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Abstract: The interactivity of information flows is becomiagmajor success factor and leading to significhahges in
the field of e-business. The main purpose of thdysis to evaluate the effectiveness of Internetetang in e-business.
It has been determined that ensuring businesdegftig is inextricably linked with the use of Intetrtechnologies in
building communications with the target audienogidtics and supply chain management. The neefiédntroduction
of Internet marketing in electronic business ishhighted to achieve and ensure efficiency, profitgband fulfillment
of key KPI indicators. The method of economic atatistical analysis and evaluation of the effeate®s of Internet
marketing in the context of e-business sectorshen world was applied. The key theoretical aspetts-lousiness
development and its main directions are considefbd. main indicators for evaluating the effectivenef Internet
marketing in e-business are identified, which alldetermining the final structure of Internet maikgteffectiveness
indicators by industry. The organization of elentcobusiness based on the proposed KPI indicatdrprmvide a
function to control the effectiveness of marketilogistics, which is achieved by increasing coniersreducing costs
and improving competitive positions. A statistieallysis of world sales volumes in the field ofusibess was carried
out using Internet marketing tools. The resultshaf study, in contrast to existing approaches, niagessible to
substantiate the need to apply in practice the édrmethodology for the formation of KPI indicattheir further control
to ensure the effectiveness of Internet marketing.

1 Introduction the effectiveness of Internet marketing in ordentake
Business models and internal processes of modeRfnagement decisions based on it, it is necessary t
companies are characterized by the fact that theamge comprehensively evaluate the effectiveness of ntiake
of information flows and business information, theactivities in e-business in the context of indestrand
implementation of operations and transactions afegments. _ . o
automated using information systems and technafogie ~ Ensuring the effectiveness of e-business, e-lagisti
Significant part of decisions in the field of Or(‘iﬁ'ng an and information flow management -|S |neXtrlcab|yklbd -
effective business (from production to logistieegardiess With the use of Internet marketing tools, which is
of the segment of the world economy, is based erutie Ccharacterized by the formation of a whole range of
of modern Internet technologies. The presentedctivities for interaction and communication witie target
technologies provide information flow and dateaudience throughout the entire life cycle of thenpany:
management to provide various web services. Angsyp  from production, sales, service, maintenance agidtios.
commercial and non-commercial operations, includieg The identified issues are relevant and in demanthén
exchange of information via the Internet, the oizmtion ~Modern world for the formation of theoretical amdgtical
of trade processes and the exchange of goods ancese  aspects of organizing e-business and evaluating its
their |ogistics between Companies or groups Of(pm‘sare effectl\/.eness, which is ensured by the use of &rriet
intensively developing within the framework of awne Mmarketing strategy. The development of the thedrg-o
segment of the world economy - electronic busiress business —organization in connection with the
individual industries in it (e-marketing, e-logigti and implementation of the Internet marketing strateggt the
many others). development of a methodology for evaluating the
The organization of electronic business in modergffectiveness of Internet marketing are a necesaady
realities cannot be imagined without the use oérimet relevant topic and require deeper research.
marketing, which provides the entire cycle of oigengy
sales, interaction and communication with the targd.l Themain directions and features of the
audience, logistics, service and support to enshee devel opment of electronic business
effectiveness of the company's commercial actsitiéhe The historical development of electronic business
introduction of a complex of Internet marketing inbegins in the 20th and 21st centuries, when a athifi
electronic business is associated with significamsts; information system of the planet was created. fierahe
therefore, the company's management is interestélaei resources of economic development were quite yidgielt
effectiveness of investments in marketing actisitie to territories and technologies, now the main res®us
However, in order to obtain objective informatiomoat information, which largely contributed to the deoghent
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of the Internet. Since the early 1990s, the sprefd procurement conducted via the Internet, socioldgioa
information and communication technologies hasake marketing research for government agencies, various
an all-encompassing scale, and the speed of theead social advertising on the Internet, placed by ordér
has exceeded all expectations. At present, themeois government agencies and aimed at preserving thaqathy
sphere of human activity that would not underg@and spiritual health of the nation [4].

significant changes due to the massive introductébn
modern information and communication technolodiés
term "e-business" the IBM Marketing and Internetugr

