Media – a set of user actions on the brand of the 
product: discussion of content and image on various sites on the Internet. The necessity of conducting marketing 
research on the Internet, carrying out marketing communications on the Internet and selling goods via the Internet to 
prevent the negative impact on the overall effectiveness of the promotion of goods on the market. The tasks of Internet 
marketing research are outlined: traditional surveys, research of Internet users' behavior, use of the Internet as a tool 
of marketing research, research of competitive environment and competitive positioning. The following current trends 
in Internet marketing communications are highlighted: relevance and optimization of information, maintaining 
customer loyalty, achieving a high level of product awareness, minimizing mistrust and doubt about the quality of 
goods, passive participation of respondents, design and visualization. New possibilities and advantages of using the 
Internet in the promotion of goods and services in comparison with marketing, which is based on traditional 
technologies: high speed data transfer; the transition of a key role from producer to consumer; globalization of 
activities; reduction of transaction and transformation costs; use a strategy that focuses on Internet marketing. 
Keywords: Internet technologies, marketing tools, promotion of goods and services, Internet communications, 
marketing research. 
 

Гарбар Жанна, Богацька Наталія, Гарбар Віктор 

МАРКЕТИНГОВІ ІНТЕРНЕТ-ТЕХНОЛОГІЇ ПРОСУВАННЯ ТОВАРІВ І ПОСЛУГ 
 
Анотація 

Визначено послідовність використання інструментів Інтернет-технологій при просуванні товарів та 
послуг. Встановлено типи інструментів Інтернет-технологій при просуванні товарів та послуг: Paid Media – 
перелік платних інструментів і платформ для залучення трафіку на сайт, у блог, додатки та на інші ресурси 
підприємства; Owned Media – будь-який канал комунікації або платформа, що перебувають у володінні самого 
бренду; Social Media – процес залучення трафіку та уваги до бренду або товару через соціальні платформи; 
Earned Media – сукупність дій користувачів щодо бренду товару: обговорення контенту та іміджу на різних 
майданчиках в Internet. Доведено необхідність проведення маркетингових досліджень в Інтернеті, здійснення 
маркетингових комунікацій в Інтернеті та збут товарів через Інтернет для упередження  негативного впливу 
на загальну ефективність просування товарів на ринок. Окреслено завдання маркетингових Інтернет-
досліджень: традиційні опитування, дослідження поведінки Інтернет-користувачів, використання Інтернету 
як інструменту маркетингового дослідження, дослідження конкурентного середовища і конкурентне 
позиціонування. Виокремлено наступні актуальні тенденції маркетингових Інтернет-комунікацій: 
актуальність та оптимізація подачі інформації, підтримка лояльності покупців, досягнення високого рівня 
упізнаності товару, мінімізація недовіри і сумніву в якості товару, пасивна участь респондентів, дизайн і 
візуалізація. З’ясовано нові можливості і переваги використання мережі Інтернет у просуванні товарів та 
послуг в порівнянні з маркетингом, який заснований на традиційних технологіях: висока швидкість передачі 
даних; перехід ключової ролі від виробника до споживача; глобалізація діяльності; зниження трансакційних 
та трансформаційних витрат; використання стратегії, яка орієнтована на Інтернет-маркетинг. 
Ключові слова: Інтернет-технології, маркетингові інструменти, просування товарів та послуг, Інтернет-
комунікації, маркетингові дослідження. 
 
1. Formulation of the problem 

Competent promotion of goods and services can ensure a stable position of the company in the market, financial 
stability and competitiveness in today's business environment. It is now possible to use increasingly effective tools to 
promote goods and services, combining traditional marketing methods and new information technologies, to achieve 
the company's goals. 

Problems of introduction of Internet technologies in the promotion of goods and services were studied in the works 
of O. Vartanova, A. Derikolenko, S. Ilyashenko, I. Litovchenko, L. Melnyk, Y. Melnyk, T. Reznikova, N. Savitskaya 
and others. The scientific works consider the main tools of Internet technologies that are actively used in promoting 
goods and services on the market, clarify their benefits for consumers and producers, identify approaches to assessing 
the effectiveness of marketing tools for promotion and marketing of goods, identify modern areas of Internet 
implementation. technologies in the marketing activities of enterprises. However, the rapid growth of Internet business 
leads to the emergence of new tools of Internet technology, which allows to develop recommendations for their 
rational use in promoting goods on the market. 

The purpose of the article is to study the tools and trends in the use of Internet technologies to promote goods and 
services in the marketing activities of enterprises. 
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2. Presentation of the main research material 
The need to use Internet technologies to promote goods and services is due to the fact that the effectiveness of 

traditional marketing techniques is constantly declining, and the implementation of modern hybrid digital technologies 
in the marketing activities of the company gives tangible results. 

The use of Internet technology tools in the promotion of goods and services is possible through a sequence of the 
following actions: creating your own website; use the capabilities of You Tube; use of contextual advertising; sending 
advertising information by e-mail; activity on forums and blogging; attracting consumers' attention with original 
photos, including registration on Pinterest or Instagram; registration in social networks; on-line survey [2]. 

