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SOCIAL MEDIA MARKETING
IN THE BUSINESS
INTERACTION SYSTEM
OF THE ENTERPRISE

Introduction. The digital economy is deve-
loping very quickly in the world, so all busi-
nesses understand the need to use modern
interactive technologies in predicting consumer
behavior and are ready to adapt the informa-
tional potential of campaigns to the conditions of
global digitalization.

Problem. The digital economy accelerates
changes in marketing communications and requi-
res new relevant channels of digital interaction.

The aim of the article is to substantiate the
selection and implementation of modern digital
marketing communications in the business envi-
ronment of the campaign in order to predict con-
sumer behavior and develop entrepreneurial infor-
mation potential.

Methods. Methods of systematization, grou-
ping and comparison, analytical and epistemo-
logical methods (for assessing the state and
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COIIAJILHUA
MEIIAMAPKETUHI' ¥ CUCTEMI
BIBHEC-B3AEMONII
NIOINPUEMCTBA

Bcemyn. Poseumox yugpoeoi exonomixu y
c8imi 8i00y8aAcMbCsl 3 be3npeyeOeHmHo WUeUo-
xicmio, momy 0izHec YCei0oMIoeE HeoOXiOHICMb
3ACMOCYBAHHSL CYHACHUX THMEPAKMUBHUX MEXHO-
JI02I Y POSHO3Y68AHHI NOBEOIHKU CRONCUBAUIS.

IIpoonema. Llugpposa exonomixa npuui6uo-
Wye 3MIHU Y MAPKEMUHS08UX KOMYHIKAYIAX
[ BUMA2a€E HOBUX Pele6AHMHUX KAHANIE Yugppo-
60i 83a€MO0ii.

Memoro cmammi € 0b6rpyHmy6eauns 6iobopy
ma iMnaemMeHmayii Cy4acHux yu@dposux mapke-
MUH20BUX KOMYHIKAYIll y Oi3Hec-cepedosuiie Kam-
Nauii 3 Memoro NPOSHO3Y8AHHS NOBEOIHKU CHOJICU-
6ayie I pO36UMKY NIONPUEMHUYBKO20 THPOpMa-
YIitiHO20 nomenyiay.

Memoou: abcmpaxmuo-102iunuLl aHali3, cuc-
memamu3ayii ma eHOCeoN02iuHUll,; 2PYNYBaAHHS
i NOPIBHANHA, AHATIMUYHI — ON OYIHIOBAHMHS
CMany ma nepcnexmus 3aCMoCy8aHHs COYIATbHUX
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prospects of the use of social networks), graphic
and analytical methods (for illustrating research
results), abstract-logical analysis (for resear-
ching the evolution of marketing communica-
tions), and Internet monitoring (to determine the
effectiveness of the most relevant channels of
digital marketing communications, their ranking
by popularity) were applied in the paper.

Results. The authors determined that social
networks during the war became the fastest,
most effective and most accessible channels of
communication with the audience. Social media
marketing channels and their rating were
analyzed; the most relevant for the enterprise —
B2C and B2B consumers — were justified in the
context of the development of the information
potential.

Conclusions. The necessity of increasing the
monetization of digital marketing communica-
tions and strengthening their communicative
effectiveness in the context of a two-way app-
roach is proven. On the one hand, it is necessary
to improve the quality of content and its delivery
methods to consumers, commercial activities
that ensure the finalization of acts of purchase
and sale and delivery of goods and receipt of
services. On the other hand, monitor the existing
and potential channels of digital marketing com-
munications, respond to their popularity among
different types of consumers, scale the use of
digital technologies, facilitate the accessibility
of their use, improve the information infrastruc-
ture, strengthen the digital trust and technolo-
gical competence of specialists, as well as form
a new digital business culture.

Keywords: digital economy, information
potential, digital marketing communications,
digitalization of business processes, forecasting
consumer behavior.

JEL Classification: M31, M37.

Mepedic;,  2papoananimuyni;  IHmMepHem-moHi-
MOPUH2Y — 0I5l BUSHAYUEHHS Pe3YIbMAMUSHOCI
HaUbLIbUWL pele6anmuux Kananie yupposux wap-
KemuH208ux KOMYHIKayii, ix peiumuneyeanus 3a
NONYIAPHICIO.

