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Annotation. Purpose. The purpose of the article is to study social media marketing as a tool
promotion of products of small and medium enterprises, studying the essence of the concept of “social
media marketing”, using marketing in social networks as part of the marketing strategy of small and
medium-sized businesses. Methodology of research. Article based on the analysis of scientific
achievements and research of theorists and practitioners of Internet marketing. The objectives of
the article implemented by using the general and specific research methods: analysis and synthesis,
systematization and generalization, dialectical approach. Findings. The article analyzes and
summarizes the experience Internet marketing in small and medium enterprises. The terminology,
methods and means of Internet marketing are defined. A study of modern tools of Internet marketing
in the development of e-commerce on enterprises. The use of Internet marketing in small and medium
enterprises in the world is considered. Practical value. Based on the research, conclusions and
recommendations for the use of marketing tools in social networks have been developed, which will
have a significant impact on the development and promotion of small and medium-sized businesses.

Keywords: social marketing, Internet-scope, social networks, web-site, content traffic, Internet
marketing, social media marketing.

Problem solving in general and connection
with the most important scientific or practical
tasks. The Internet gradually becomes one of the
mainmeans of communication and communication
between people in business and in everyday life.
And the intensity of this phenomenon is constantly
growing. The norm has been the existence of a
corporate site for enterprises. The role of the
Internet is also becoming significant as one of the
new marketing channels events and advertising.

This area of research is relatively new and
in addition it is a field of economics that is
very dynamically developing. Therefore, need
consideration problems of implementation of
various methods and tools Internet marketing

in today's development domestic market of
e-commerce systems. Thus, this problem is
relevant.

Analysis of recent research and publications.
Theoretical foundations of the nature of the
marketing approaches to providing small and
medium businesses devoted considerable segment
of modern literature, particularly such works as
authors F. D. Davis [3], R. Derham [4], P. Cragg,
S. Morrish, N. Karpenko, M. Ivannikova [11],
I. M. Klopping, E. McKinney [12], H. Nobre,
D. Silva [13].

Among the numerous studies, within which
attempts were made to determine the priority
areas of development of factors this topic has not
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received a systematic explanation in the works of
scientists. All this necessitates the systematization
of knowledge and practical methods of operating
companies in the Internet.

Formation of the purposes of the article
(statement of the task). The purpose of the article
is to analyze and generalize existing approaches to
the definition of terminology, methods and Internet
marketing tools and exploring the application of
these latest tools in marketing activities of small
and medium enterprises.

Presentation of the main research material
with the full justification of the scientific results
obtained. Social media marketing is a form of
online marketing that provides a platform for
the organization in creating and sharing content
on social media networks to achieve marketing
and branding goals [4]. Also, the use of social
media marketing provides a platform where an
organization can build a brand and advert various
kind of products or services at a cheaper and easy
medium online. Social media marketing can use
be in WhatsApp Facebook, Instagram, Twitter,
Pinterest, Linkedin, Whatsapp and Snapchat
for advertisement. The use of social media
marketing reflects the paradigm shift within
the advertising and marketing communications
industry: from one-way, “cluttered” mass media
to interactive, narrowly targeted approaches and
towards synergistic integration of all organization
communications [13].

Usually, the majority of the social media
platform comes with existing data analysis tools
which organization can employ in assessing the
number of customers viewing the products or
brand online. The data analytics tools could help
the organization determining the success and
patronage of the products or services

Also, many customers find it easy and
convenient to use social media to request a
product or search for products or services than
through another medium. Also, with the use of
the Global System for Communication (GSM)
most customers now expect the organization
to handle their requests through social media.
Consequently, a considerable investment in social
media marketing would go a long way in building
meaningful relationships between establishment
and r customers.

Besides, the use of social media marketing
allows for immediate interaction and customer
feedback. The organization canalsorespondto their

customers’ real-time and online. The use of social
media strategy for customer feedback is therefore
important for positioning an organization in
competitive edge among its counterpart, especially
for small scale entrepreneur. Unarguably, social
media marketing should provide a significant
opportunity for Small and Medium Enterprises
(SMEs) to promote and advance their businesses.
However, the social media marketing medium
appears to be especially advantageous for small
and medium-sized enterprises (SMEs) due to its
moderate costs, and the flexibility with which
smaller organizations can adopt social networks
for both marketing and new product development.

The globalization of the world economy is the
paramount challenge facing business organization
all over the world, especially, small and medium
enterprises. The biggest organization has
several platforms in which customers, business,
institutions and everyone across the globe can
easily transact and communicate with them with
the use of personal digital assistance while some
of the SME is in the process of developing an
application to market their product and services.

