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VIK 339.138
3. M. AHJIPVIIIKEBUY

XMeNbHUIBKHN HALIOHAIBHUH YHIBEPCUTET

IHTEPHET-MAPKETHUHI' Y COHIAJIBHUX MEPEKAX

Y cTarTi 39C0BaHO CYTHICTb [HTEPHET-MAPKETUHIY B COLIIA/IbHUX MEPEXXAX, BU3HAYEHO OCHOBHI HArpsiMu MapKeTUHrosoi
AISUIBHOCTI  MIAMPUEMCTBA Y COLIIA/IbHUX MEPEXAX, OKPECTIEHO OCOG/IMBOCTI 3A4IMCHEHHS KOMYHIKALVIHUX 3aX04IB Y MEDEXEBUX
CriibHOTax. [JOBEJEHO, O 3[INICHEHHS €@BEKTUBHOMO IHTEPHET-MAPKETUHIY B COLIAIbHUX MEDEXAaX € BaXJ/MBUM @GaKTopoM
YCIIILLIHOro  MpOCyBaHHs MANPUEMCTBA, OpEHAA 4Yu TOBapy HAa pPUHKY, CrPSIMOBAHE Ha PO3LMPEHHS Li/IbOBOI  ayAnNTopii,
PO3PO6JIEHHS], MOKPALUEHHS Ta 3aXUCT pertyTalii miarnpueMcTBa Yepe3 opmyBaHHS J105/TbHOCTI CIIOXMBAYIB A0 MiAMPUEMCTBA.

KI040BI C/10Ba. CoLjiaribHi MEPEXI, IHTEPHET-MAPKETUHI, LINQDPOBIMN MAPKETUHT.

Z. M. ANDRUSHKEVYCH

Khmelnytsky National University

INTERNET-MARKETING IN SOCIAL NETWORKS

The aim of this article is finding out of essence and determination of basic directions of internet-marketing activity in
social networks; an acquaintance Is with new possibilities of realization of marketing events in network associations. In the article
Internet-marketing essence is found out in social networks, basic directions of marketing activity are certain in social networks, the
features of realization of communication events are outlined in network associations. Realization of the effective internet-marketing
in social networks is the important factor of successful advancement of enterprise or commodity at the market it is sent to
expansion of target audience, development, improvement and defence of reputation of enterprise through forming of loyalty of
consumers to the enterprise. The given theoretical aspects of effective realization of such marketing activity will allow to the
progressively adjusted companies successfully to move forward the commodity on home and foreign markets due to the competent
use of resources of social medias, such, as information about the wish of consumers, recommendation and taste, competitors and
partners, during development, production and realization of new commodity

Keywords: social media, online marketing, digital marketing.

IocTanoBKa MpoOJIeMH y 3araJJbHOMY BUIJISAI i i 3B’S130K 3 BaXKJIMBUMH HAYKOBUMH
TA NPAKTHYHUMH 3aBJIaHHIMHU

B cydacHux ymoBax pO3BHTKY iH(QOpMAIiHMX TEXHOJOTiH BCe OUIBII aKTUBHO 3pOCTA€ MOMYJISIPHICTH
IHTepHeT-MepeXi, a KUIbKICTh IHTepPHET-KOPHCTYBadiB 301IbIIy€eThC MOAHA. HalOinpI momyisipHIMA iHTEpHET-
caiftamu, 3a JEKilbka POKIB CBOTO iCHyBaHHS, cTaiu comianbHi Mepexi (Facebook, Twitter i Linkedin 8 CILA i
Saxignin €Bpomi, a Bronrakre i Omgnoxmacauku B CHJ), 6moru (LiveJournal, Blogger, Wordpress) ta cepsicu
Mmikpooorinry (FriendFeed), a Takox caiitu Bineo- ta ¢oroxoctunry (Youtube, Flickr).

