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AHomayisa

Bcmyn. Y cyuacHux ymosax eedeHHsl 6i3Hecy 6aic/AUBUM eneMeHMOM YCnixy € 3acmocy8aHHs Memodis
iHpopmayitiHux komyHikayitl. OcKiabKu cyvacHe iH@opmayiliHe cychiibcmeo ece uacmiule nompebye HO8UX
Memodie KOMYHIKY8aHHS, MO 8UKOpUCMAHHSA Jidxcuman-mapkemuHay 8 6i3Heci € ekpail epekmusHuM, adiice 80HO
nocmiiio egoatoyioHye. Came momy didxcuman-mapkemuHz € mum 3aco60M, sIKUll hompibHo sukopucmosgysamu
0151 p038UMKY CY4ACHO20 6Gi3Hecy.

Mema cmammi: Ha ocHO8I aHa.i3y ma cucmemamu3sayii meopemu4Hux i npakmuyHux nidxodie do KOMN/EKCHO20
OYIHI0BAHHS edheKmusHOCMI MapkemuH2080i disbHOCMI 6i3Hecy 8UOKpeMUMU OCHOBHI Memodo/102iuHi acnekmu
poui didxcumasn-mapkemuHay y YboMy npoyeci.

Pe3syasmamu. Y cmammi npoaHanizo8aHo 00CAI0NCEHHsl, CNPSIMOBAHI HA GU3HAYEHHS CYMHOCMIi noHsmMms
«didxcuman-mapkemuuay. O6rpyHmosaHo Haykosi nidxodu ma po3kpumo 0CHO8HI IHcmpymeHmu 00CAi0HCeHHS Yiel
npobsiemamuku. BusHaueHo epekmusHicmb eniugy 8id enpoeadiceHHs Yyugposoz2o MapKemuHay HA Cy4acHUl
6i3Hec. Oxapakmepu308aHo HAbip NoOKAsHUKI8 eheKmuUBHOCMI peKAaMHO20 38epHEHHs ma ix en/ausy Ha 6i3Hec-
npoyecu. [locaidxceni ocHogHi meHdeHyii pozsumky didxicuman-mapkemuHzo8ux iHcmpymeHmis i ix enaus Ha
pe3yssmamugHicmb 6i3Hecy. OXapakmepu3o8aHO WSAXU PO3WUPEHHST Modcausocmell didxcumasn-mapkemuHzy
ceped 8iM4U3HSIHO20 GI3HECY.

BucHoeku. BusnaueHno, ujo 0415 36iibWieHHs epekmusHocmi 6i3Hecy nompi6Ho 30ilicHUMU aHaAi3 disiibHOCmi
cnoxcusauie Ha iHgpopmayiliHux calimax 3 BUKOPUCMAHHAM OCHOBHUX dcneKkmis, a came: ysaza — 3ayiKas/1eHHs —
6axcaHHa — dis Ha ocHosi cneyugivHux iHdukamopis (mpadgik, kousepcis, .nidu). [JosedeHo, wo npoaHasizoeaHa
cucmema 0CHOBHUX iHOUKamopie 00380./151€ KOMNJEKCHO OYiHUMU epekmueHicmb 6i3Hecy, oyiHreamu eghekmu 8id
pi3Hoe2o pody 3axodis, susHauamu i peasizogysamu HAU6LALW eheKMUBHI eKOHOMIYHI THCMpPYMeHmMU pOo38UMKY.
3adeknaposaHo wasixu egeKkmusHo20 3dcmocye8aHHs didjcuman-mapkemuHzy wodo BU3HAYEHHSI OCHOBHUX
npo6.ieM cb0200eHHS, SIKi MOXCYyMb 8naU8aMU HA pO38UMOK ma edhekmugHicmb dislabHOCMI 6i3HeECY.
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Abstract

Introduction. Application of information communications methods becomes an essential success element in current
doing business conditions. Since contemporary information society increasingly needs new communication methods,
the use of digital marketing in business is very efficient as it consistently evolves. Therefore, digital marketing is the
tool to be used to develop business.

