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COMPANY’S CHARACTERISTICS OF ONLINE MARKETING

The article highlights the issues of marketing strategies of online mar-
keting companies, analyses main components of traditional and online
marketing mix, defines the place of online marketing commercial activ-
ities of modern companies, as well as its advantages comparably with
traditional online marketing. The article also studies that the ways of
development of many online marketing companies in many respects
were determined by the IT industry giants which set the pace for devel-
opment and competition growth on the market. Moreover, it provides
characteristics for the principal trends in the development of the IT in-
dustry in the last decades, and recommendations for further develop-
ment of IT companies that wish to keep their competitive positions on
the market in the conditions of constant innovations and ever growing
rivalry.
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Introduction. Day by day more and more companies start to use online
marketing in their commercial activities, some of them — as one of market-
ing tools, the others — as business philosophy on the whole. Today online
marketing is getting to a new level, becomes more widespread and popular
not only in business environment, but also among customers due to the
number of advantages that make it profitable for both companies and ordi-
nary users.

The virtual world becomes natural environment for an increasing num-
ber of customers, therefore, it is inadmissible for any up to date company to
ignore Web 2.0 possibilities today.

Problem Statement. The aim of this article is to investigate online mar-
keting strategies of a company, differences between online marketing com-
plex and traditional marketing mix, to study advantages of online marketing
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in commercial activities of modern enterprises. Moreover, the aim of this
research is also to characterize the last IT industry tendencies and directions
for its future development, and provide recommendations for online market-
ing companies concerning future directions for winning the market and
keeping competitive advantages on the market.

Findings. When we talk about the characteristic features of marketing of
a particular company, we should pay attention to the “marketing” concept
and its components on the whole.

Philip Kotler, one of the founders of marketing, defined marketing as the
human activity directed at satisfying human needs and wants through add-
ing exchange process [1].

It took time to define this concept. In accordance with general classifica-
tion, marketing had 3 stages of development which are conditionally subdi-
vided into 6 basic concepts.

The first stage included 3 concepts:

1. The concept of rationalization of production (the fundamental postu-
late is consumers will favor those products that are widely available and low
in cost. That is why the emphasis is made on reduction of costs and cost
prices of goods and services).

By the definition of P. Kotler “according to the production-oriented con-
cept, consumers give preference to affordable and cheap products. The prin-
cipal task of a manager of production-oriented organization is to achieve
high production efficiency and optimum products’ distribution” [1].

2. The concept of product improvement (consumers will favor those
products that offer the highest quality, the best operational qualities and
characteristics; therefore, the organization shall concentrate on constant im-
proving of goods/services).

Product-oriented concept states that consumers will favor those products
that offer the highest quality, best performance or innovative features.
Therefore, marketing managers should focus on making superior products
and improving them over time [1].

3. The selling concept (based on the belief that consumers will not buy
sufficient quantities of products or services in the organization, if it does not
take much effort in the field of marketing and promotion).

The sales oriented concept states that consumers by virtue of their nature
will never buy all manufactured products. Therefore, the organization must
undertake an aggressive selling and promotion effort [1].

All those concepts have their shortcomings, such as: low competitive
ability of products, marketing myopia, developing negative experience of
commerce by the consumers, etc.

They all exist in the modern world in some way, but in their pure form
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are considered to be a past point, and thereby a new concept, marketing
concept was generated.

The second stage is connected with generation of marketing concept it-
self.

4. Marketing concept states that studying the consumer we can find his
existing unsatisfied needs, and using operative marketing complex we offer
him the product which will satisfy his existing requirements in the best way.

The aforesaid classical concept of marketing appeared exactly at this
stage. According to P. Kotler marketing concept implies that the key to
achieving organizational goals consists of being more effective than your
competitors in integrating and coordinating marketing activities toward de-
termining and satisfying the needs and wants of your target markets [1].

Peter Drucker defined the main marketing aim as “to make selling su-
perfluous. [It] ... is to know and understand the customer so well that the
product or service fits him and sells itself. Ideally, marketing should result
in a customer who is ready to buy” [2].

At the same time the modern world has the need in ethical attitude to
competitors, society itself, and surrounding. That need led to emergence of
new concepts — social and ethical marketing and relationship marketing
concepts (the third stage).