Croromni Ha teputopii CHJI, ne iHTepHeT crae Bce OUIBII JOCTYNHUM, HAHOLIBII YCHINIHUM i
HECTaHJapTHUM IUIIXOM IPOCYBaHHS Oy/b-SKOTO By TOBapiB UM IOCIYT € COLIaJbHUI Menia MapkeTHHI SMM
(Social media marketing).
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Takum 4nHOM, JUTI MAapKETOJIOTIB BiKPUBAIOTHCSI HOBI MOXKIIMBOCTI KOMYHIKAIlil Ta B3a€MOZI 3 I[ITbOBOIO
ayIUTOPIEI0 Yepe3 COIiaIbHi Mepexi.

AHani3 ocraHHiX XocaiTkeHb Ta myOJikaniid. J[OCTiIKyr0dd TEOpi0 Ta TMPAKTHKY BUKOPUCTAHHSI
IHTepHET-MapKEeTHHTY B MpOIleCi TOCHOApIOBaHHs, Oy MpoaHai30BaHI HAYKOBI pe3yNbTaTH, IO BHUKIAACHI Y
nparax ['pumienko O.®D. [4], IBamosoi H.B. [5], CoBu B.B. [7], bammunacekoi 1.0. [2], Innsmenka C.M. [6], bapan
P.A., PomanuykeBuda M.N., Tariok T.M. [1] Ta iHIIMX HAyKOBIB. AJie HEOOXINHO 3a3HAYUTH, IO LS TEMa HE
OTpUMaJla CHCTEMAaTHYHOTO MOSCHEHHS K y Ipansix 3apyODKHHX, TaK 1 BITYM3HSAHUX Y4eHUX. Yce 1e 00yMOBIIOE
HEOOXIiTHICTh CHCTeMaTH3allil 3HaHb Ta MPAKTHYHUX METOIB BHKOPUCTAHHS IHTEPHET-MapKETHHTY B COLIAILHUX
Mepexax.

IocranoBka 3aBaannsi. MeTo0 1aHOT CTATTI € 3’ICYyBaHHS CYTHOCTI Ta BU3HAYEHHS OCHOBHHX HAaIPsIMIB
JISUTBHOCTI 1HTEpHET-MapKETHHTY B COLIANbHUX MEpPEeXax; 03HAHOMIIEHHS 3 HOBHMH MOXIIMBOCTSIMH 3I1HCHEHHS
MapKETHHTOBHX 33aXO0/IiB Y MEPEXKEBUX CITIJILHOTAX.

Bukian ocHoBHOro martepiajy. Ha cygacHoMy etami po3BUTKY iHPOPMALIHIX TEXHOJIOTIH yce OUTBIIO0
TIOTYJISAPHICTIO KOPHUCTYIOTBhCS CoIlianmbHI Mepexi. 3a manmmu Worldometers KiTbKiCTh KOPHUCTYBadiB iHTEpPHET-
Mepexi y CBITi CTaHOBHUTH 2,5 Minbsipaa oci0. binpmie nomoBuaM mronel, Mmomoamux 3a 30 pokis, T00TO 96% THX,
XTO HapOJUBCS B MEpioJ] PO3BUTKY IHTEPHET-TEXHOJIOTIH, 3apeecTpoBaHi B comianbHux Mmepexax [10]. o Toro x
KIJIBKICTh 3apEECTPOBAHMX KOPHCTYBAUiB COIIaJIbBHUX MEPEX HEBIIMHHO 3POCTAE.

3a manuMu HarioHanpHOT KOMICIl, IO 3/IHCHIOE Jep)KaBHE peEryloBaHHA Yy cdepi 3B'SI3Ky Ta
iHpopmarnzanii [4], 13 MiTpHOHIB yKpaiHIIB LIOAHS KOPHUCTYIOTBCS iHTEpHETOM, 3 HuUX 33% HaceneHHA y Bimi
crapme 16 pokiB. 3a migcymkamu 2013 poxy KijbKiCTh KOPHCTYBauiB COIiaJIbHUX Mepex B YKpaiHi jgocsria 5,5
MutbioHIB, mo Ha 20% mnepesuinye aHanoridamii mokasHWK 2012 poky. Haifbirpma KUTIBKICTH KOPHCTYBadiB
3atikcoBana B KuiBcbkii (31,5%) Ta Onecobkiii odmacri (21,6% Biz 3araiabpHOT KITBKOCTI KOPHCTYBAUiB).