The purpose. The article aims to outline the main methodological aspects of the role of digital marketing in the
process based on the analysis and systematization of theoretical and practical approaches to a comprehensive
assessment of the business marketing activity efficiency.

Results. The article analyzes the research addressing the nature of the interpretation of the digital marketing
concept. It substantiates scientific approaches to the subject and outlines the main tools in this phenomenon. The
efficiency of impact the digital marketing introduction has on modern business is determined. A set of parameters of
advertising efficiency and its impact on business processes are characterized. The main trends in the development of
digital marketing tools and their impact on business efficiency are examined. The ways to expand digital marketing
opportunities among domestic businesses are characterized.

Conclusions. The article argues that the analysis of customers’ activity on informational websites based on such key
aspects as attention — interest — desire — activity based on specific indicators (traffic, conversion, leads) should be
carried out to improve business efficiency. The analyzed system of key indicators allows for carrying out a
comprehensive assessment of business efficiency, estimating the effects of various activities, and determining and
implementing the most efficient economic development tools. The ways to efficiently apply digital marketing to define
the main contemporary problems that can affect business development and efficiency are declared.

Keywords: digital marketing, business, efficiency, indicators, marketing activity, marketing audit.

JEL classification: M39

Introduction

Digital marketing conditions are gaining increasing importance in the modern world.
Traditional marketing tools turn out to lack efficiency in conditions of digital marketing
development since they fail to significantly improve the efficiency of the companies’ marketing
activity and secure the achievement of specific advantages in the information society.

Current trends provide that most companies develop their businesses on the Internet.
Businesses face the need for comprehensive use of various promotion tools and methods in the
process of active development of digital marketing [1]. Moreover, continuous data collection
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and analysis and assessment of all marketing activities are essential for maintaining
competitiveness as it allows tracking, estimating, and adjusting their efficiency.

Not many researchers address the origins of the digital marketing process in Ukraine.
Namely, T.Y. Dereviyanchenko and L.V. Benivska define the nature of digital marketing and its
advantages (interactivity, lack of territorial boundaries, easy access to resources, extended
coverage of target audience, opportunity for operational assessment of a company’s promotion
system, event management in real time, etc.). Moreover, the authors characterize the digital
marketing promotion channels and their main tools and resources [2].

S.S. Poliakh outlines the results of examining the nature and approaches to the
interpretation of the digital marketing concept, as well as the main tools and methods of the
phenomenon. The author argues that there are numerous applications and program solutions
in the digital marketing world to secure continuous operation. He emphasizes that social media
management, computerization, and content marketing are the most common directions of the
digital marketing program application [3].

0. P. Solohub and L. V. Kapinus provide that assessment levels and criteria should be
clearly defined when assessing online advertising efficiency. Therefore, the advertising
efficiency measuring theory offers numerous parameters that provide an opportunity for
assessing the advertising efficiency based on the respective statistics. The authors suggest
adding the online advertising performance parameter to the range of well-known parameters,
which constitutes the novelty of the scientific article. Moreover, they provide a range of
recommendations to both improve online advertising efficiency and map the consumers’
purchasing power [4].

S.M. llliashenko and T.Y. Ivanova characterize it as the marketing activity type that
provides for communication with the audience through digital channels to accomplish business
tasks [5]. Meanwhile, M.A. Oklander and 0.0. Romanenko address the marketing activity type
that provides an opportunity to directly interact with target segments in the market through
digital channels and methods in virtual and real environments [6].

T.P. Danko and LI. Skorobohatyh argue that digital marketing is the marketing that
secures interaction with clients and business partners using digital information and
communications technology and electronic devices. In a broader sense, it means the marketing
activity based on the use of digital information and communication technology [7].

