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Boiko N. O. Peculiarities of Application of Internet Promotion Tools in the B2B Market

The aim of the article is to determine the differences between Internet marketing in the B2C and B2B sectors, analysis of the most trendy tools of Internet
marketing in the B2B sector in order to determine their effective impact on marketing activities and enterprises operating in the B2B market as a whole. It was
reasonable to assume that Internet marketing tools are more adapted to the field of B2C. Many industrial companies have ignored the use of modern Internet
promotion tools, thus losing market share and potential buyers, giving way to those who quickly adapt to new trends. However, when implementing methods
and tools of Internet marketing, it is important to take into account the peculiarities of the sale of industrial products in the field of B2B. The article proposes
methods and tools of Internet marketing, recommended for use taking into account the characteristics of industrial products and the sphere of B2B. The study
highlighted the most promising and effective tools of Internet marketing in the B2B segment, and also argued that the effect of using these tools will use knowl-
edge about customer needs and strengthen the company's position in the new competitive field of goods and services. It is concluded that previously it was
considered that Internet marketing tools are the most adapted to the field of B2C. Many industry companies have ignored the use of modern online promotion
tools. For the most part, the use of Internet marketing in B2B companies was complicated by the lack of relevant theoretical framework and practical recom-
mendations. However, Internet marketing gives the opportunity to conduct successful activities on the Internet not only to companies in the field of B2C, but
also to companies in the field of B2B, selling industrial products.
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Boliko H. 0. Ocobausocmi 3acmocyeaHHs iHcmpymeHmie iHmepHem-npocyeaHHa Ha B2B-puHKy
Memoto cmammi € 8u3HayeHHs 8iomiHHocmell iHmepHem-mapkemuney y B2C- i B2B-cekmopax, aHasni3 Halibinbw mpeHO0B8UX iHCMpymMeHmie iHmepHem-
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CMABHUKI8 MPOMUCA08UX KOMMAHIL i2HOPY8AU BUKOPUCMGAHHS CY4aCHUX iHCMPYMeHmI8 iHmepHem-npocy8aHHsA, MUM CaMUM 8MPAYaYU C8OK YaCMKY
PUHKY ma nomeHyjiliHux moKynuyis, nOCMynaryucb ix mum, Xmo weudko adanmyemsca 00 Hogux meHOeHyill. Ane npu enposadxeHHi memodie ma iHcmpy-
MeHmig iHMepHem- MapKemuHay 8aX(1uso 8paxogysamu ocobausocmi peanisayii npomucnosoi npodykyii' y cpepi B2B. ¥ cmammi 3anponoHosaHo memo-
Ou ma iHcmpymeHmu iHmepHem-MapKeMuHey, peKoMeHA0B8aHI 071 BUKOPUCMAHHSA 3 ypaxysaHHAM ocobausocmeli npomucnosoi npodykuii ma cipepu B2B.
Y pesynbmami docnioxceHHs byno sudineHo Halibinbw nepcnekmusHi ma diegi iHcmpymeHmu iHmepHem-mapkemurey 8 B2B-ceameHmi, a makox 0brpyHmo-
80HO, W0 eghekm 8i0 BUKOPUCMAHHA YuX iIHCMPYMeHmig 00380UMb BUKOPUCMOBYBAMU 3HAHHSA NP0 nompebu KaieHmig i nidcunumu no3uyii nionpuemcmea
Ha HOBOMY KOHKYPeHMHoMy nosii mosapie i nocsye. 3pobeHo BUCHOBOK, W0 paHiuie byno npuliHAMO 88axamu, Wo iHcMpymeHmMU iHMepHeM-mapKemuHay
Hatibinew adanmosaHi nid chepy B2C. bazamo npedcmasHUKi8 IPOMUCA08UX KOMNAHIU i2HOPY8aU BUKOPUCMAHHSA CY4aCHUX iHCMpYMeHmig iHmepHem-npo-
CyB8aHHs. 30eb6inbwo20 BUKOPUCMAHHSA iHMepHem-MapKemuHey 8 Komnawii cepu B2B 6yno ycknadHeHe gidcymHicmio akmyansHoi meopemuyHoi 6asu ma
nPAaKMuYHUxX pekomeHoayiti. Ane iHmepHem-mapkemuHe 0a€ MOM1u8icMb secmu ycniwHy 0isnbHicme 8 IHmepHemi He minbku KomnaHiam 3i cpepu B2C, a i
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he Internet offers unique benefits that no other

marketing tool can offer: coverage, personalized

offerings, and the ability to build long-term cus-
tomer relationships. That is, the methods and tools of
network marketing can achieve such goals.

About 20 years ago, economist Uspensky I. V. in-
troduced the term Internet marketing to denote the the-
ory and methods of marketing in the hypermedia envi-
ronment of the Internet. Globally, this definition remains
relevant [15]. Theoretical and practical foundations of
Internet marketing are reflected in the works of domestic
and foreign authors, including F. Kotler, I. Mann, V. Us-
pensky, E. Virin, N. Androsov, A. Gavrikov, A. Yurasov,
D. Ryan. L. Danchenok, J. Falls, E. Deckers, and others.