E-business is a cumulative concept for many claskes
information systems that are aimed at automatirg th
commercial work of excellent companies and

coined it in 1996. Commercial use of the Internetsw organizations, regardless of segment, type of iactand

prohibited until 1990, but as a result, e-busireeagdd not
reach its full potential. Significant to the intégsof the

geography. It is very important to emphasize that e
business, which is focused on interaction with the

development of e-business is that in the 1990sfitke consumer in the field of sales, is supported byehire
large private corporations received permissiongerate value chain from production, sale of services widtics
on the Internet, and the control of the Interndticv was and support. At the present stage, the leadeitseofvorld
previously under the complete control of the USconomic and political space are precisely thosatties
government, was transferred to private individualser that have learned to determine the vector of deweétmt
that, in 1992, the commercialization of the Intérneof information technologies and the effective mamagnt
received the approval of the US Congress, and flmh of information flows, use new opportunities for ithe
moment, the e-business market entered a new ph#se oapplication and popularization in all areas of\atti It is

development. In 1993, the electronic money tectgiek
of the future were invented, and in 1994, the &tsttronic
payment system appeared on the Internet. In 1915,
Amazon online store site was opened, which is tatlay
largest online store in the world, and at the séime, the
first online bank began to operate. It should beddhat
the first online stores, in fact, conducted elatttdusiness

well known that the global industry of informati@mnd
telecommunication technologies is one of the most
tdynamically developing sectors of the world econoirhe
information sphere has become the locomotive of the
economic development of many countries. It is no
coincidence that relatively recently such concegsse-
business and e-commerce, e-logistics and e-ecohang/

using the long-established technology of trading bgppeared in the economic environment.

telephone and mail, which at that time was widesgbia
the United States [1-2].

After this stage of development of e-businessfitse
business models related to the B2C category apgheEine

Electronic business in the modern world is anyioess
activity that uses the capabilities of global imation
networks to transform the company's internal artdresl
communications in order to increase profits. Inoadance

primary mechanism of Mail Order - Telephone Ordasw with UN standards, a business is recognized asretéc

transferred to the Internet environment, which amerder
for a product or service by filling out a form dretseller's
website, payment was made by a plastic card, dglive
goods was carried out by mail or through a cowsgevice.
This direction includes any type of business fodusethe
end consumer: online stores, banking services
individuals via the Internet, online auctions, aali
education, paid advertising on the Internet andhmmore.
At the same time, electronic business between iithails,
C2C, is gaining momentum. A striking example iinet
auctions, consulting services between individugdstkie
Internet; various exchange platforms, and tutoviiagthe
Internet. On the verge between C2C and B2C, thexe

if two of the four components (production of a prodor
service, generation of demand, delivery and lagggt the
consumer, and payment) are carried out using tieenet.
E-business is considered to include sales, marketin
financial analysis, payments, employee searchgistlos,
faiser support, and partner support. Electronic lessiiis a
form of doing business, in which a significant pafrit is
carried out using information technologies (localda
global networks, specialized software, etc.).

Thus, the relationship between the concepts of
"electronic business" and "electronic commerceukhbe
considered as inseparable parts of the whole, shese
derms are often used interchangeably. In the tieste,

websites of freelancers (photographers, make-uptart electronic business consists of such structuralpooents

cosmetologists), which, in fact, are online stoseling
services to individuals [3].

A qualitative leap in the development of e-business
markets, e-logistics occurred when the desire fmaed
distribution channels led to the B2B sales netwdrk.
principle, anything can be the subject of commédrere,
but the main prospects for B2B are in the servemas. It
is currently the largest and fastest growing e+irss
sector. Electronic business in the field of B2Gfant, is
similar to B2B; only the customer in this casehis state.
The main example of this type of interaction carpbblic

as: electronic commerce (electronic commerce)treleic
private procurement (e-procurement); electronic lipub
procurement (e-government); electronic customericer
(e-care for customers); e-care for business parijeecare

for Business Partners); e-logistics and e-care for
employees; e-care of influencers. In the second,dhe
participants between whom there are commercialioalks
[3-4] determine electronic business. The structires-
business depending on the participants is shown in
Figure 1.
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Vs
Business-to-Business(B2B)

means commercial relations of legal entities
(enterprises and organizations) among themsefves

&

Business-to-Consumer (B2C)

concerns commercial relations between legal entifies
(companies and organizations), on the one hand,fand
individual entrepreneurs (private clients), on th
other hand

Vs
Consumer -to-Consumer (C2C)

means commercial relations of individual
entrepreneurs (private clients) among themselyes;

L

Administration-to-Business/ Consumer (A2B/
A2C)

(administrative bodies for business/ consumer
Thus, the state also received its own abbreviation in
e-commerce

