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Harbar Zhanna, Bogatskaya Nataliya, Harbar 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.

T'ap6ap Kanna, boranbka Haraunis, I'ap6ap BikTop
MAPKETHUHI'OBI IHTEPHET-TEXHOJIOI'Ti TIPOCYBAHHSI TOBAPIB I IOCJIYT

Anomauin

BuzHaueHO MOCIIOBHICTh BUKOPUCTaHHS IHCTPYMEHTIB IHTEpPHET-TEXHOJIOTIM NpH NpOCYBaHHI TOBapiB Ta
nociyr. BcraHoBneHO THIM IHCTPYMEHTIB IHTEepHET-TeXHOJIOTIH Npu NpocyBaHHI ToBapiB Ta nocayr: Paid Media —
TIepeNTiK TUTATHUX 1HCTPYMEHTIB 1 TUIaTGOpM JJIsl 3aiTydeHHs Tpadiky Ha caiT, y 00T, JOJaTKU Ta Ha iHIII pecypcH
mignpueMctBa; Owned Media — Oyab-sikuil KaHaT KOMYHIKaIlii abo miatdopma, 1mo nepedyBaroTh y BOJIOIIHHI CaMOTO
openny; Social Media — mporiec 3amydeHHs Tpadiky Ta yBaru 10 OpeHmy abo ToBapy depes coliaibHi mIaTgopmu;
Earned Media — cykymHIiCTh Iili KOPUCTYBadiB 100 OpPEHIIY TOBapy: OOTOBOPEHHS KOHTEHTY Ta MKy Ha Pi3HHX
Maligandukax B Internet. JloBegeHo HEOOXiqHICTh MMPOBENEHHS MAPKETHHTOBHUX JTOCIIKCHD B [HTepHETI, 3/1IHCHEHHS
MapKEeTHHTOBUX KOMYHiKalliii B [HTepHeTi Ta 30yT ToBapiB depe3 [HTEpHET M1 yriepeKEeHHsI HETaTHBHOTO BIUIUBY
Ha 3araibHy €(EKTUBHICTh MPOCYBaHHSI TOBapiB Ha pHHOK. OKpECICHO 3aBJaHHS MapKETHHIOBHX IHTEpHET-
JIOCTIJKCHB: TPAJAMIINAHI ONUTYBAaHHS, TOCIIKCHHS MTOBEAIHKA [HTEpHET-KOPHUCTYBaYiB, BUKOPUCTAHHS [HTEpHETY
SIK IHCTPYMEHTY MAapKETHHIOBOTO JOCIHIKCHHS, ITOCII/DKCHHS KOHKYPCHTHOTO CEpPEIOBHINA 1 KOHKYPCHTHE
NO3UI[IOHYBaHHs. BHOKpeMiIeHO HacTynmHI axkTyajdbHI TEHJCHLIi MAapKEeTHHTOBHX IHTEepHET-KOMyHIKalii:
aKTyaJbHICTh Ta ONTHUMI3allisd Moja4i iHpopMarii, MATPUMKA JIOSUTBHOCTI MOKYIIB, TOCITHEHHS BHCOKOI'O PiBHS
yIi3HaHOCTI TOBapy, MiHiMi3alis HEIOBIPH 1 CyMHIBY B SIKOCTI TOBapy, IaCHBHa Y4acTb PECIIOHAEHTIB, MU3alH i
Bizyarizaiis. 3’sCOBaHO HOBI MOJJIMBOCTI 1 IMepeBarn BUKOPHCTAaHHS Mepexi [HTepHeT y mpocyBaHHI TOBapiB Ta
TIOCITYT B MOPIBHSAHHI 3 MAPKETHHTOM, SIKUH 3aCHOBAHWI HA TPAIUIIHHAX TEXHOJIOTISAK: BUCOKA IBUIKICTh Iepeaadi
JIaHUX; TIEPEeXiJ KITF0UY0BOT POJIi BiJy BUPOOHUKA JI0 CTIOXKHUBAYa; TI00ami3allis qisIbHOCTI; 3HIKEHHS TPAHCAKITIHHIX
Ta TpaHc(hOpMaIifHIX BUTPAT; BUKOPUCTAHHS CTPATETil, ’Ka Opi€HTOBaHA Ha [HTEpHET-MapKETHHT.
Kniouosi cnoea: THTEpHET-TEXHOJIOTi], MAPKETHHTOBI 1HCTPYMEHTH, MPOCYBaHHS TOBapiB Ta TOCIYT, [HTEpHET-
KOMYHIKaI[i1, MADKETHHTOBI JTOCIIIPKCHHSL.

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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