In practice, digital marketing is among the most efficient ways to make a statement,
secure a long-term consistent development for businesses, be competitive, and promote own
products. Various methods should be applied together and constantly combined to secure the
comprehensive development of all business aspects and activity directions so that the
advantages and benefits from their application supplement one another [8].

Therefore, the problem of the comprehensive approach to the assessment of digital
marketing efficiency in business activity is underresearched. That is why the issue remains
open and requires significant attention from researchers and practitioners at enterprises,
taking into account the dynamic changes in market conditions.

The purpose and objectives of the article

The article aims to outline the main methodological aspects of the role of digital marketing
in the process based on the analysis and systematization of theoretical and practical
approaches to a comprehensive assessment of the business marketing activity efficiency.

Presenting main material

Modern business cannot exist without innovations and advanced technologies that
maintain the brand’s popularity and increase sales through the attraction of the target audience
and different types of interaction with it. These actions are possible, in the first place, in
digitalization, namely by the use of digital advertisement and online marketing technologies.
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When using various digital promotion tools and online advertising, it is also worth
controlling their efficiency. The company developing business and promoting itself on Internet
should continuously analyze the current situation and assess the efficiency of advertising
campaigns and the number of attracted clients.

There is a system of technometric efficiency parameters allowing estimating the success
of an online advertising product at different stages of its functioning — KPI (Key Performance
Indicators). The technology helps analyze the efficiency of advertising channels, adjust the
campaign strategy, and predict the necessary budget [9].

The efficiency of a company’s activity in online advertising should be estimated based
on extensive theoretical and practical developments since this issue requires comprehensive
research.

Most researchers and practitioners addressing the issue suggest singling out two groups
of the online advertising campaign effects: communicative (or informational) and economic.

The assessment of marketing tool and method efficiency should contain a set of
quantitative and qualitative parameters bound to systematize information on the efficiency of
a company’s marketing department in digitalization. The parameters of online marketing
measures efficiency assessment are selected based on the consideration of their features and
depend on the settled goals and corporate development efficiency tasks.

The following parameters are the generally accepted ones to assess the economic
efficiency of implemented digital marketing tools:

1) the growth of a trade company’s website visits (it characterizes the website
popularity);

2) the number of the company’s website revisits;

3) regularity and frequency of the website’s visits,

4) the number of indexed websites;

5) the number of links to websites, including external;

6) the cost of an attracted perspective or existing customer;

7) the volumes of information posted on the website or online store regarding the
products and events of the company (articles, news, etc.);

8) the number of times the trade company name is mentioned in social networks;

9) citation level;

10) number of sent e-mails and messages;

11) efficiency of various sources of customer attraction to the company’s website;

12) efficiency of banner ads (it is determined by the number of visitors using it for
redirection to the website);

13) the conversion level that characterizes the company’s website quality;

14) entry and exit points, traffic analysis;

15) search engine analysis (where the customers come from);

16) analysis of geography and general features of existing and prospective customers.

The identification of all components of marketing costs, the arrangement of the target
audience participation statistics, and the determination of major foundations of impact on
customers and position among all competitors in the domestic market are essential for the
correct assessment of the online marketing tools application efficiency [10].

When assessing online advertising efficiency, in the first place, its goals and tasks must
be matched with the achieved results. The following possible goals can be emphasized: support
of goods turnover; sales increase; market share increase; making defined profits; generation of
the demand for goods; development of a certain level of awareness about the goods or a
company among the customers; development of customer trust in the goods or a company and
promotion of a company’s or goods’ positive image, etc.
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The first thing to do is to define specific statistics for tracking and the time framework
of assessment. Therefore, it is worth taking into account the following Key Performance
Indicators (KPI) [11]:

The cost of one perspective client;

Revenue from sales;

Client value;

Ratio of perspective and real clients;

Ratio of website visits and number of perspective clients;
Organic traffic;

. Website conversion rate.