Pe3ynomamu oocniorycenns. Busnauerno, uwo
coyianvii mepedci nio yac GilHu cmaiu Hal-
WBUOUWIUMY, HAUPE3YIbMAMUSHIUUMU Md HAUOOC-
MYNHIWUMUY KAQHAAAMU KOMYHIKAYii 3 ayoumo-
piro. Ilpoananizoeano xanamu coyianprhozo meoia-
MApKemuHzy, ix peumuHzyeanus, o6IpyHmMosano
Haubinbw penesanumui o B2C i B2B cnoowcu-
6a4i6 y KOHMEKCMI PO36UMKY [HEOPMAYIiHO20
nomeHyiany nionpuUEMCmad.

Bucnoeku. Jloseoeno neobxionicmo niosu-
WeHHs MOHemUu3ayii yupposux MapKemunzoeux
KOMYHIKayitl | NOCUNEHHSI IX KOMYHIKAMUGHOI
epexmusHocmi 8 KOHMeEKCMi 080CMOPOHHBO2O
nioxody. HeobxioHo, 3 00H020 60Ky, noKpawumu
SAKICMb KOHMeHmY i cnoco0ie 11020 OOHeCeHH s 00
CHOJCUBAYI8, 80OCKOHATUMU KOMEPYIUHI Han-
PAMKU OBUIbHOCMI, w0 3abe3neuyroms QiHali-
3ayiro akmis Kynieni-npooa;cy ti 00CmagKu mo-
6apie ma OMPUMAHHA NOCAYe; 3 IHUW020 — Bi0-
cmedcyeamu HAsA6HI Ma NOMEHYItHI KaHanu
Yupposux MaprkemuHz06ux KOMyHiKayit, peazy-
8amu Ha ix NONYIAPHICMb ceped PI3HUX MUnie
cnoJKcu8ayis, macuimabdysamu GUKOPUCTHAHHS
yugposux mexwoao2il, noje2uty8amu O0OCHyn-
Hicmb X 6UKOPUCMAHHS, 600CKOHATIIOBAMU THOP-
MayiiHy iH@pacmpykmypy, nocumosamu yugp-
PO8Y 006ipy | MEXHOAOSIUHY KOMNEMEHMHICMb
Gaxisyie, a marxooic popmysamu HO8Y Yu@PpPo8y
RIONPUEMHUYBKY KYAbMYP).

Knwuosi cnoea: umdpoBa €KOHOMIKA,
iH(bOpMaLiiHUH TOTEHIIa], IUGPOBI MAPKETHH-
roBi KOMyHiKarii, nudposisaiis Oi3Hec-mpo-
IIECiB, TPOTHO3yBAHHS MOBEAIHKH CIIOKHBAYiB.

Introduction. Digital economy continues to evolve at an astounding

pace in the world. More than half (63%) of the world’s population actively
uses the Internet, it is quite easy to navigate in the virtual business space. The
UNO has recognized access to the World Wide Web as one of the basic,
inalienable human rights along with the right to education and freedom of
speech. The possibilities of digital platforms are expanding, new ways of
communication are emerging. Learning, buying, starting a business and
declaring its uniqueness has become easier, cheaper and more profitable than
in the industrial age. According to the data of the Razumkov Centre [1], the
trajectory of sustainable growth will be accompanied by shocks for those
countries, regions and industries that have not created the economic prere-
quisites for the realization of the benefits of technological and digital inno-
vations in time; there is a danger of digital inequality and backwardness for
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them. Therefore, almost all conscious businesses understand the need to use
modern interactive technologies in predicting consumer behavior and they
are ready to adapt the informational potential of campaigns to the conditions
of global digitalization.