Figure 1 The structure of e-business depending on the participants

E-business is characterized by the fact that cormpaneffectiveness of e-business by rationally defirtimgmain

of a certain type, which operate on the basis tdrivet
technologies, are concentrated in this area ofigctiThis
type of business is aimed at servicing the didlat of
products, and the full cycle of the transactioriudes all
stages from production, sale, delivery, serviceppsrt,
service and everything is based on Internet teciyies

[5].

stages and tools to achieve the main goal. An axess
marketing strategy provides control and managernént
the marketing activities of a company's goods amdices
using various tools such as target audience asabysil
research, market research, promotion, advertising,
maintenance and service, e-logistics, and moreeDaipg

on the evolution of marketing and its areas of impfibn,

This type of business is dependent on innovatiah arthe nature of demand in the market for goods andcss,

the use of information technology, and the orgaineof
the sales, communication and service process isssilple
without the use of a marketing strategy that igesable
from the Internet. The effectiveness of e-businiss
ensured by a rational strategy of Internet marketivhich
includes all the necessary components and elentiesits
are necessary to achieve the main goals of congpanie

1.2 Therdationship of e-businessand I nternet
marketing

E-business is a sphere of active emergence andfuse Ol \ / )
telecommunicatiorink baiting, guest posts, video creation, webinars

innovations, information  and

such characteristics of marketing as types, fommastgpes

of marketing are distinguished. Types, forms anmes$yof
marketing directly depend on the tools that arelusehe
promotion. It is possible to conduct an electrdnisiness
focused on Internet technologies, but without aeriret
marketing strategy, its development is impossiBiece e-
business is characterized by the use of Internet
technologies, the effectiveness of which is possikith
the help of Internet marketing, its tools should be
considered:

- Content marketing, which includes podcasts, hlogs

technologies, which can be effectively organized by - Email marketing, which includes lead magnets,

building a development strategy based on
marketing. The relevance and necessity of thisystad
confirmed by the presence of a large number ofiessud

Interné€gmentation, split testing and email automation.

- Search engine optimization (SEO), which cong$ts
keyword research, search engine optimization ofsiteb

this area, which contributes to further researchd arPages (internal optimization), external optimizatio

development of this direction.

The process of organizing an e-business shoulddrave

integrated approach and include all key stages fitzen
production of goods and services to their salempiton,

technical SEO.

- Conversion optimization consisting of conversion
focused web design, headline optimization, calladiion
(CTA), social proof; A/B testing (Ul and UX elemst

communication with customers and further servicdargeted advertising. S
logistics, which can be achieved through marketing. - Social media, which include advertising in instan
Marketing activity is a controlled and multifacetebcess Messengers and social networks, choosing the dptima

that is aimed at meeting the needs of potential read
consumers of the company's products, which corisithe
implementation of not only specific marketing fupats,
but also the setting of specific goals, ways taeathem
and sources of resources for commercial activities
general.

When organizing an e-business, it is importantse a

channel, social listening (monitoring social media)

- Paid advertising: - retargeting (remarketing),ickh
includes the following activities: Google AdWords,
advertising on YouTube, advertising on social neksp
purchasing programmatic advertising (programmatic
advertising).