Currently, the Internet industry is outpacing any other industry. Every year, new tools of Internet technologies 
appear: mobile applications, targeting, etc. Systematization of these tools is necessary to understand the feasibility of 
using certain means of promotion on the Internet. 

Conventionally, the tools of Internet technology in the promotion of goods and services can be divided into 4 
types: Paid Media – a list of paid tools and platforms to attract traffic to the site, blog, applications and other resources 
of the enterprise; Owned Media – any communication channel or platform owned by the brand itself; Social Media – 
the process of attracting traffic and attention to a brand or product through social platforms; Earned Media – a set of 
user actions on the product brand: discussion of content and image on various sites on the Internet [1]. 

The use of the Internet reduces the number of intermediate participants in the process of promoting goods and 
services, thus creating a direct link between producer and buyer. In addition, Internet technologies make it possible 
not only to sell goods directly, but also to find new ways to promote goods and services. 

The use of modern Internet technologies to promote goods and services usually helps to increase the 
competitiveness of the enterprise. However, sometimes the introduction of new tools for the promotion of goods and 
services is of insufficient quality or only some parts of the set of tools for the promotion of goods are implemented. 
This can have a negative impact on the overall effectiveness of the promotion of goods and services, which necessitates 
marketing research on the Internet, marketing communications on the Internet and the sale of goods over the Internet. 

The objectives of Internet marketing research are: traditional surveys, research on the behavior of Internet users, 
the use of the Internet as a tool for marketing research, research of the competitive environment and competitive 
positioning. 

Internet marketing research is conducted in order to search for primary and secondary marketing information. 
Search for primary information on the Internet is carried out with the help of special analytical services that collect 
and provide (site owner) statistical information about the user (locality, region, country), navigate the site, stay on 
individual pages, service provider and more. In addition, other useful information may be collected: DNS or IP address 
of the computer, its e-mail address, the software it uses, analytics «clickability» of site links, evaluation of the 
effectiveness of Internet advertising messages, consumer profile analysis, covered by Internet advertising, etc. [16]. 
Information can also be obtained using Google tools: detailed information on user visits can be obtained using the 
Google Analytics tool, Google Trends tools can provide data on the prevalence of certain queries on the Internet, and 
Google Forms allows you to conduct online surveys of any category customers. 

Sources of secondary marketing information can be sites of companies, governmental and non-governmental 
organizations, the media, sites of specialized consulting and marketing companies specializing in marketing research, 
open access databases and more. There are also many specialized marketing research agencies that provide 
information services both free of charge and on a commercial basis [4]. 

With the development of the information society, the effectiveness of marketing communication channels is 
changing: now traditional advertising (ads, directories, banners, booklets, leaflets) is inferior to Internet advertising, 
so companies should formulate their marketing policies based on the promotion of goods and services on the Internet. 
This is possible thanks to virtual analogues of traditional advertising, means of promoting goods on the company's 
website, including through search engines. 

Traditional ways of promoting goods and services on the Internet include: search engine optimization, website, 
catalogs and headings, text advertising, e-mail marketing. In addition to traditional ways of promoting goods and 
services on the Internet, aggressive marketing tools are used, which are represented by tracking programs, Trojans 
(virus programs), pop-ups (Pop-Ups and PopUnders). This also includes viral Internet marketing – the spread of 
communication messages on the Internet, which are characterized by an avalanche of information, the main 
distributors of which are the direct recipients of information [3].  

Internet technologies should take into account current trends in marketing communications: relevance and 
optimization of information, maintaining customer loyalty, achieving a high level of product awareness, minimizing 
mistrust and doubt about the quality of the product, the respondent is passive, design and visualization. 

The use of the Internet in promoting goods and services on the market brings new opportunities and advantages 
over marketing, which is based on traditional technologies: high data rates; the transition of a key role from producer 
to consumer; globalization of activities; reduction of transaction and transformation costs; use a strategy that focuses 
on Internet marketing. 

The advantages of using Internet technologies in promoting goods and services on the market affect the expansion 
of opportunities and efficiency not only in the marketing activities of the enterprise, but also in other areas: cost 
savings during production and marketing; increasing economic efficiency from increasing turnover and more 
maneuverable use of enterprise resources; improving the speed and quality of coordination of work; rapid response to 
changing market conditions for certain types of products; continuous training and retraining of personnel at all levels; 
increasing the effectiveness of advertising. 
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3. Conclusions  
Thus, the expansion of the company's capabilities in promoting goods and services to the market through Internet 

technologies is carried out through the development of virtual markets, trading platforms, the development of social 
networks, Web-applications, etc. The choice of method of promotion of goods should be optimally balanced in 
accordance with the objectives of marketing activities of the enterprise. And in this case, Internet technology is a 
source of improving marketing activities and expand it to the values of cyberspace. 
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