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FEATURES OF MARKETING COMMUNICATIONS
ON THE INTERNET

The effective functioning of the enterprise at this stage of
economic development is impossible to imagine without the use of
mechanisms for organizing marketing activities. There are many
different types of marketing, among them are such as conversion,
incentive, development, support and more. The rapid development of
the market of goods and services changes the desire of consumers,
forcing manufacturers to seek new methods of promotion and sale of
manufactured products, as changing consumer tastes leads to a decline
in the effectiveness of marketing techniques that have been used for a
long time. Due to the development of communication and information
technologies, such type of marketing as Internet marketing is
becoming more and more popular [7].

Internet marketing is significantly different from conventional
marketing communications through the use of virtual information
space. The Internet and other digital media are opening up new forms
of interaction and new models of information exchange.

The high interactivity of the Internet as an information
environment is due to the following facts:

— the client initiates the contact himself;

— the customer himself is looking for information about brands
and products;

— the use of the Internet requires the involvement of a person,
unlike radio or television, which can be listened to and watched in the
background.
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The main function of traditional marketing is to motivate the
consumer to take targeted action through the broadcast of the
advertising message from the company to the client and other
stakeholders, i.e. in this case the PUSH approach is used. At the same
time, interaction with clients is significantly limited; additional
research and surveys are often needed to get feedback.

The same thing happens on the Internet, especially when using e-
mail and media advertising, but customers can initiate contact
themselves when searching for information on websites and search
engines. In other words, there is a PULL approach, so it is very
important to have good visibility in search engines [1; 3].

D. Hoffman and T. Novak expressed the opinion that digital media
has changed the model of communication. According to them, the
Internet is a computer-mediated environment in which interactions
occur not only between the sender and recipient of information, but
also with the environment itself [2].

It should also be noted that, unlike television, radio and print
media, the Internet allows you to post free videos and audio
recordings of any length, use surveys, initiate discussions between
people, create interactive games and programs.

The Internet can be used as a relatively inexpensive way to conduct
marketing research using CAPI technology (Computer-assisted
personal interviewing — a personal interview using a computer).

The second channel for receiving information about customers is
the company’s website, if it has a web analytics system. Many Internet
marketers use this data to study the preferences and behavior of
consumers depending on how the information is organized and what
graphic elements are used on the site.

Internet marketing communications can be adapted to each
individual or consumer segment.

Unlike traditional media, where in most cases one message is
broadcast to the entire audience, in Internet marketing at relatively low
cost there is the possibility of individual treatment of each individual
consumer segment.
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In recent years, a new technology of retargeting is developing
rapidly — advertising and informational messages are shown only to
those users who have already visited the site and made certain actions
there. In particular, this technology allows you to return to the site
consumers who have studied certain products, showing them on
various third-party web resources and social networks advertising with
their product or service, encouraging them to make a purchase by
offering a personal discount, gift or bonus.

The Internet has significantly changed the essence of intermediary
relations in business. For a marketer who develops a communication
strategy for his company on the Internet, it is very important to
consider how the brand can be represented on the websites of
intermediaries and what intermediaries are generally needed to ensure
distribution on the Internet.

It is also worth noting that electronic means of communication
have expanded the coverage of advertising campaigns for Internet
users in all countries. This enabled any company to sell goods and
provide services in the international market, which was previously
only available to large corporations [7].

At the same time, of course, there are some difficulties in
implementing Internet marketing. After all, in addition to the fact that
Internet marketing requires an understanding of the tools,
methodology and other aspects of traditional marketing, much
attention is also paid to the study of ever-changing network
technologies, new web services and promotion tools.

Based on the considered features of Internet marketing, a table was
compiled showing its main advantages and disadvantages for
companies that plan to use it or already use it (Table 1).

Despite its shortcomings, Internet marketing is able to provide a
competitive advantage to firms that systematically use it in the market.

Thus, Internet marketing today is one of the most promising areas
of marketing in our country. This area is actively developing, despite
economic crises and various external and internal obstacles. It is also
worth noting that Internet marketing, like any type of marketing has
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its advantages and disadvantages, which must be considered when

using its tools in the implementation of the enterprise.

Table 1

Advantages and disadvantages of Internet marketing

Advantages

Disadvantages

— Low cost when working with narrow
segments of consumers

— High coverage of the most economically
active audience

—Relatively high cost when
working with a mass audience
—Low audience coverage of

older age groups
—Technological limitations
—Information overload of users
—Small e-commerce turnovers
—The complexity of planning
and implementing Internet
marketing

— High interactivity of interaction

— Extensive opportunities for orientation

— Personalization of communication

— Great opportunities for consumer research
and analysis of the effectiveness of
advertising activity

— Relatively high average level of trust in
Internet advertising

Source: [1-7]

Internet marketing allows you to reduce the cost of sales, expand
the market by reaching new audiences, the use of modern methods of
advertising, also allows you to analyze the demand for goods, which
provides the ability to adjust and meet market requirements, but with
the development of Internet technologies, you also need to develop a
sales system, take into account the possibility of failure of the site,
which will store information about the goods.
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