- Free online marketing tools, which include free

marketing strategy based on the same technologig¢s avebsite and online store builders, free persoradihg
approaches, i.e. on the Internet, which will enstire services, social networks, forums, message bodeis,
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email services, online instant messaging serviceggtoducts sold in the framework of the effectivene$s
directories and free services for posting infororatbout marketing activities. This approach also takes elac
goods and services, Q&A services, thematic poitalsee modern conditions of organizing the activities of
publication of ads, online auctions, sites selbjogds. manufacturing companies, taking into account small
- Leads and lead generation, which are aimed amprovements and expanding factors for analyslsnga
personal interaction, attracting leads via the rtme  into account the specifics of the company's addisitin the
Newsletters (e-mail, SMS, etc.). work of L. Balabanova [7], it is proposed to evaduthe
- Viral marketing, consisting of banner and teasezffectiveness based on the evaluation of the fatgw
advertising. areas: procurement, marketing integration, infoiomat
- Video marketing, which is based on the type ofdequacy, strategic focus, operational efficienityis
content and its promotion among the audience. important to state that this approach does notmdeé
- Guerrilla marketing, which is aimed at developingsystem of indicators for organizing the assessipetess
cooperation with companies, advertising and holding and requires serious improvements and modernizafion
shocking action, the natural introduction of goods the the methodology itself, which requires further eest and
lives of ordinary people using front men who plag tole development in this area.
of happy buyers. Anfinogenova Yu. [8] when determining the
- Non-standard marketing, which includes theffectiveness of marketing, groups of indicatore ar
following types and areas: Crazy PR, Storytellimgl a distinguished based on the ratio of marketing casis
many other innovative areas. profits or sales volumes: profitability index (tsbare of
- Electronic logistics, which ensures the finaliaatof reduced profit from marketing activities to reducadts);
the marketing process and the delivery of ordemd amarket share of the organization; dynamics of nmaagid
purchases to consumers. The organization of thisggs profit; dynamics of sales volume, which is a direct
at an effective level will improve supply chainsdan reflection of the effectiveness of marketing atigs;
management of logistics information flows. reaching the breakeven point. It is important ttertbat
The described Internet marketing tools are directlthis approach is aimed at a detailed analysis efnthin
involved in the process of organizing an electrdmisiness key items of expenses and income, which does kefitdo
and are an inseparable part to ensure its effeis® account unplanned expenses that may arise under the
depending on the type of activity and audience segm influence of various factors, which should be im@a in
To ensure the effectiveness of Internet marketmg-i  this methodology to meet its modern realities.
business, which is based on the promotion of gawas Kotler F. [9] focuses on the need to assess the
services and the retention of the target audieteeclop relationship between marketing performance indisato
marketing strategies and policies that includetdwt to and factors of the external and internal environtm€his
achieve the goals. approach is relevant and in demand in modern bssine
however, no specific methodology has been proptissd
1.3 Review of scientific literaturein the fidd of would rationally evaluate the entire marketing psx
evaluating the effectiveness of I nternet from production to sales and logistics, which reggia
marketing in e-business more detailed study and improvement of this apgroac
The intensity of the development of information and@King into account modern business conditionsh¥eas
telecommunication technologies and the need to genaC- [10] emphasizes that the priority is the evaduebf
information flows encourage many managers of modeffonomic efficiency, and not the marketing activiself.
companies to change their approaches to organizins important to state that aIthoughth|s_apphmn3|ders
activities and actively carry out marketing intra-Marketing expenses only as an operating expengen@n
organizational changes, research on the exterrfi an investment) and does not include all cyclethe
environment, which can be carried out based on &R2rketing process. This approach has become aalogic
effective organization. E-business, which is supgzbby starting point for evaluating the effectlvenesmafrketmg
an Internet marketing strategy. activities 'ghroygh the anaIyS|s_ of 'ghe return ovestment
The relevance of improving the efficiency of moder®f marketing investments, which is currently widelsed
companies in the e-business segment is due toetbbto  PY Western companies, is gaining popularity arieisg
search for and organize a business using an Interfi@ther developed. o
marketing strategy that will ensure the impleméateabf In her study, Moiseeva M. [11] provides indicatofs
strategic plans. To highlight the main directiamgtie field Marketing activities by function ~(market research,
of the theory of evaluating the effectiveness dbrnet @ssortment policy, marketing activities, commurniarat
marketing in e-business, it is necessary to consite act!v!t!es) and general indicators (proflt_abllltytra_teglc
existing approaches in the scientific works of stigs. activities). However, it should be emphasized thaissue
Assel G. [6] emphasizes the need for constaSf e_valuatlng the effectiveness o_f Interne@ marigein e-
evaluation based on an analysis of the volume GUSINESSremainsopen and requires detailed résdarnc
production costs and their impact on the volume dponald S.[12] argues that an empirical approadietter
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than a quantitative approach based on statiststing of to develop a methodology for evaluating the effesiess
narrow deductive hypotheses. The paper presents tife Internet marketing in e-business determines the
results of a study conducted in the early 90s igl&d, relevance of this study and its practical significa Based
some European countries and the USA [13]. Thisagmir  on the generalization of the reviewed scientifierture;

is a classic and does not meet modern trends amarés it should be argued that the process of evaluattiegy

of e-business organization, which requires a metaileéd effectiveness of Internet marketing should be edrout
study. Based on a review of scientific literatuneda on the basis of the following steps and procedures:

research in terms of evaluating the effectivenéssternet 1) Determination of the purpose of the process of
marketing and its effectiveness, it should be dtthtat the evaluating the effectiveness of Internet marketing.
effectiveness of marketing was analyzed in theo¥aithg 2) Collection of statistical information and fornwat of

areas: the internal attitude of the company's memagt a base of KPI indicators for a comprehensive ass&ss
to marketing (its definition, roles and functions),of the entire marketing process from production to
organization of this activity (involvement in theagdegic logistics.

planning process, level of coordination and infaiora 3) Analytical analysis of information flows and

exchange between marketing functions) practicalalculation of KPI indicators.