There are many barriers in the transition of business to "digital
footing", such as gaps in the degree of availability of digital technologies and
the scale of their use; lack of digital corporate culture; shortage of digital
solutions that take into account the specifics of business; underdevelopment
of the information infrastructure; lack of standards regarding the use of IT
technologies and their high cost; lack of digital trust; shortage of specialists
who implement and maintain digital technologies; technological incompe-
tence of users and different levels of digital knowledge [2; 3]. However,
entrepreneurs have already taken the first steps towards a fundamentally new
technological reality, and digitalization is being implemented in almost all
business processes: from consumer behavior research, production, external
and internal communications to the promotion and sale of goods and services.
In this regard, marketing interaction systems are being transformed with con-
tact audiences, they are changing from declarative (traditional and industrial)
to client-oriented (service and digital). This transition takes place at an
extremely fast pace, in fact for several decades.

The evolution of marketing communications took place in accordance
with the chronology of changes in the types of economy. Horizontal single-
channel communications were used with the unbranded goods offer of a simple
assortment in the unsaturated market of crop production, animal husbandry,
handicrafts, and primitive processing industries in the agrarian economy. In
the industrial economy, the first brands appear, the promotion of brands is
intensified, the market is saturated, and there is competition at the level of
rational consumer preferences, reputational crises of brands appear. Most
marketing communications take place through a monologue aimed at decla-
ring brand values and propaganda which is directed to disseminating facts,
arguments, rumors and other information to influence consumer behavior in
favor of a particular brand and position of the manufacturer. Industry 4.0 era
1s characterized by a human-centric economy of impressions and a relational
economy, which fundamentally transform communications into a dialogue
(a two-way exchange of information): bringing information to consumers and
receiving feedback on them. The relational economy establishes cooperation
and certain personal relationships between consumers and producers; a loyal
target audience is formed through trust and the creation of "live", honest
brands that meet customer expectations; a conscious culture of consumption,
charity, partnership co-creation, exchange of social capital is formed [4]. The
logic of closed information does not work and the paradigm of open inno-
vation appears, when companies use external ideas for their own develop-
ment and become system integrators of technologies from the position of
creating consumer value and inter-firm partnership mutual benefit [5].
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Problem. The digital economy accelerates changes in marketing com-
munications, responds to the need for flexibility, convenience and proximity
to consumers. The events related to the pandemic and full-scale military
operations facilitated online shopping [6]. Therefore, modern scientists, mar-
keters, communication managers and brand strategists are constantly looking
for fundamentally new relevant channels of digital interaction; these factors
have determined the choice of the topic of this paper, its purpose, tasks and
methodological guidelines.

Analysis of recent research and publications. The scientists and prac-
titioners study existing channels of digital marketing communications (DMC)
and find new ones. The dual approach (from the Latin dualis — double) of
most researchers to the digitalization of marketing communications manage-
ment is convincing: on the one hand, it complicates the control of communi-
cation support for a product or service, on the other, it has greater opportuni-
ties to increase the involvement of potential consumers and additional cove-
rage of the target audience [7-9]. DMC are communications on the basis of
digital technologies and have two-way communication, which can be initia-
ted by both the marketer and the consumer [10]. M. Oklander defines DMC
as a set of activities for the promotion of goods using Internet technologies [11].
Z. Ivanova and V. Ivanov [4] consider that DMCs function on the basis of
the application of modern IT technologies with the involvement of the target
audience in the online environment through traditional and digital media chan-
nels with the subsequent development of integrated communications that cor-
respond to individual consumer needs [12]. The authors have identified the
advantages of modern DMC tools (3D technologies), augmented reality (AR),
virtual reality (VR), QR code, which are based on the works of well-known
experts. The authors of the paper emphasized that systematic sales promotion
with the development of a specific communication program will enable the
company to substantiate a marketing plan and effective strategy for the future.
A. Rizaldi, H. Hidayat, O. Marchuk [13; 14] emphasize that it is important to
take into account the fact that campaigns strive to make the most available
channels and ways of informing consumers in order to obtain a synergistic
effect from the setting of marketing communications, as their availability may
be limited by the budget and expertise of marketers, IT and PR services. All
the authors agree that the realization of the campaign informational potential
is possible through the modernization of DMC tools. This will help to retain
loyal and devoted consumers, and to attract new ones outside the traditional
target market. Such strategies will have to focus on solving today’s problems,
as well as prepare business for the post-war recovery after victory. Under
these circumstances, the online space will become the most effective environ-
ment for business interaction with consumers and partners.