5. The societal marketing concept was formed under the conditions
when various manufactures in marketing field were located at the same lev-
el and competition on the market was really great. According to this concept
under other equal conditions consumers prefer goods manufactured by the
company which reckons with interests of the community.

According to P. Kotler the organization’s task is to determine the needs,
wants and interests of target markets and to deliver the desired satisfaction
more effectively and efficiently than competitors in a way that preserves or
enhances the consumers’ and the society’s well-being [1].

6. Recently emerged relationship marketing concept is in demand by the
companies that cannot obtain competitive advantages only on account of
marketing complex. In this case, manufacturing companies become compet-
itors, not so much as interactive systems overall. The emphasis is made on
communications focused on establishing of long-term relations with buyers
and partners in the process of commercial and noncommercial interaction
with them.

Relationship marketing is a practice of building of mutually beneficial
long-term relationships with key partners interacting on the market: con-
sumers, suppliers, distributors for the purpose of establishing of long-term
privileged relationships [1].
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Despite the fact that the third stage officially began in industrially de-
veloped countries only in 1980s, today only a few organizations can be
proud of that they put it into practice for 100% in their commercial activity.
Therefore, at present the concept of pure marketing with elements of socie-
tal marketing and relationship marketing.

Online marketing and its marketing complex

Traditional and offline marketing companies, as well as internet or
online marketing ones carry out their business in accordance with these
concepts. Online marketing can be defined as a range of activities for pro-
motion and sale of goods and services by means of Internet technologies.

Initially, online marketing might be referred to one of the ways of pro-
motion, i.e. the last element of marketing complex.

Text-based websites which simply placed information about goods and
services [3], a kind of advertising, or sales promotion appeared in early 90s
— “Promotion”.

Active development of the global web and commercialization of the In-
ternet since the 90s have led to modifications in business methods and be-
come a reason for the Internet to be used as a channel for interaction of
companies with their business partners and clients. In its turn, it has provid-
ed development of interactive marketing (online marketing) and direct
online sales. Consumers obtained an opportunity to buy goods/services in
the Internet, having made it one of distribution channels — “Place”. Tradi-
tional business processes (sale, marketing, supply, etc.) in network econom-
ics assumed a new shape.

Today we can say that online marketing is not only one of classical mar-
keting tools, but rather independent phenomenon with its own self-
contained marketing mix.

1. Product policy — “Product” — tangible assets as well as information
products, information spaces, software products, business models and other
services are sold through the Internet competing with traditional shops and
services.

2. Price policy — “Price on the market” — online marketing sets fair and
competitive prices for IT products available only on the Internet, as well as
for tangible goods and services (It is commonly believed that online price is
lower than the offline one at expense of saving in selling expenses ).

It is important to realize that in online marketing this component does
not always mean direct receipt of money from a user through payment for
goods or services. Users can perform certain actions, such as ad view, fol-
lowing the link which will in their turn yield a profit to the owners of a
website.

3. Distribution policy — “Place” — website as the sales outlet with the fol-
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lowing important factors:

- graphic design;

- website usability;

- quality of website application processing;

- loading speed;

- dealing with payment system;

- delivery conditions;

- customer support before, during, and after sales.

4. Sales promotion policy — “Promotion” — is a range of activities for
promoting both a website and a product on the web. This component is ex-
actly the one that is actively developing at the moment and contains a large
number of tools.

Online marketing tools

Evolution of online marketing is in development of its tools. If at the
beginning marketing tools were solely represented by websites of compa-
nies, blogs of individuals, and advertising in search engines, today they
make a complex of tools including advertising inside mobile applications,
product placement, microblogging, and all possible forms of affiliate mar-
keting.

Media advertisement, such as banners, pop-up, pop-under, video adver-
tising is placement of text and graphic materials advertising in websites, ap-
plications, games, etc. This is one of the oldest but still working tools,
which now has essentially enhanced interactive by applying flash &
HTMLS technologies.

Contextual advertising is a placement of textual and media advertise-
ments based on correspondence of the content of advertising materials with
the Internet page content. The most striking representative is GoogleAd-
Sense.

Search engine marketing is obtaining of traffic from search engines, in-
crease in frequency of website displaying in the users’ search process (web-
site optimization, search engine marketing, PRS).