implementation of marketing functions (use of mérig 4) Substantiation of initial values and methodol gy

research, planning, participation in the developménew qualitative assessment of calculation results.

products and organization of an effective logistioscess, 5) Formation of economic conclusions and

etc.). development of projects of management decisiond g4
The considered main studies in the scientific ditere To substantiate the main KPI indicators for evahgat

in the field of evaluating the effectiveness ofelmiet the effectiveness of Internet marketing in e-bussnet
marketing in e-business allow us to conclude thatet is should be noted that these indicators should take i
no single approach to evaluating the effectivenabich account the strategically important factors ofuefice in
should be formed based on the selected approacites modern business conditions, both internal and eater
requires improvement and more detailed study. ®eeln which is shown in Figure 2.

~ 4 ™)
External factors Internal factors
(demographic; economic, (suppliers of products; intermediaries; sales
____environmental factors; representatives; competitors; contact audiences;
scientific and technical; socio-political; consumers; potential customers and others).
macroeconomic; volatility and uncertainty).
\_ S
4 . 4 . A
StrategicFactors Tactical Factors
(formation of the marketing strategy of the (planning and control of the main plans and tasks at the
organization; plan for the development and tactical and operational level of management to ensfire
achievement of the strategic goals and objective$ g the effectiveness of the organization's Internet markefing
the organization). and achieve strategic goals).
\ \_ J

Figure 2 Factorsinfluencing the effectiveness of Internet marketing in e-business

Internet marketing in electronic business is aimed determines the use of Internet marketing toolsisuge the
solving such issues as studying the tastes andrprefes efficiency of companies and achieve strategic goals
of the consumer, researching competitors, searcfung
distribution channels, analyzing the volume of prdd 2 Methodology
distribution for companies, creating new productsp 1  Peer review process

researching and working on an advertising campgigh E-business is aimed at the integrated automatidheof

Modern trends in the organization of e-business agommercial work of companies and organizationsctvhi
characterized by the fact that the use of a stansietr of 5 focused on interaction with the consumer inftélel of

marketing is not enough to ensure the effectiverd#ss q5jes and support for the entire chain of the sates
activities, which causes organizations and compatue |ygistics process. Strengthening competition and th
move to a new era of marketing - Internet marketing  generation of instability by the crisis processitaeworld

_ The development of innovative technologies and thelconomy strengthens the role and necessity of using
implementation and use in the e-business sectotheof mareting in the activities of economic entitiesheT
economy makes it possible to optimize the costtire  growth of uncertainty, both external and interqalts in

for standard marketing mixes of an organization ange first place for many companies the issue ofieng the
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effectiveness of activities, taking into accounte thThe proposed method for evaluating the effectiverads
presented factors. The effectiveness of many corepas Internet marketing, taking into account the fornmadl
characterized not only by making a profit, but also certain factors, can be applied in the practictiVgies of
strengthening planning, monitoring economic proggammodern companies. The developed methodology will
gualitative risk assessment, using existing systemiighlight the strengths and weaknesses of the rleter
methods for managing information flows, and solvingnarketing strategy of modern companies with itshier

various marketing and logistics problems.

adjustment to achieve strategic business goal€asdre

A review of scientific literature in the field of the effectiveness of e-business in general.

evaluating the effectiveness of Internet markefimge-
business, indicating the presence of a problenctivaists

3 Reault and discussion

in the lack of a unified approach to developing a \When organizing an e-business, which is based on an

methodology for evaluating the effectiveness oérnét
marketing in e-business, followed by the definitadrkey
indicators and their elements that would take atoount
the influence of all factors through the use ofowvetive
Internet tools and methods. The informatizatiosafiety
and the intensive development of electronic busirss
characterized by the fact that the organizationthi$
business, taking into account all factors, is insue

Internet marketing strategy, success largely depessla
rule, on the achievement of specific results, aglprofit
growth, the number of calls, clicks, goods or sesisold,
as well as the quality of supply chain management.
However, the choice of communication channels with
client at the planning stage will require an aseess of
effectiveness even before making changes to
marketing. Brand promotion on the Internet is a plax

the

without the implementation of an Internet marketin&nd Costly process, as Competition in Commercmts

strategy.
However, the use of Internet technologies is raleira
the modern world, which in turn leads to the modeation

is growing every day. It is definitely possibledalculate
the ratio of profits and investments, but thisas enough
for a complete picture. To evaluate the effectiwsnef

and improvement of existing methods, mechanismgnline marketing in e-business, several tools aegluand
concepts and management strategies, marketingtanddach of them has its own metrics by which you cafuate

application in electronic business are no exceptidrich
indicates the need for further research. Since ddem
marketing there is no single approach to evaluatimg
effectiveness of Internet marketing, there is aceptual
need and relevance for the development of methgawlb
foundations for their evaluation and a deeper studhych
was carried out and reflected in the main resuitthis
article.

the effectiveness. The main KPIs of the effectiasnef
Internet marketing companies in e-business areepted
in Table 1.