Comianpai Mepexi: Bronrakre, Ogaoknacauku, Facebook, MySpace, Miit Kpyr, Twitter i 6araTo iHmmx
MIBUAKMMHU TEMIIaMH 30UpaloTh BcepearHi cebe 0araToMinbHOHHY aKTHBHY ayqUTOpII0 IHTEpHET-KOPHCTYBauiB,
sIKa, KpiM IHIMHUX Ail, KO)KHY XBWIMHY MO)KE BECTH Oecii IMpo KOMIAHii, iX TOBapH i IMOCIYTH, TUTHTUCS CBOEIO
JYMKOIO 1 BpR)KEHHSIMH.

3a pesymbTaTaMy MOCTIKEHHS TPOBigHUX YyKpaiHchkux aHamitmaaux ¢ipm (GFK Ukraine, InMind,
Bigmir) Oyna oTpuMaHa HAacTyIHa CTaTHCTHKa YKPaiHChKHX cowianibHHX Mepex [2]: BKonrakre — HanWOumbmn
TIOTYJISIPHA COIiabHa Mepexa B YKpaiHi, 0nm3pko 24 163 947 ykpaiHIiB MarOTh aKayHT y il MEpexi, o CKIalae
67% 3apeecTpoBaHMX B COLIaJbHUX Mepexkax; B OJHOKIACHUKAx 3apeecTpoBaHO 63% yKpaiHCHKHX KOPHUCTYBayiB
iHTepHeTY; y comianbHii Mepexi Facebook kinbkicTs ykpaiHCEKHX KopHcTyBadiB ckiraia 2 010 720 ykpaiHiis.

3a TakuX yMOB Bce Ounbllle BITYM3HSHHX MiANPHEMCTB BHIUITIOTH B OKPEMY CTATTIO KOMYHIKaI[IlfHOTO
010/DKETY MapKETHHTOBY aKTHBHICTB Y COLIaIbHIX MEpexkax.

MapxketuHr B comianbHux Mepexax (Social media marketing (SMM)) nependadae npocyBaHHs IPOAYKTY,
MOCITyTH, KOMIIaHii 4n OpeHsja 3a paxyHOK BUKOPHCTAHHS COLUAJbHHX Mellia, KOHTEHT SKHX CTBODIOETHCS Ta
OHOBIIIOETBCSI 3YCHJUISIMH iX BijBimyBawiB. OCTaHHIM 4YacoM IPOCYBaHHS TOBapiB 1 MOCIYr 3a JOHNOMOTOIO
COLIIAJIBHUX MEPE’K CTa€ Bce OLIbII e(h)eKTUBHUM CIIOCOOOM.

IcHye ABa OCHOBHI HAaIPsAMU MapKETUHIY Y COLIabHUX Mepexkax:

— iIHTepHET-Mara3suHyu PO3IIIAIAI0Th OHJIAHH-CIIUIBHOTH K e(DeKTUBHUI KaHaT IPOAAXKIB;

— MiJBHIICHHSI peryTailii OpeHaa Ta JIOSIIbHOCTI HiJTbOBOI ayIUTOopii.

VY pamkax peanizanii xonnenmii Social media marketing xoprmoparuBHuii npo¢ine Ha 0a3i comiabHUX
Mepex CTae 00OB'SI3KOBUM €JICMEHTOM KOMYHIKAI[IHHOTO MIKCY BITYHU3HSIHUX MIAMPUEMCTB.