The aim of the article is the scientific justification of the selection and
implementation of modern digital marketing communications in the business
environment of the campaign for forecasting consumer behavior and the
development of entrepreneurial information potential.
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The purposes of this paper are: (a) to identify possible barriers in the
digitalization of marketing business processes; (b) to investigate the available
and tested channels of the DMC; (c) to substantiate the choice of the most
appropriate channels for forecasting consumer behavior and the development
of the digital potential of the enterprise in the conditions of military opera-
tions and consequences corona Crisis.

Methods. Induction, deduction and dialectical methods, analysis and
synthesis, abstract and logical analysis were used to study the evolution of
marketing communications in accordance with the chronology of changes in
the types of economy and consumer requests; methods of systematization,
grouping and comparison, analytical and epistemological methods (for assessing
the state and prospects of the use of social networks), graphic and analytical
methods (for illustrating research results), abstract-logical analysis (for resear-
ching the evolution of marketing communications), and Internet monitoring
(to determine the effectiveness of the most relevant channels of digital marketing
communications, their ranking by popularity) were applied in the paper.

The theoretical basis of the paper includes relevent articles of
domestic and foreign scientists who study issues related to the use of DMC
in predicting consumer behavior and developing the informational potential
of the campaign.

Results. The volumes of DMC are constantly increasing, cover
various businesses and broad segments of the population, and the possibilities
of the virtual space are expanding. There are many ways to promote a
company in the digital world, but it is important for marketers to understand
how digital channels work, which options are the most suitable for certain
products and types of consumers, and how to develop a clear strategy that
will achieve business goals and measure results.

Websites, electronic catalogs of local companies, mobile applications,
email newsletters, digital television, search engines, and social media
marketing are used to present a company online. Social networks have
become the fastest and most accessible channel of communication with the
audience during the war. There is no general approach to choosing social
networks for business, SMM specialists should consider each business
separately. Different platforms for solving different business tasks and

consumer requests are presented in the 7able.
Table

Classification of SMM communications depending on the types of business
tasks and end consumers

Type Classical Multimedia Creative Business Specific
SMM- Facebook, YouTube, Twztter, LinkedIn, Viber,
.. . Pinterest, .
communication Instagram TikTok Twitter Telegram
Snapchat
Consumers B2C B2C/B2B B2C/B2B B2B B2C/B2B

Source: compiled by the authors

ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. Ne 2

43




ENTERPRISE

The Facebook audience is the most open and sociable. It is a simple
and convenient channel to build marketing communication, but lately it has
turned into a political battleground of bots, and most consumers have immi-
grated to Instagram. This platform is also classified as a classic selection of
social networks, and it seems quite simple and clear, modern consumers need
very high-quality content and visuals, which affects the overall communica-
tive monetization and requires additional work from designers, photogra-
phers and other professionals.

YouTube and TikTok are channels of quality multimedia content, the
preparation of which takes more time, and this should be taken into account.
To achieve efficiency in working with these sites, it is better to contact crea-
tive professionals or hire a separate specialist who will develop these pages.

The Twitter, Pinterest, and Snapchat platforms are more popular
abroad, but they can also work in Ukraine. The range of business tasks that
they help to solve is narrower than of classic platforms. For example, Twitter
becomes a good business tool if the team has a copywriter with a bright and
ironic presentation, and then this social network builds a strong connection
with the audience and strengthens consumer loyalty to the brand.

LinkedIn is more relevant for the B2B segment: a business page, a
private entrepreneur or an individual specialist will become an online busi-
ness card and help in the search for partners and sales.

Viber and Telegram channels as tools are not always suitable for busi-
ness, they should be used if the brand has constant and daily updates.
Messengers are used to solve marketing tasks: sending promotional offers,
quick response to unsatisfied demand and complaints, as well as corporate
chats. It should be noted that experts from communication agencies note
Twitter and Telegram as the most effective digital channels, and this should
be taken into account in predicting consumer behavior.

World trends in the use of SMM communications are similar to
Ukrainian ones, but have consumer differences. According to [15], Western
marketers have systematically abandoned Facebook as a platform for
engaging and predicting consumer behavior since 2019; their commitment
fell from 67% in 2018 to 47% in 2022. Only 41% of brand strategists plan to
increase organic marketing on the platform. Instagram is the second most
important marketing social platform, 79% of marketers use it, and 61% of
professionals plan to increase their organic activity in the next 12 months.