Therefore, the vector of marketing strategies igis
towards individual work with the consumer.
Communication based on mutual interest is today the
leading direction of Internet marketing in e-busse

The key goal of the study is to evaluate th@jodern marketing tools allow you to conduct a deep

effectiveness of Internet marketing in e-businelss.
accordance with the purpose of the study, the atig
tasks were defined: analysis of the theory of Heer
marketing and the elements contained in it; clacsgibn
of existing Internet marketing tools in terms ofith

analysis of the target audience, its preferencebsiequests
and determine the need for the introduction anddaof
a particular product or service. These tools aljmu to
create a profile of each client in order to buite tmost
appropriate interaction scheme with him. This appho

effectiveness; classification of KRI indicators forjleads to optimization of marketing budgets, expamsif

evaluating the effectiveness of Internet marketing

the client base and sales growth by studying yodieace

electronic bUSineSS; formation of recommendatioms fand Choosing the most accurate message when dr@niz

improving Internet marketing in modern conditiod®
achieve the goal of the study and the implementatithe
tasks set, general scientific and private researethods
were used.

an e-business.

The organization of an electronic business baseahon
Internet marketing strategy is based on a comlmnaif
several tools, each of which requires costs angsimvents.

Analysis and synthesis of key areas that are usedpifferent tools can bring different results and uel

evaluate the effectiveness of Internet marketingein
business; process and system approaches - to devkéy
algorithm for evaluating the effectiveness of Intr
marketing in electronic business; economic andssizl

analysis of KPI indicators for the effectivenesdraérnet
marketing in e-business and their grouping dependm

the type of activity; graphical method and methdd o

constructing analytical tables - for visual interation of
the main results of the methodology for evaluatihg
effectiveness of Internet marketing in electronisibess.

depending on the niche and segment being used.
Evaluation of the effectiveness of Internet margtnay
vary depending on what goals the company's manageme
pursued in the e-business segment. To evaluate the
effectiveness of Internet marketing in e-businesss
necessary to use various labels and markers [18].

To substantiate the described hypotheses andebgyth

of this study, it is necessary to evaluate thectiffeness of
Internet marketing in electronic business. The fioning

of e-business in the context of Internet marketiag
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inextricably linked with the use of innovative tectogies world-class companies use innovative tools to etalthe
and tools that allow you to optimize the main bask effectiveness of Internet marketing in e-businesg of
processes of companies and improve your work. Manyhich is Google Analytics [19].

Table 1 The main KPI indicators of the effectiveness of Internet marketing companiesin e-business
KPI indicatol Features of the methodology for evaluating thecgiffeness and characteris
Displays the number of visits that ended with Hrgét action (registration, purchase) to the total
number of visits. CR allows you to evaluate theetff’eness of a given marketing char
Displays the number of users who left the siterafiawving only 1 page. If the Bounce Rate|is
Bounce Rate (BR) | more than 40%, this is a serious reason to recentid approach to organizing this element of
the organization's Internet marketi
Average Order Value | This indicator allows you to compare in retrospbet performance indicators of the Internet
(AQV) marketing tool in terms of the amount of incomeagatec
. The ratio of spending on an advertising campaighémumber of clicks. Allows you to evaludte
CosilPer Es(Ero) the effectivenpess ofgusing contextual egldvert?silla?g@ on paid sites. g
Cost Per Order (GB) | Displays the cost effectiveness of attracting dieatthrough the use of Internet marketing t
Return Of Investments| An indicator of the effectiveness of Internet mairkg tools and return on investment.

Conversion Rate (CR)

(RO
Return Of Marketing | The main indicator of the effectiveness of Intermetrketing. Shows the return on investment
Investments (ROM in marketing

Also, special attention should be paid to suchrit marketing, which is reflected in the indicators (A@0)
marketing tools in e-business as search enginmigatiion and (CPC,%).
and contextual advertising, which provide increased The structure of Internet marketing performance
customer loyalty, brand awareness and promotiotictwh indicators in the electronic business of world camips by
generates an increase in income from this type ofdustry as of 01.01.2022, in %, is presented ipld a.