Jlo xpuTtepiiB OLiHKHM e(heKTHBHOCTI KOPIOPATHBHOI CTOPIHKH y COLIAIbHUX Mepekax HaIeKUTh [7]:

— oOcsar ayauTopii (KiabkicTh mociigoBHUKIB «followers»y — y Mepexi Twitter, a TakoX KUIbKICTh
MeperI/IiB KOXKHOI MyOJTiKallii Ha KopropaTuBHii cropiHmi y Mepexi Facebook);

— piBeHb 3ayueHHs ayAuTOpii (KUIBKICTh AUCKYCIH, KOMEHTapiB Ta peKOMEeHalliii: «retweetsy» y Twitter ta
«likes» na Facebook);

— SIKICHI XapaKTEePUCTUKU ayAuTOpii (y OLIBIIOCTI MOCIIIOBHUKIB 3alIOBHEHI TPOQ1ii KOPUCTYBaUiB, cepen
SIKMX € 1 JI1JIepu TyMOK).

OCHOBHI IPUYMHH 9acTOr0 BUOOPY YKPaiHCHKMMH IiIIPHEMCTBAMH MAapPKETHHTY B COLIaJbHUX MEpeKax
TIOJISITAI0Th Y TOMY, IO L€ JO3BOJISE:

— CTBOPHUTH ¥ TOIMYJISIPU3YBATH IKEPEJIO ONEePaTUBHOI iHPOPMAIIii AT MOCTIHHUX 1 MOTSHIIHHUX KITi€HTIB,;

— CTUMYJTIOBAaTH MPOAAXKI;

— TPUBEPHYTH YBary BENNKOI KIBKOCTI MOTEHIIMHUX KIIEHTIB A0 OpPeHAy 3 YITKOIO MPHUB'SI3KOI0 110
IUTBOBOT ayTUTOPIi 3a Pi3HUMHU O3HAKaM: BiKy, CTaTi, IHTEpecaM, CTaTycy TOIIO;

— OJIep KyBaTH 3BOPOTHHH 3B'S30K Bi ayIUTOPIi i TIPSAMO CIITKYBAaTHCS 31 CBOIMHU KITiI€EHTAMU

— M JABUILMTH JIOSILHICTE CIIOXKHBAaYiB;

— 30UTBIIATH SIKICHUH Tpadik Ha KOPIIOPATHBHUI CaUT IMiIMPUEMCTBA TOIIO.

MapkeTHHT y comianbHUX Mepekax BKJIIo4yae B cede Oe3iiu MeroniB poboru. HaitmomynspHinii 3 HUX — 1e
mo0OyioBa CHIIBPHOT OpeHay (CTBOPEHHS MPEICTAaBHUIITB KOMIIAHII y comialbHUX Mefia), poboTa 3 6morocteporo,
pernyTaniiHui MEHEeIPKMEHT, epCOHaIbHUI OpeHIuHT, HecTannapTHe SMM-ITpocyBaHHS, TPUXOBAHUI MapKETHHT,
PpO3MilIeHHsI KOHTEKCTHOI peKJIaMy, IPOCYBaHHS MiAIPHUEMCTBA B COLiaIbHIA MepeXi TOIIO.
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Haiibinmpmr eekTHBHUMH U1 TIPOCYBAaHHS 1HHOBANIMHUX TOBapiB € poboTa 3 Oxorocdeporo Ta
pernyTamniiH1i MEHEKMEHT, aJDKe 111 IHCTPYMEHTH 3 OJJHi€] CTOPOHH 3a0e3MeuyIoTh MiANPUEMCTBO iHpOpMaIli€lo Ta
JTO3BOJISIOTH 3MIHCHUTH 3BOPOTHIN 3B 530K 31 CIIOKMBadaMU, a 3 iHIIOI CTOPOHH MTO3BOJISIOTH YHPABISTH TYMKOIO
iboBOI ayauTopii [5].