Promotion in social networks, SMO and SMM are newly created in-
struments caused by rapid development of social network, and mostly the
Facebook. It includes advertising in applications, sponsors’ stories, fan-
pages, Facebook Ads, as well as instant messages’ exchange, blogging and
microblogging — Twitter.

Direct marketing is e-mailing, RSS, and other subscription mechanisms.

Mobile marketing is relatively new type of online marketing connected
with applying mobile technologies, such as SMS-marketing, Push-
marketing, creation of applications and special websites focused on brows-
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ing a mobile phone, and advertising through them.

Affiliate marketing is a purchase of traffic from agents (affiliates) who
use the aforesaid tools [4].

Advantages of online marketing

The use of this marketing mix, constant improvement of online market-
ing tools and creation of new and new types provides companies with many
advantages over their competitors who adopt only traditional or offline
marketing.

Major advantages of online marketing may be characterized in the fol-
lowing way. On the one hand, a user can get almost any information about
any product and buy it at home; on the other hand, online marketing is ben-
eficial for sellers of goods and services for a variety of reasons as follows:

- it provides the broadest coverage of target audience (market globaliza-
tion); online marketing offers access to a huge constantly enlarged database
of regular customers and is not limited geographically;

- it enables explicitly to target marketing efforts at end-users;

- it enables to reduce transaction costs (in most cases it is cheaper than
traditional advertising and sales promotion methods);

- it provides the large and small companies with equal opportunities in
competition for market share;

- it provides well-defined statistic picture of marketing campaign effi-
ciency that enables possibilities:

(a) instantly to receive and constantly track statistics of sales, profits,
conversions, ROI, and effectiveness of specific components of an advertis-
ing campaign,

(b) timely to respond to market changes or cut off ineffective compo-
nents of advertising campaign, change set goals, etc.;

- it personalizes interaction with clients — enables us to keep in touch
with consumers and business partners;

- it enables us easier to organize B2B (business-to-business) and C2C
(customer-to-customer) models in comparison with offline marketing.

Let’s discuss the difference between these models and traditional (or
B2C (business-to-customer). While B2C implies direct sales to the final
consumer (this model was created first), B2B consists of companies who do
their business with each other. B2B scheme appeared to be more complicat-
ed and started to operate later. If the distinctive feature of B2C marketing is
universalization of a product, the distinctive feature of B2B is relatively
small number of clients (other companies) for which the offered product or
service is personalized. Within the meaning of online marketing, B2B is one
more way to involve the 3™ party in promotion of their own goods [3].

The next and rarer model is C2C (customer-to-customer). In this model

96



Bicnux Hayionanenozo ynieepcumenmy 600H020 20Cho0apcmea ma
NPUPOOOKOPUCTYBAHHS

ordinary Internet users exchange and sell goods to each other. For example,
eBay International Auction or file exchange systems (torrent trackers).

Development and use of these models became possible due to online
tools enabling to save time and tools which would be needed for similar
achievements by means of classical marketing tools.

Principal tendencies in IT industry development

Thus, the aforesaid tools and advantages of online marketing gave a
chance to develop such well-known IT giants as Google, Facebook, Mi-
crosoft, Apple, Yahoo, etc.

Many of them were launched as student projects which later became in-
ternational companies evaluated in hundreds billions of dollars today.

These particular companies set the pace for the development of the in-
dustry on the whole, defining principal tendencies at the market

Among such tendencies that took place for the last 10-20 years, firstly
we can single constant innovations, creation of new services and unique op-
portunities.

The goal of the majority of IT companies is to gain loyalty and retention
of users.

The aforesaid giants of information services market could achieve that
because they have made it convenient to use the Internet that is concentra-
tion of all services necessary for full-fledged online session (browser,
search engine, mail client, entertainment, tools of interaction with other us-
ers) in the one and the same place.

For example, these are personal browsers such as Internet Explorer from
Microsoft, Google Chrome form Google, Safari from Apple, and mail cli-
ents — Microsoft Hotmail (the company bought Hotmail in 1997), Ya-
hoo!Mail (1997), then, launch of Gmail service (2003), Facebook has re-
cently created its own mail service for its users (2010) [6].

The second important phase in online marketing evolution is creation of
advertising platforms by the largest IT companies. It was since 2000 that
Google started to sell text PRS advertisement for financing its own projects.
In 2003 they launched well-known AdSence platform [6].