Therefore, adequate attention is required to
crab available opportunities existing in both
internal and external environments to obtain
competitive advantage to improve operation
and positioning themselves, studies have shown
that information communication technology
advancement has organization achieving its set
goals and objectives [14]. Modern world life has
changed tremendously with the advent of the
internet and the introduction of the computer. Also,
the Internet and globalization have provided new
information technology advantage for companies
to be successful in this millennium and thereafter
[1]. With a turbulent business environment
economy and uncertainty, there is a need to use
information technology application for marketing
business products and services. The extent to
which organization would require information on
customer patronage places an important influence
on their decision making.

Information technology occupies a vital
place in the marketing and management of the
process. Well-defined and independent tasks
require suitable and adaptable information
technology despite their complexity [10]. The
Task-Technology Fit (TTF) theory explains the
need for adaptability [8]. The TTF argues that as
long as the task to be performed is supported by
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the functionality of the system users will adopt
and utilize a particular system irrespective of
the user's attitude, Usoro et al [15] assert that
system adoption and usage is determined by the

Task
Technology Fit

attitude of the user toward the system, as system
functionality minus positive attitude may result
in system misusage TTF model is represented
diagrammatically below.

Tools
Functionality
Individual
performance

Figure 1. Typical task technology fit (TTF) model [8]

The technology acceptance theory (TAT) or
technology acceptance model (TAM) analyses
the fact for utilization [2, 3, 6]. Actual usage and
performance is influenced by users' perceived
ease to use and perceived ease of usefulness.
TAM suggests that the principal factor that will
enhance the adoption and utilization of a system

Perceived
Usefulness

Behaviour
Intention to use

Perceived Ease
of Use

is the attitude of an individual in using a particular
system, Dellaert, and Ruyter [5], and Klopping
& McKinne [12] asserted that necessity may
lead a person to use a technology if it improves
performance even when the user does not possess
a positive attitude towards the IT system. TAM is
presented diagrammatically below.

Actual System
Use

Figure 2. Technology Acceptance model (TAM) [16]

The ideology behind TAM is that as long as there
is a perceived fit between task and functionality of
IT system attitude is not important whereas for
effective utilization attitude is very important in
TAM. In as much as attitude and perception of the
fit between task and technology are important there
is the need to combine the two models to achieve
more and stronger effectiveness. This merger will
overcome the limitations in individual model.

The study examined the role of social media
marketing on SME. The concurrent mixed research

design would be employed for the study which
involves an integration of a collection of both
quantitative and qualitative data. The qualitative
data will be collected through interviews while
quantitative data would be collected through
questionnaire. The adoption of a mixed-method
will facilitate the triangulation of the results
generated from the qualitative and quantitative
data. Triangulation allows a researcher to have a
broader and more reliable understanding of the
issues. According to Creswell and Clark, mixing
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these two paradigms will give more insight and
understanding of the research questions than
using either of them independently.

Conclusions from the mentioned problems
and prospects of further research in the given
direction. Implementing effective SMM is an
important factor in success promotion of a brand,
product or company in the market, which aims
to attract everything more supporters, expanding
the target audience, developing, improving and
protecting the company’s reputation through
the formation of consumer loyalty to brand.
Theoretical aspects of effective implementation
of such marketing are given activities will allow
progressive companies to successfully promote
their goods in domestic and foreign markets due
to competent use social media resources, such
as information about consumer preferences,
recommendations and preferences of competitors
and partners during development, production and
sale of a new product or brand.
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M. M. leaHHiko8a, kaHOUGam eKOHOMIYHUX Hayk, doueHm; Bbodam CimoH BoeHem (Buwul Ha-
g4arnbHUl 3aknad Ykooncninku «llonmascbkuli yHigepcumem eKOHOMIKU i mopeaieri»). Ponb mapke-
muHeay e couyianbHUX Mepexax y npocyeaHHi nidnpuemcme Masio2o ma cepedHb020 6i3Hecy.