[IpuxoBanuii abo MapTU3aHCHKUA MAapKETHHT € e(eKTUBHHM IHCTPYMEHTOM BIUIMBY Ha iH(opMamiiiHe
MOJIC 1 CTHMYJTIFOBAaHHS TIPOJaXiB. BiH mossirae B MOHITOPHHTY Ta BEJCHHI 00rOBOpeHb Ha opyMax mpo OpeHz abo
KOHKPETHHI TOBapax. YYacHHUKH OOTOBOPEHHS PO3MIHIOITH TaKy iHQOPMAIII0 SK IOBHICTIO HE3aIEKHY, SKIH
MOXXHa JIOBIPSTH. 3a JOIOMOTO0 MTPUXOBAHOT'O MapKETUHTY MO>KHA MMiIBUIIMTH BIi3HABaHICTh OpEH.y, IPUBEPHYTH
yBary KOpPHCTyBadiB 10 OpeHZy a0o KOHKPETHOTO TOBapy; CTUMYJIOBATH TPOJAXKi; HEUTpali3yBaTH HETraTHUBHI
MOBiTOMJICHHS TIPpo OpeH ] abo ToBap Ha Gopymax Ta inmux Web 2.0 pecypcax.

KonTekcTHa pekiamMa B COWiaNbHHAX Mepekax Iependadac CTBOPEHHS Ta PO3MIIIEHHS pPEKIaMHOTO
OTOJIOIICHHSI 3 TMOCHJIAaHHSM Ha: IHTEPHET-CTOPIHKM B COIIaJbHIA Mepexi; CalT KIi€HTa; Ipyly B COILaJbHIil
Mepexi.

[TpocyBaHHs miANIpHEMCTBA B COLIQJIBHIM Mepexi IoJsrac y CTBOpEHHi, O(OpMIEHHI, BEICHHI Ta
MOCTIHHOMY HAIIOBHEHHI I1HTEPHET-CTOPIHKH, 3alyueHHI Ta CIIUIKYBaHHI 3 KOPHCTyBadaMH, BEICHHI TPYII;
CTBOpPEHHI OITUTYBaHb Ta OOrOBOPEHB; MOIIYK BiTYKIB i MUTaHb PO CaiT/OpeH ] B MepesKi; BiIIOBIACH HA MUTaHHS;
poOOTIi 3 HETaTHBHUMHU BiJIT'yKaMH, PO3MOBCIOKEHHSI ITPEC-PEIi3iB uepe3 Mepexy MapTHEPIB.

3a aHaJori€l0 13 3aXiJHUMH KOMIIaHIsIMH, SIKI IIIOPOKY 301IbLIYIOTh BUTPATH HA MPOCYBaHHS TOBapiB Yepe3
colianbHi Mepexi, YKpaiHChKI MiANpUEMII MTOYMHAIOTH IepedMaT KOPHUCHHUM J0CBif i BUKOpUCTOBYBaTH SMM-
IPOCYBaHHS.

CouianpHi Mepexi cTaroTh OLIBII MOIYJISIPHIMH, HIX 1HIII pecypcH, 30KpeMa, TpaMLliiiHi iHTepHeT-Meia.
SIKIIIO TOBOPUTH IPO Pe3yIbTaTUBHICTD MPOCYBAaHHS B COLIAJIbBHUX MEpexkax, TO MOXKHA BIIEBHEHO CKa3aTH, IO HA
TaKy pekjiaMmy CIoXwBad 3BepTae Ounpine yBaru. CranmaptHa ¢opma pexiaamu B 3MI Bke HaOpuana i crioxuBad
npocro i1 irHopye. Hait0OinpIu ycniniHa pexiiaMHa KOMITaHisl B COLIANBHIN Mepexi — 11 peKiiama, OpraHiqHo BITUCaHa
B CIIEHapiii poleciB i IHTErpoBaHa B CIUIKYBaHHA Ta iHTEp(eiic.

KirouoBa 0co0aHBICTE pOOOTH 3 COIIAIbBHUMH MEPEKaMH — 1€ MOXKIMBICTH LIJICCIIPSIMOBAHOI poOOTH 3
KOHKPETHOIO ayJHTOpI€l0 (IupeKT-MapkeTuHr). LlinmpoBi Ipynu B COIiaJbHUX Mepekax MO)KHA PO3IUINTH: 32
CTaTTIO KOPUCTYBayiB, 1X 0XOAY, BikoM, mpodeciero. Takoxk € MOKIUBICTh pO3POOUTH IHAUBIAYaIbHUI CICHAPIH
Jutsl OpeHy, sIKMI IPOCYBAETHCS Ta MiAIOpaTh coliajbHI Mepesxi sl poOOTH 3 WibOBOIO ayauTopieto. Hanpukman,
IIKOM MOJXUIMBO, IO LIIbOBA ayAUTOpisi KOHLIEHTPOBAaHO KOPHCTYEThCsi cepBicom Facebook 1 HaBiTh He
3apeecTpoBaHa Ha caiiTi «OZHOKIACHUKIY 1 T. 1.