Table 2 The structure of Internet marketing performance indicators in the e ectronic business of world companies by industry as of
01.01.2022,in %

Conversion Rate (C %) Average Order Valu(AQV, %)
Tourisn 25.10% Baby food and toy 18¢€.35%
Real estate 11.20% Vehicles 130.93%
Business consultir 27.40% Clothing and accessor 117.51%
Business servic 15.70% Fooc 112.92%
Lending 24.30% Sport and relaxatic 94.15%
Healthcar 12.30% Animal cart 8C.11%
Higher education 11.50% House and garden 76.55%
Building 14.90% Art and graffit 76.49%
The legislative framewo 15.40% Agricultural good 63.95%
Professional educati 25.00% Electronic: 60.39%
Spor 11.00% Appliance: 55.61%
Electronics 12.00% Healthcare 37.96%
Cost Per Ord¢ (CPO, %) Bounce Rate (B, %)
Laws and Governme 86.49% Art and entertainme 58.85%
Vehicles 48.37% Vehicles 48.30%
Business and Manufacturi 38.54% Beauty and fitnet 57.31%
Beauty anditnes: 71.88% Books and literatu 63.41%
Personnel and Managem 43.90% Business and Manufacturi 56.41%
Educatiol 8C.00% Financt 57.92%
Financt 41.14% Fooc 58.36%
Insuranc 48.05% Hobbies and entertainmi 55.53%
Healthcar 31.96% Internet and televisic 58.53%
Repair worl 68.12% Work and educatic 54.07%
Spor 61.22% Electronic: 28.23%

This tool is a service developed by Google to gatieer allows you to evaluate not all indicators, whicteslonot
detailed statistics on marketing activities. A teatof the give a reliable picture, and for their detailectcddtion and
service is that the webmaster allows you to caleulae evaluation, many settings and personalization subres
ROI and the effectiveness of marketing expenses.tobl to the description of indicators are required.
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This tool is one of the most used and allows you teffectiveness ensures the achievement of the gicageals
control the effectiveness of Internet marketing @n  of the organization. The effectiveness of e-busines
business and understand how certain tools affeet tHirectly depends on the Internet marketing tooksdut®
company's efficiency in the e-business segment. achieve all the company's strategic goals. Thesassent

The presented structure of the main performanad the effectiveness of Internet marketing of conipain
indicators of Internet marketing companies in thé¢he world in the context of industries as of 012022
electronic business allows us to determine thahgusidetermines the need for more intensive developroént
innovative Internet technologies for promoting ge@hd Internet marketing as a key tool for ensuring the
services such as: a website, corporate pages aal soeffectiveness of e-business. The functioning o€rimet
networks, advertising, which indicates a high petage of marketing and its application in electronic businés
conversion (CR,%) and the number of visits (BR,&dhie  gaining more and more widespread use in all indasstr
sectors: business consulting, vocational traintogrism  Since, the main indicators of the effectivenesitg#rnet
and lending, politics, legislation, finance andiirgsce, the marketing are the payback of the funds spent oketiag
necessary level of marketing efficiency is provided activities and the number of customers attractedhéo

It should be noted that in order to use innovatbe@s company. The cost structure for Internet marketows
and Internet technologies in marketing, it is neagsto and their effectiveness in global e-business comegdoy
spend quite large amounts of investments, and thémdustry as of 01.01.2022 in % is presented in &bl

Table 3 Sructure of costs for Internet marketing tools and their effectivenessin global e-business companies by industry as of
01.01.2022in %

Cost Per Click (CPC, USD) Return Of Investments (ROI, %) RE eﬁed?(’)%?:?;g‘;\}m%net g
Clothing $0.45 Electronics 60.609 Laws and Government 70.30%
Vehicles $2.24 Vehicles 52.40% Search contextual advertising 29.30%
Business and Manufacturi | $2.52 | Business and Manufacturing 45.5( Display Advertising 6%
Beauty and fitne: $1.81 Finance / Insurance 69.70 Social Media Postings 5.10%
Business consultir $3.08 | Business and Manufacturing 38.9( Targeted advertising 14.90%
Educatiol $1.06 Healthcare 37.909 Email marketing 6.500
Electronic logistic $2.72 Electronic logistics 36.409 Insurance 10.10%
Finance/ Insuran $5.77 Education 35.309 Healthcare 5.00%