But at the same time, unlike other branches of mar-
keting, in the scientific literature of Internet marketing is
given insufficient attention. As this field is actively devel-
oping and existing tools are being replaced by new tech-
nological developments, blogging, articles and research
by modern professionals and practitioners should be
considered when considering Internet marketing.

The aim of the article is to determine the differenc-
es between Internet marketing in the B2C and B2B sec-
tors, analysis of the most trendy tools of Internet market-
ing in the B2B sector in order to determine their effective
impact on marketing activities and enterprises operating
in the B2B market as a whole.

According to the McKinsey Global Institute (MGI),
the number of production operations that can be auto-
mated in the next 20 years will exceed 50%, which is com-
parable to the industrial revolution of 18-19 centuries.
Therefore, Ukrainian companies have unique opportu-
nities in the process of digital transformation to realize
their potential and gain an important position in the
global market.

However, it is not necessary to change all business
processes at once, first look at the trend of digitalization
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of the industry and the market. Today, the consumer sec-
tor (B2C) is more vulnerable to digital technologies than
the industrial sector (B2B). Measures should be designed
according to the situation in the industry and the nature
of the actions taken by the company. For example, for in-
dustries that have not yet been fully affected by digitaliza-
tion, some feature-oriented measures (typical of the oil
and gas and chemical industries) are sufficient.

When moving to a digital transformation model,
companies must first evaluate the overall business model
as a key element of the value chain, focusing on product
development, logistics chain and marketing.

igitization has completely changed the way we

interact with customers, not just when working

with end users. Changes in B2B space are often
similar to the B2C model. Customer interaction is not
the only aspect of change. Today, the corporate sector is
increasingly repeating the consumer sector. Digitalisa-
tion has helped to expand the business models of many
industrial enterprises, which increasingly include end
users who are interested in using the end users of their
products and create services to improve ease of use and
productivity. This is how the B2B2C model is formed [9].

Conlflicts between classic and new channels are
becoming more frequent due to the widespread use of
digital technologies. There have also been some changes
in the marketing activities of enterprises, and the devel-
opment and widespread use of information technology
has contributed to the introduction of new tools in ad-
vertising policy.

Internet marketers need to focus on five stages of
the consumer path: awareness of the need, gathering
information about the product, the buying process, the
user experience stage, the trigger stage, and the loyalty
cycle stage. All these are very important steps for B2B
companies to find an audience with unstructured needs,
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build long-term relationships with consumers, get feed-
back from them and form a "loyalty loop" and a system of
recommendations for other customers [2].

ne of the most important tasks of network mar-

keting is to increase the economic efficiency of

enterprises. When it comes to traditional mar-
keting, small businesses with limited budgets find it dif-
ficult to compete with large companies for advertising
space. However, with the popularity of Internet market-
ing, small businesses can achieve better results with a
small marketing budget [1].

If we say that the methods and tools of Internet
marketing are used to promote industrial products on
the B2B market, we can say that this topic is insufficiently
studied. Author of many fundamental works on the the-
ory and practice of industrial marketing, such as Web-
ster F, Simon G., Pichurin I, Kotler F. and others. The
possibilities of Internet marketing tools for industrial en-
terprises are not fully disclosed, but instead focused and
focused on traditional marketing.

But the world is on the verge of the vast majority
of companies switching to the Internet. The world situa-
tion also seems to be contributing to this. It is difficult for
companies that do not realize or see the use of Internet
promotion tools in their marketing campaigns to work in
2020 during the pandemic and its aftermath. This situa-
tion shows that many companies have weaknesses in the
organization of events, especially encouraging compa-
nies to experiment and introduce new methods and tools
to promote their products.

Unless there are special restrictions on the use of
Internet marketing tools for B2C companies and prod-
ucts designed to meet the needs of end users, they may
not apply in all directions for the B2B space. This is due
to the specifics of industrial products and the specifics of
the B2B market.

The transaction cycle in the B2B market is longer
and more complex than the process of buying a B2C,
which should be considered when choosing a promotion
tool. Similarly, decisions are made not by one person, but
by several, for example, the board of directors.

This complexity of decision-making has implica-
tions for the B2B industry. The target audience of B2B-
communications is amorphous, consisting of a constant-
ly changing group of people with different interests and
motivations. Buyers are looking for a profitable financial
deal. Production managers strive to ensure high produc-
tivity. Healthcare managers want to be at low risk. And
these are just their simplest functional requirements.
Everyone is a participant in the discussion of the agree-
ment, which also makes objective or subjective assess-
ments in decision-making, which may affect the final
choice of goods and suppliers [13].

However, buyers in the B2B space are still more ra-
tional. To some extent, the company's work is facilitated
by the fact that B2B buyers are relatively rational, because
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all you need is to design and manufacture quality, inter-
esting products and deliver them on time and at a reason-
able price.