CouianbHi Mepexi po3IiIIAOTHCA MAPKETOJIOTaMH Ta PEKIaMOABISMH K IPUHIMIIOBO HOBE, HE3aJIEKHE
BiJl IHIMX MefiiiHe cepemoBuine. Takuii BHCHOBOK 3poOmia kommanis "MediaPost" Ha OCHOBI IOCTIIKCHB
MeJlianyaHiB 3a ocTaHHIN pik, npoBeneHux Llentpom mocmimkenp Menia (Center for Media Research) cminbho 13
InsightExpress. Y 3BiTi Ipo JOCIIIKSHHS TOBOPUTHCA, 10 57,7% PECHOHACHTIB MOXIUBO BKIIOYHIN O COIiaIbHi
Menia y cBoi Menia miuanHu, a 56,3% 30mpamucs ne amilicHo 3pobutn. bymo ommrtano 1972 mocTidHHX 4nTadiB
"MediaPost", 3 sskux 1164 MarOTh MOBHOBaXCHHS TIAHYBATH 1 KyIyBaTH pekiamy [3].

3rinHo 3 manmmu 3BiTy «2012 Social Media Marketing Industry Report» 94% 3-momix 3800 onmrannx
eKCIIepTIiB 13 MapKEeTHHI'Y 110 BCHOMY CBITY BBa)KalOTh, II0 COLAJIbHI MepexXi € e(eKTUBHOIO IIaT(OPMOIO IS
JOBEJICHHS MapKETHHTOBHX IIOBIIOMIIEHb [0 KIHIIEBOTO CIOXKHBada. Takok 83% omuTaHMX 3a3HAYMIM, IO
COLIANBHUX Mepexkax OMm3bKo 3 abo OinbIne poKiB, MPUCBAYYIOTH OiNbIIe 6 TONMH Ha THXKICHD COIIaTbHOMY Meia
MapKeTHHTY, 15% 3-IIOMiX yCiX OMHMTaHNUX NPOBOJATH Oibiie 20 roAMH HA THXKICHB Y COLIANbHUX Mepexax [9].

Posmonin mepeBar comianbHOTO Mellia MapKeTHHTY, 3TigHO 3 maHumu 3BiTy «2012 Social Media Marketing
Industry Reporty, Mae Takuii BUMIISLI: CIpUSIHHS PO3BUTKY Oi3Hecy (85%), cripusiHHs migBHIICHHIO Tpadiky (69%),
3abe3nedeHHs pPO3yMiHHA puHKY (65%), 3amydeHHs mNOTeHHIHHUX KimieHTIB (58%), ¢dopMyBaHHS BigmaHUX
NpUXUIBHUKIB (58%), peUTHHT y NOIIYKOBUX cucTeMax (55%), cipusiHust JioBoMy napTHepcTBY (51%), 3HIKEHHS
BUTpAT Ha MapKeTHHT (46%), miaBUIIeHHS mpoxaxis (46%) [9].

Crin 3a3HauyMTH, MO0 HE3BKAIOYM HA Te, LIO YKPaiHCHKHW IHTEPHET-PHHOK 3HAaXOMUTHCS B MpoLeEci
PO3BHTKY, 32 TEMIIAaMH POCTY BiH BHIIEpekae BCi iHII 3ac00n KOMyHiKallii. BpaxoByroun Toit ¢axT, mo iHTepHET-
ayIUTOPisl 3pOCTAE Ta KOMIIAHIT 3 PI3HUX Taay3ed YCBITOMIIIOIOTH MPHBAOJMBICTh NAHOTO Melia KaHaly, PUHOK
IHTepHET-MapKEeTHHTY, a pa3oM 3 THUM 1 COMIaIbHOTO Melia MapKEeTHHTY, IPOJIEMOHCTPY€E 3HAYHE 3POCTAaHHS y
Haiommwk4ui poku. ComiankHa MepeXa € IMOTY)KHHM IHCTPYMEHTOM Uil BUKOHAHHS ITOCTAaBJICHMX 3aBlaHb 13
3aJy4eHHs ayAUTOpii 10 OpeH/y MiIpHEMCTBA, TPOAYKTY UM MOCIYTH.