It should be noted that interest in YouTube is increasing: 67% of
marketers plan to increase video content. Commercial adoption of TikTok is
growing rapidly, interest in it has tripled in the last two years and 37% of
marketers plan to increase their activity on the platform, and 47% are
interested in learning more about 7ikTok’s target audiences professionally.
However, Facebook dominates consumer engagement (Figure 1).
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Snapchat
TikTok 18%
YouTube HESSHEEiREE RS 50%
Linkedln s b e 61%
Instagram
Facebook 90%
0% 20% 40% 60% 80% 100%

Figure 1. General indicators of the popularity
of social media marketing channels

Source: summarized and adapted by the authors based on [15].

Modern marketers believe that it is necessary to use integrated com-
munications in several networks. They identified the benefits of social media
marketing, 85% of respondents reported that SMM presence and advertising
efforts increased business visibility and consumer engagement. Increased
traffic is the second biggest benefit, 75% of respondents reported positive
results; 66% of respondents noted generation of leads and potential custo-
mers; 58 % of respondents stated the increase in consumer loyalty and 57%
in sales. We should take into account consumer differences when choose
certain social networks. Almost all B2C marketers use Facebook and Insta-
gram, Snapchat accounts for the minimum of their interest (Figure 2).

Snapchat E 4%

. Santyutyut at at at et e,
TikTok (Ziiribiiiiisisiasis

. R R N N N R R R R R
Twitter afismiimiininiutiniatiniaiinn 42%

e ", 0
YouTube iiivisiminiiniiniviiviiiivniniviiiy 54%

. i e
LinkedIn Brnene sz enezent 530

L e

x 0
Instagram -.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.'-'-.3 85%

B R R R R e e R
Faceb o0k S e

94%

0% 10%  20%  30% 40% 50%  60%  70%  80%  90%  100%

Figure 2. Popularity of B2C social media marketing channels
Source: summarized and adapted by the authors based on [15].

There are characteristic differences between B2B and B2C marketers.
While Facebook clearly dominates in the B2C space, B2B marketers are more
interested in LinkedIn, which takes the second place by usage importance
(Figure 3).
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Snapchat %
TikTok

Twitter
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LinkedIn

Instagram
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Facebook ZERERRRRRRRRRRRRRRRRRELRERLRRRRRRRRRRERRRRRRRRRRRRRNNN 85%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Figure 3. Popularity of B2B social media marketing channels
Source: summarized and adapted by the authors based on [15].

Thus, the popularity of social media marketing channels for different
types of consumers is constantly changing. A two-way approach is appropriate to
increase their monetization and communication efficiency. On the one hand,
it is important to improve the quality of the content and delivering methods
to consumers, as well as all commercial activities that ensure purchase fina-
lization and sale acts, including comfortable delivery of goods and modern
channels for obtaining services, the use of e-banking and the minimization of all
risks, including reputational. On the other hand, it is necessary to systematically
monitor the existing and potential channels of the DMC, respond to their po-
pularity among various types of consumers, expand the scope of digital tech-
nologies use, facilitate the degree use of their accessibility, improve the infor-
mation infrastructure, strengthen the digital trust and technological competence
of specialists, develop a digital corporate culture of companies.

Conclusions. There are many barriers to the digitalization of marketing
business processes, but entrepreneurs are adapting to the new technological
reality and looking for new digital channels that are most suitable for promoting
certain products among different types of consumers. Social networks became
the fastest and most accessible channels of communication with the audience
during the war. The choice of the most relevant social media marketing channels
for B2C and B2B is substantiated depending on the types of business tasks and
end users. The proposed approach will make it possible to use modern virtual
technologies more effectively, increase the conversion of digital brand activities,
strengthen the communicative effectiveness of interaction with the target
audience, and increase the enterprise’s information potential.

Our further research will be aimed at the analysis of the implemen-
tation of the provided recommendations regarding the largest introduction of
relevant channels of social media marketing as fast and accessible digital com-
munications in order to develop the information potential of the enterprise.
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