In 2007 Facebook launched MarketPlace that laid the foundation for de-
velopment of advertising on Facebook. At the beginning, only Microsoft
had the right on advertising, then an opportunity to advertise on Facebook
by means of Facebook Ad, sponsor stories, banner advertising on applica-
tions of brands, nets, application developers, and any affiliate able to buy
advertisement on Facebook was provided.

It has played an integral role in the development of online advertising,
its types, forms, and instruments in the whole IT industry, having made it as
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we see it today.

One more important tendency in online marketing which became espe-
cially popular in the last five years is cross-platformness, namely: shifting
the emphasis from traditional use of the Internet from personal computers to
the use of cell phones, tablet computers, and other remote devices for access
to online resources.

The development of this direction started since 2000 when Microsoft
firstly launched Windows Mobile for mobile users, then, Apple developed
iPod (2001), iPhone (2007), iPad (2010). Pace of putting on the market and
popularization of these devices, as well as iOS and Android competition
growth gave rise to development of mobile marketing that can also be ob-
served today. For today, the share of mobile traffic has achieved 10% com-
paratively to 1% till the end of 2009, 4% till the end of 2010, 7% till the end
of 2011 (Figure) [5].
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Figure. Dynamics of mobile traffic share in general structure of the Internet
traffic in 2008-2012

According to the experts’ predictions this tendency will continue mini-
mum for the next decade [4] that is why the online marketing companies
should shift focus on mobile users and intensify their efforts for develop-
ment towards mobile advertising.

In the process of their realization of marketing strategies, the IT compa-
nies should consider experience of the world leaders, as well as tendencies
and changes on the market to keep their competitive positions at the market.

According to Porter, the market competitive advantages of the company
can be won by one of the following ways:

- offering of goods at lower prices than the ones of their competitors;

- focusing on narrow segment of users;

- offering of more wide range of goods and services than the ones of
their competitors;

- maintaining of leadership through constant innovations [7].

These strategies can be rarely met in pure state, generally saying, main
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marketing activities of the companies represented by combination of vari-
ous business strategies and methods.

To gain advantages over the competitors, I'T companies use full range of
the aforesaid methods:

- they try to reduce costs on account of ROI-oriented traffic purchase, as
well as optimization of costs for creation and simultaneous promotion of the
products (cheaper labor force, experiments with prices on services and use
of goods, creation and promotion of substitute goods, so-called ‘“cross-
promotion” for retention of users and more complete satisfaction of their
needs);

- by creating niche and overspecialized products they focus on indi-
vidual market segments, proceeding from the existing market state in the
certain country, such as market penetration, penetration and popularity of
use of credit cards as payment vehicle, they create adapted products for the
areas where a current model has low chances to become an effective one;

- they constantly widen the range of goods produced and services of-
fered on account of variation of already existing ones and their adjustment
to new markets.

However, taking into consideration the specifics of the industry studied
and its competition growth rate, it can be said that the first 3 methods would
not provide the companies with long-tern competitive advantages, as op-
posed to the latter — information activities. The IT companies will achieve
success only if they promptly discover new demands of customers which
are insufficiently satisfied by the existing competitive products, predicting
the customers’ demands in future, and creating mechanisms for their satis-
faction.

Directions for IT companies’ future development

In the nearest future, all great IT companies should win and keep com-
petitive advantages in the following directions.

Constant implementation of innovations, entry into new geographic
markets, increase in market share and users’ database on the existing mar-
kets, focusing on new segments of users, as well as development of new
products to the maximum satisfaction of the customers’ requirements
should be continuous processes in any modern IT company.

The next high-priority process is cross-platformness, provision of a user
with possibility to use the services rendered from any device and on any
platform (not only web platform, but also in social network, from mobile
devices). IT companies should pay special attention to further mobile plat-
form development, creation of individual mobile products, improvement of
the existing products and services for usability of mobile devices.
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For the last time, we can see decrease in the level of effect of traditional
and B2C advertising for users that is first of all connected with their over-
stock on the Internet, secondly, to mistrust of the users to the manufacturer
or product. That is why the focus is shifted to C2C that means the consumer
will be more willing to trust to the product recommended by his friend or
the person who has authority in his eyes. Therefore, we could recommend
IT companies to perform their activities in the following directions:

1. Development of marketing community (attraction of brand advocates)
through social media. In particular, this is brand marketing, creation and in-
crease of the group of loyal users, increase of trust to other services of the
company, awareness and identification of users with the brand. The compa-
nies should direct their efforts to attraction of users who can share their ex-
perience and recommendations.