Jnst oTpuMaHHS MaKCUMaJbHUX pe3yNbTaTiB BiJ PO3MILICHHS pPEKIaMH Ha caiiTaX COLIAIBHUX MEpek
MapKeToJIoraMm ClliJi IPUTPUMYBATHCh TPHOX PUHIIUITIB:

— pO3MIlIlyBaTH peKJIaMHE OTOJIOIIEHHSI B KOHTEKCTI BiIOBIIHOT iH(OpMaIiT;

— 3a0e31edyBaTy BaXKJIMBY Ta KOPHCHY U KOPHCTYBAadiB COIIaIbHUX MEpexX iH(POpMaIliio;

— aKTUBHO OpaTH y4acTh y HAJIAro/PKEHHI B3a€EMO/IIT 13 KOPUCTYBa4aMH BiJIIIOBIIHIX MEPEXK.

CTBOpEHHSI NPEJCTAaBHUIITBA MiANPUEMCTBA, 3aIIKaBJICHOTO B MPOCYBAaHHI CBOrO OpeHIy, B COLIAIBHIN
Mepexi € e)eKTUBHUM CIIOCOOOM 3alTy4eHHsI KOPUCTYBa4iB Mepexi B TO/ii, 0 TOB'sI3aHi 3 HiIIPUEMCTBOM HOTO
IHHOBAMLIsIMH.
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BucHoBku. OTxe, COLialbHI MEPEeXi SIK PEKIAMOHOCIT MAalOTh PsA HepeBar, TAKUX K IUIbOBHH CKIaI
ayIuTOpii, BUCOKA OIEPATHUBHICTh YIIPABIIHHSA PEKIAMHOIO KaMITaHIEI0 Ta OTPHUMAHHS 3BOPOTHOTO 3B’S3KY; OUIBII
HU3bKa BapTICTh B MOpiBHAHHI 3 iHmmMu 3MI. Ta HalOibIa IepeBara comialTbHUX MeZia SK BaKelsl IPOCYBaHHSI
mpoAyKTy abo OpeHOy Moisirae y BEIWYMHI aymuTOpii, a TaKoX y TOMy, mo Outpmia ii 4acTHHA ONMUHMIACS B
coliaNIbHINA Mepexi HEelloIaBHO, MOTpaIiia B [HTepHET came Yepe3 colialibHI Mejia i Bce 1ie JOSUIbHO BiJIHOCUTHCS
JI0 MEepeXeBOi peKiiaMH. 3ICHEHHS e(EeKTUBHOIO IHTEPHET-MAapKETUHTY B COLIAIBbHUX MEpEeKaxX € BaKIMBUM
(haxTOpOM YCHILIHOTO TPOCYBaHHS MiIIPUEMCTBA, OpeHJa YW TOBapy Ha PUHKY CHPSMOBAHE Ha PO3IIMPEHHS
LJILOBOT ayIUTOpii, pO3p0o0IEHHs, MOKPALIEHHs Ta 3aXUCT pemyTalil manprueMcTBa Yepe3 (opMyBaHHS JIOSUTBHOCTI
CIIOXKHMBAYIB JIO MiIPUEMCTBA.

[epcrieKTHBH TOJATBIIMX JOCTIKCHb MOJATAOTh Y (OPMYBaHHI CTpaTerii iHTepHET-MapKETHHTY
MITPUEMCTBA B COIIAIbHUX MEPEKaxX Ta BU3HAYCHHI ¢)eKTHBHOCTI X BIIPOBAKCHHS.
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