The effective use of Internet marketing allows you implementation into activities depending on theuistdy
increase profits by promoting and increasing corssumand type of activity [20]. The effectiveness ofelmtet
loyalty, which in turn provides a competitive pasit in -~ marketing in e-business is ensured by an incraaskei
the market, increasing conversions and optimiziogts volume of conversion through the use of certaitstobhe
The organization of e-business is impossible withbe dynamics of sales in electronic business, which are
use of innovative mechanisms and management s, provided with the help of Internet marketing inliwi.
this also applies to marketing. Since e-businebased on USD, as well as the growth rate compared to theique
Internet technologies and work organization appieacit year in % for the period from 01.01.2017 to 01.022
cannot be imagined without an Internet marketingtely are shown in Figure 2.
that distributes all the necessary steps, tools thed

15.90%
1L 20— ? 05

17.17%
112020 e ————————————— |77

1.1.2019 20.20% 51
18.30%

1.1.2018 s —— | 05
22.30%

1.1.2017 e —— 106

The growth rate over the previous year,% mSales using online marketing tools (trillion US dollars)

Figure 3 The dynamics of salesin electronic business. which are provided with the help of Internet marketing in trillion. USD USA.
as well as growth rates to the previous year in % for the period from 01.01.2017-01.01.2022
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The presented dynamics of sales volumes in eldctrorcombination ensures the effectiveness of existing
business. which are provided with the help of Im¢r processes.
marketing. increase every year. which indicatesamrease Due to the lack of a unified approach in the sdiient
in interest in the effectiveness of Internet marigby the literature to determine the methodology and toas f
management of world companies. which is also cowfit evaluating the effectiveness of Internet marketing
by the growth rate compared to the previous yedoin companies in electronic business. a study of ajgbem
From the results obtained. the hypothesis of thelder was conducted and an approach to evaluating the
constant evaluation and monitoring of performanceffectiveness of Internet marketing was formed. .
indicators is confirmed. which will allow plannidmgpth at KRI indicators have been selected to assess the
the operational and tactical levels the compangikeating effectiveness of online marketing of companies in
strategy in electronic business. Since evaluatihg telectronic business. depending on key influencawjoirs
effectiveness of each tool allows you to identifjopty  and strategic goals. To substantiate the methogdimg
areas and weed out frankly weak and ineffectivesone  evaluating the effectiveness of KPI. the key toofs

Internet marketing of e-business companies were

4 Conclusions identified. which made it possible to determineribed for

The intensity of the development of innovativetheir use in the framework of achieving and engutire
technologies and their implementation in moderrinmss achievement of target business indicators and tdsis
segments requires constant improvement of managemargued that. taking into account current trendsthie
approaches and methods. The study is aimed atistudyimplementation of innovative technologies and apphe's
the existing scientific approaches to evaluating thto doing business on the Internet. it is necestaryse
effectiveness of modern Internet marketing. whistan €Xisting Google ~Analytics tools to evaluate the
integra| part of electronic business. The emergm effectiveness of Internet marketlng and obtainalsd
rapid development of the global Internet has led teal results. _ _
revolution in the organization and conduct of bass The A methodology for evaluating the effectiveness of
transformations affected both the external relatiorPnline marketing of e-business companies basedegn k
between companies and their partners or customeveell  KP! indicators of global companies by industry hegn
as the internal structurecompanies. Not only nemsof formed. which made it possible to determine the tmos
doing business (trading platforms. auctions. ededtr rational and effective tools. as well as profitadlbusiness

markets. e-commerce and others). but the existitgdustries. Based on the sorted methodologicalcsmpres.
Strategies for Conducting and Organizing activithesre the author assessed the effectiveness and cordittere

changed radically. dynamics of sales of electronic business usingrriete
The main results of the study made it possible t@arketing tools for the period from 01.01.2017 to
achieve the set goal. which concerned evaluatirg tQ1.01.2022. .
effectiveness of Internet marketing in e-businSsgntific The presented allowed us to formulate the main
approaches and theories of development of key tspéc hypotheses and confirm them in terms of the faat th
the development of e-business in the world areidered.  order to ensure the effectiveness of Internet ntiggen
This made it possib|e to focus on the intensityth[ﬁ electronic business. it is necessary to use Innevat
development and implementation of information an#nethods and Internet technologies to achieve gitate
telecommunication technologies in all spheres ohdi  goals.
life. and also made it possible to argue for thek laf a The results of the study. in contrast to existing
unified approach and methodology for evaluating th@Pproaches. made it possible to substantiate ted tue
effectiveness of Internet marketing. which led te t apply in practice the formed methodology for therfation
relevance and need for a detailed Study_ Basedhen pf KPI indicators and their further control to eresuhe
presented. the author carried out a deep analsissting ~ €ffectiveness of Internet marketing.
scientific approaches and theoretical aspects ® th
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