After the KPI are defined, it is worth identifying the data that would be taken into
account in the analysis. Among the parameters, the following should be emphasized [11]:

1. Overall website traffic;

Traffic by source;

The ratio of new visitors and returning visitors;
Number of visits;

Average session duration;

Pageviews;

Most visited pages;

Exit rate;

. Bounce rate;

10. Conversion rate.

These are the most important parameters. Yet, certainly, there are many others,
including coverage, engagement, email open rate, click rate, cost per click, conversion cost,
purchase cost, and overall return on investment.

To determine the efficiency of the advertising appeal, some researchers have selected a
set of parameters, namely [4]:

1. Demonstration of advertising. Parameters: number of demonstrations; number
of unique demonstrations; cost of advertising; crossing audiences; demonstration frequency;
CPM (cost per thousand of demonstrations).

NoUTE W =

O PN U WN

2. Attention attraction. Parameters: visibility; recognizability; memorability.

3. Interest. Parameters: number of clicks; number of unique clicks; CTR; click
frequency; CPC; CPUC.

4, Website visits. Parameters: number of unique users; number of visits; visits

frequency; number of new users; users’ geography; number of pageviews; viewing depth;
website routes; length of visits; CPUU; CPV.

5. Activity. Parameters: number of activities; number of orders; number of sales,
volumes of sales; average purchase value; number of clients; average number per client; CPA;
CPO; CPS; CPCr; frequency of orders.

6. Repetition. Number of revisits and repeated actions.

In order to optimize the process of sales and, respectively, increase the business
efficiency, the answer to the following question must be found: what share of clients moves to
the next stage? For that purpose, all clients’ activities on the website should be analyzed across
the following aspects: attention — interest — desire — activity based on specific indicators
(traffic, conversion, leads).

Traffic is the volume of information passing through the website in a specified period. A
bit is a basic unit of information but byte and derivatives megabyte (MB), gigabyte (GB), and
terabyte (TB) are used for calculations more often.

It is calculated by the formula:

Traffic=S+*N * D,
where R - size of loaded websites;
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K - number of visitors per day;

D - number of days in the analyzed period.

Lead as a specific assessment indicator in e-commerce is any activity of a user on a
website. It includes registration, posting of personal information, filling out a special form
(questionnaire, application), uploading of any data, etc [12].

The leads allow conveying the companies’ offers to new clients instantly with converting
them into purchases. The leads are conditionally divided into two qualitative categories [13]:

- sales leads - new clients providing their contacts to make immediate purchase of a
certain product;

- marketing leads - prospective clients providing their contacts when subscribing to
newsletters, advertising booklets, special offers, information about sales, SMS. They are
interested in a product and might become clients in the future.

cpL =M
QL

where CPL - the lead cost;

Bm - marketing budget;

QL - number of leads.

Conversion (CR) is the key efficiency measure. It is the ratio of the number of people
performing a specific action on the website to the total website visitors calculated by the
formula [13]:

CR=—2

~ Traffic

where CR - conversion;

Z - number of orders;

Traffic - traffic.

It is worth mentioning that the conversion improvement measures can help achieve the
following goals: sales increase retaining the income traffic volume; new client attraction cost
reduction or conversion increase subject to the attraction cost increase in order to increase
income; online store visits increase. Whereas the conversion is optimized, it will be among the
most relevant issues in online marketing.

Conclusions

Active development and the use of digital technologies in modern society have
generated the introduction of digital marketing to entrepreneurial activity. The use of digital
marketing tools by enterprises substantially impacts the behavior of the target audience,
improves the image and achievement of planned marketing goals, and improves business
efficiency. The trends are bound to grow. Therefore, it is essential to establish promotion
efficiency assessment criteria to analyze advertising efficiency in digitalization. The analyzed
system of key indicators allows for carrying out a comprehensive assessment of business
efficiency, estimating the effects of various activities, and determining and implementing the
most efficient economic development tools.

Nowadays, no practices guarantee complete success. Each of the mentioned steps will
not make any company the market leader separately, but together the methods will create the
basis for an efficient and profitable business.
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