2. Attraction of influential clients and opinion leaders to propagation of
their idea. Many firms spend a lot of their efforts on search and collabora-
tion with agents of influence on the audience, although the best solution
would be to find and train their own opinion leaders, and then provide them
with important information of the company they could share.

3. Customer assistance in creation of social capital that is creation of a
contact network, work on reputation, provision of access to new knowledge
[8].

The above-mentioned directions of development of customer relations
could be addressed to so-called “new generation marketing” [8], the princi-
pal concept of which is that on the basis of social-oriented marketing system
one can conduct much more activities directed to creation of sustained
growth owing to genuine relationship with the clients than by traditional
marketing tools.

Moreover, for the modern company it is not enough to provide only
high-quality services at affordable prices, it should make its users happier,
self-satisfied in the process of the service’s application, to pay more and
more attention to its mission, ethics and social responsibility.

Therefore, one more important direction of IT company’s activities in
the future can be societal marketing. So that the company could achieve its
commercial goals and be favorably treated in public moral context and cre-
ate positive image in customers’ conscience at the same time.

Results. Proceeding from the research made we can conclude that more
and more companies start to implement online marketing in their commer-
cial activities, and for the beginning as one of traditional marketing mix el-
ements, and later completely transferring their marketing complexes on the
Internet. Many leading IT companies, that came to such marketing, focus on
online services.
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The largest IT companies are inspired in their development by the ex-
ample of such industrial giants as Google, Facebook, Microsoft, Apple, etc.
and trend-setters who initiated the following tendencies on information ser-
vices market during the last 10-20 years, such as:

- concentration of services of a company in one place to achieve client
comfort, as well as extension of service range to achieve client loyalty and
retention;

- cross-platform marketing and shifting emphasis from PC to mobile de-
vices, opportunity to use the company’s products from and device/platform;

- shifting emphasis to C2C, creation of a base of loyal users, including
influential people, or opinion leaders who can promulgate positive praise of
the company and its services, and whose opinion would rather be preferred
by users than instruments of modern advertising.

Therefore, modern IT companies should work in these directions in or-
der to win and hold competing market advantages, as well as move to socie-
tal marketing taking into consideration public interests, interests of their us-
ers, business partners, and competitors while achieving their goals.
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Cepeniok T. B., nupexrop 3 mapketusry (Cupid plc)
OCOBJINBOCTI OHJTAHH-MAPKETHUHI'Y KOMITAHIT

CrarTs npucBsAYeHa NUTAHHIM MapKeTHHIOBUX cTpaTeriii komnaHii,
siKki 32liMalOThCs OHJIAlH-MAaPKEeTHHIOM, aHAJIi3y OCHOBHMX KOMIIOHEH-
TiB TPAANLIHHOT0 MAPKETHHIY TA KOMILIEKCY OHJIA{H-MapKeTHHTY,
BHU3HAYEHHIO MicIsl KOMePIiiHOI NislJIbHOCTI OHJIAHH-MAPKETHHIY Y
CYYaCHHUX KOMIIaHIifIX, a TAKOXK HOro nepesar B MOPiBHAHHI 3 TPaJu-
HiifHUM MapKeTHHIoM. B cTaTTi Takoxk po3risinyTo Toif pakT, mo
IUISIXH PO3BUTKY OLIBIIOCTI KOMMaHii, siki 3aliMalOThCS OHJIANH-
MAapKeTHHIOM, 6arato B yoMy Oy, Bu3Ha4eHi riranramu IT-ingycrpii,
SIKi NPOKJIAJIM LIJISIX /10 PO3BUTKY Ta KOHKYPEHTHOMY 3POCTAHHIO Ha
puHky. Kpim Toro, B cTaTTi po3risiHyTo XapakTepuCTHKH OCHOBHHX
TeHAeHUiii po3BUTKY IT-inaycTpii 3a ocTaHHi JecATHIITTS, a TAKOXK
pexoMeHaanii 1y nogaabioro po3sutky I'T-komnaHiid, ki XouyTh
30eperTu cBoi KOHKYPEHTHi Mo3uIlii Ha pUHKY B YMOBaXxX MOCTiiiHO 3po-
CTAKY01 KOHKYPeHIil.