However, to say that these factors are important to
B2B buyers is not entirely true. Trust and security are key
criteria. No B2B buyer wants to risk their organization
or reputation by buying unreliable products and services.
This makes emotional issues such as trust and security
critical. This, in turn, pays great attention to brand, repu-
tation, case studies and other factors that convey reliabil-
ity and consistency throughout the life cycle of the pur-
chased product or service [4]. Methods and tools for pro-
moting B2B products should be chosen based on these
key business characteristics and purchasing decisions.

The main ways to promote industrial products and
business in the B2B market are:

+ content marketing;
+ search engine optimization (SEO) and search en-
gine promotion;
contextual advertising;
e-mail marketing;
PR on the Internet.

The table developed by the authors (ThL. I) provides
these methods, analyzes the tools and their tasks, as well
as determines the priority of their use among companies
in the B2B market.

+++

herefore, according to the author, the main and

initial tool for promoting an industrial product

or business in the B2B market is a website. It was
from him that the work of promoting industrial products
or companies on the Internet began.

The choice of website format depends on the goals
and objectives of the company. The main formats for in-
dustrial business are: corporate website, business card
site and landing page.

Some companies have several sites for different
tasks. The company may have a company website de-
signed to inform about the company, products, etc., for
example, a landing page designed to collect contact infor-
mation of the audience and its processing [5].

Next, the set of contextual advertising tools is a pri-
ority. Since user demand for industrial products almost
does not arise spontaneously after the display of advertis-
ing, such as targeted advertising, it is advisable to require
advertising directly to its target audience.

PR of industrial companies on the Internet should
focus on the company's reputation and confirm its reli-
ability. This is why industrial companies are not recom-
mended to use viral marketing tools, as it can have the
opposite effect.

The author believes that ways to promote the In-
ternet, such as SMM (social networks), media advertis-
ing, viral marketing and influencer marketing (a way to
promote goods and services through thought leaders)
are not suitable for promoting industrial products. This
conclusion is based on the characteristics of industrial
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Table 1

An overview of the main tools and methods of industrial promotion products and enterprises in the B2B market

Priority for use

. . Methods
in companies

Tools

Tasks that solve methods and tools
of Internet marketing

1. Corporate site.
2.Landing page.
3. Google Adwords.
4.B2Bcontext.
Contextual
1 advertising 5. Google Adsense. .
6. Open Web Analytics.
7. Contextual Display Net-
work on Google.
8. Google Analytics

- Increasing the advertising competitiveness of the
company;

- attracting potential customers to carry out targeted
actions;

- collection of data on potential customers for further
processing — information about users: their geography,
age, browsers, OS, etc., data on login and exit pages, traf-
fic sources, search queries, achievement of goals;

- e-commerce analysis: revenue, transactions, conver-
sions, etc.

1. Corporate site.

2. Comprehensive site
analysis.

3. Conversion chains.

Search Engine | 5. Analysis of key perfor-

4. Design and usability site.

- Informing about enterprises and products;

- informing about the activities and projects of the
company;

- attraction of potential customers to the site;

- receipt of applications;

2 Optimization mance indicators in market- | - site promotion in the search engine;
(SEO) ing areas. - receiving organic traffic;
6. Semantic core. - site monitoring and maintenance;
7.Tags. - quick elimination of identified problems on the site;
8.1mage optimization. - expanding the list of key phrases and words or chang-
9. Increasing the reference ing it
mass
1. Thematic articles. . . .
> Reviews - Acquaintance of the audience with the brand;
T - formation of an expert image;
Content 3. Guides. . . . . .
3 . - informing about the product, its technical characteris-
marketing 4. Research. )
. tics, advantages;
> Infographics. - removal of objections
6. Photo and video content )
1. Publications about
companies.
2. Corporate blog. - Formation of a positive image of the company;
. 3. Press conferences. - increase the loyalty of potential customers;
4 PRin Internet . . . . . .
4, Socially significant - collection of information about possible orders;
projects and activities. - tracking consumer feedback
5. Online reputation
management
. . - Sending personal suggestions/information;
E-mail- 1. Transaction letters. ngp sug9 /
5 . . - sending commercial sentences;
marketing 2. Information letters

- informing about special offers, product updates

products and the peculiarities of the B2B market, name-
ly: complex product technology, high cost and long cycle
of purchasing decisions.

A successful active advertising campaign on the
Internet involves the use of Internet marketing tools in
combination with the characteristics of the product and
the end user. Many methods and tools are interdepen-
dent and overlap [6].

It can be concluded that network marketing tools
were previously considered the most suitable for B2C.
Companies in many industries do not notice the use of
modern tools to promote the Internet. In most cases, the
use of Internet marketing by B2B companies is compli-
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cated by the lack of appropriate theoretical foundations
and practical advice. But in reality, Internet marketing
not only enables B2C companies to operate successfully
on the Internet, but also enables B2B companies to sell
industrial products. L
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