Knwuoei cnosa: oHNalH-MapKETHHT, KOMILTEKC MAPKETHHTY, KOHKY-
PEHTHA cTpaTeris, KOHLENIis MAPKEeTHHIY, COLiaIbHO-eTHYHUI Map-
KeTHHT, Tpadik, kymiBas Tpadiky opientoBanoro na ROL IT-
IHaycTpif, BUAiTEHHS HIJbOBUX IPYH, e)eKTHBHICTh MAPKETHHI 0BOL
KaMIIaHil, NapTHePCbKU MAPKETHHT, IPAMUI MapKeTHHT, Oi3Hec-
Mojesb, B2B (business-to-business), B2C (business-to-customer), C2C
(customer-to-customer), pekjamMHa m1aTgopmMa, Kpoc-nIaQTOPMHHUIA
MAapKeTHHT, MOOLJILHUI MAPKETHHT.

Cepeniok T. B., nupexrop no mapkerusry (Cupid plc)
OCOBEHHOCTH OHJIAMH-MAPKETUHI'A KOMIIAHUA

CraTbs NOCBANIEHA BONPOCAM MAaPKETHHIOBBIX CTPATErnii KOMIAHMIA,
3aHHMAIONIUXCSl OHJIAH-MAPKEeTHHIOM, AHAJIN3Y OCHOBHBIX KOMIIO-
HEHTOB TPAJAHIINOHHOI0 MAPKEeTHHIA M KOMILIeKCa OHJIalH-
MapKeTHHIa, ONpeeJIeHHI0 MeCTa KOMMep4ecKoii AesiTeJIbHOCTH OH-
JIaliH-MapKeTHHIa B COBPEMEHHbIX KOMIIAHHUAX, 2 TAKKe ero Npeumy-
LIeCTB N0 CPABHEHHUIO C TPAAULIHOHHBIM MapKeTHHIoM. B cTaTbe Tak-
ke paccMOTpPeH TOT ()aKT, YTO MYTH Pa3BUTHS MHOTMX KOMINIaHHH, 3a-
HUMAIOIIUXCS OHJIAHH-MapKeTHHIOM, BO MHOTOM ObLIN ONpeeJIeHbI
rurantamu IT-unaycTpun, KoTopble NPOJIOKUIN MYTh K PA3BUTHIO U
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KOHKYPEHTHOMY POCTYy Ha pbinke. Kpome Toro, B cTaThe npencTaBJieHO
XapAKTEePUCTHKH OCHOBHBIX TeHAeHI Uil B pa3BuTuM IT-unaycrpun 3a
MocCJIe/IHNE AeCATHIIETHS, a TAK/Ke PeKOMEHIAINH /s JaJIbHeliero
pasBuTns IT-koMnannii, KOTOPLIil XOTAT COXPAHUTH CBOM KOHKYPEHT-
HbIe MO3NIUH HA PhIHKE B YCJOBHSIX MOCTOSTHHO PaCTyIIell KOHKYpeH-
HH.

Kniouegvie cnoga: oHIaiiH-MapKeTHHT, KOMIIJIEKC MAPKETHHIa, KOHKY-
PeHTHAs cTpaTerusi, KOHUeNus MAaPKeTHHIa, COUAILHO-3THYHbII
MAapKeTHHT, Tpapuk, nokynka ROI opuenTupoBanHoro rpaduxa, IT-
UHAYCTPHs, BbI/leJIeHHe eJIeBbIX rpyni, 3¢ ¢peKTHBHOCTh MapKeTHH-
roBoii KAMIaHMM, NAPTHEPCKU MapKeTHHT, NPAMOI MapKeTHHT, OM3-
Hec-Moaeb, B2B (business-to-business), B2C (business-to-customer),
C2C (customer-to-customer), pexiamHasi IiaTgopma, Kpocc-
IATGOPMEHHbII MapPKeTHHT, MOOMJILHBIN MAPKETHHT.
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