AHomauisi. Mema cmammi nonsizae 8 AocridxXeHHi coujaribHO20 mediamMmapKemuHay SIK iHcmpy-
MeHmy rpocysaHHs1 npolyKuii midnpuemMcme Mano2o ma cepedHb020 bi3Hecy, 8UBYEHHI cymHocmi
MoHSIMmMS «couianbHull MediamapKkemuHa», 8UKOPUCMAaHHI MapKemuHay 8 coujanbHUX Mepexax siK
cKnadoeoi MapkemuHaoeol cmpameeii nidnpuemcmes mMano2o0 ma cepedHboeo bizHecy. Memoduka
docnidxeHHss. Cmammsi rpyHmyembCsl Ha aHani3i Haykogux 0opobok ma OocCridxeHb meopemukis
i Mpakmukie iHmepHem-mapkemuHzay. BupiweHHs1 nocmaeneHux y cmammi 3agdaHb 30iliCHEHO 3a
00rMoMo20t0 maKux 3a2arlbHOHayKoeuUX i crieyianbHUX Mmemodie O0CNiOXeHHS: aHaidy ma cuHmeasy,
cucmemamu3sauil ma y3aeanbHeHHs, Oiarnekmu4Ho20 nioxody. Pesynbmamu. Y cmammi npoaHarni-
308aHO U y3azanbHeHO 00C8i0 iHmepHem-mMapKkemuHay Ha nidnpuemMcmeax mMano2o ma cepeOHb0o20
bi3Hecy. BusHa4yeHO mepmiHonoezito, MemoOu ma 3acobu MapkemuHay 8 coujarnbHux mepexax. po-
8e0eHO O0CIiOXEeHHSI CydacHUX IHCMpYyMeHmI8 iHmepHem-MapKkemuHay 8 po38UMKY €feKmMpPOHHOI
Komepuii Ha nidrnpuemcmeax. Po3arisiHymo 8UKOpUCMaHHS iHCmpyMeHmie MapKkemuHay 8 coyjiaribHUX
Mepexxax Ha nidnpuemcmeax mMasio2o ma cepedHboz20 bi3Hecy y ceimi. lMpakmuYyHa 3Havyywjicme
pe3ynbmamie docnidxeHHs. Ha ocHosi nposedeHux AocridxeHb po3pobrieHO 8UCHOBKU ma PeKo-
MeHOauiil wWodo sUKOpUCMAaHHST IHCMPYMeHMI8 MapKemuHay 8 couiarlbHUX Mepexax, SIKi Cymmeso
8r1usaromb Ha po38UMOK i NPocy8aHHs MidnpuemMcms Masao2o ma cepedHb020 bi3Hecy.

Knrodoei cnoea: couianbHi media, iHmepHem-npocmip, eeb-calim, KoHmeHm, mpadgik, couiarnbHi
Mepexi, iHmepHem-mapKkemuHa, couianbHUl MmediamapKemuHe.

M. H. MeaHHuUKoea, kaHOudam 3KOHOMUYECKUX HayK, doueHm,; bBodam CumoH Bo2Hem (Bbiclee
y4yebHoe 3asedeHue Ykooricotosa «llonmasckull yHugepcumem 3KOHOMUKU U mopeoeriu»). Posib
MapkemuHaa e coyuasibHbIX cemsix 8 nNpodeu)XxeHuu npeonpussmull Maso20 U cpedHe2o 6u3-
Heca.

AHHOmMauus. Uenb cmambu 3aknodaemcsi 8 uccriedosaHuUU couyuarbHo20 mMeduaMapkemuHaa
KaK uHcmpymeHma rpoosuxxeHusi npodyKyuu npednpusmull Manoao u cpedHeao busHeca, usydeHuu
CywHocmu MoHsIMusi «coyuarbHbIl MeduamapKkemuHay, UCMOoIb308aHUU MapKemuHaa 8 couualib-
HbIX cemsix Kak cocmaernsouwel MapkemuHaoeol cmpameauu npednpusmuli Maso2o u cpedHeao
busHeca. Memoduka uccnedoeaHusi. Cmambsi OCHO8bIBAEMCSI Ha aHalu3e Hay4YHbIX pa3pabomok
U uccredogaHuli MmeopemuKkos8 U rpakmukoe UHmepHem-mapkemuHaa. PeweHue nocmaeneHHbIX
8 cmamee 3aday OCyUWecmerieHO C MOMOWbI0 makux obuleHayyYHbIX U crieyuasibHbIX Memodos uc-
cnedosaHusi: aHanu3a u cuHmesa, cucmemamusayuu u obobuweHusi, duanekmu4yeckoao rnooxooa.
Pe3ynbmambl. B cmambe rpoaHanu3uposaH U 060bwWeH onbim UHmMepHem-mapkemuHaa Ha rnpeo-
rnpussimusix Masoz2o u cpedHezo busHeca. OnpederneHbl mepMuUHoIoaus, Memodb! U cpedcmea MapKe-
muHea 8 coyuarsbHbix cemsix. [MpoeedeHo uccriedosaHUEe COBPEMEHHbLIX UHCMPYMEHMO8 UHMepPHem-
MapKkemuHeaa 8 pa3eumuu 371eKMPOHHOU KoOMMepuuu Ha npednpusimusix. PaccmMompeHo ucrornb30-
8aHUE UHCMPYMEHMOo8 MapKemuHaa 8 coyuarbHbIX Cemsix Ha npednpusmusix Masaoeo U cpedHe20
busHeca 8 mupe. lMpakmuyeckas 3Ha4UMOCMb pe3yJsibmamoe uccredoeaHusi. Ha ocHoee rpose-
OeHHbIXx uccriedosaHuli pa3pabomaHbl 8bI800b! U peKoMeHOayuu o UCrosib308aHUK UHCMPYMEHMOo8
MapKkemuHeaa 8 coyuaribHbIX Cemsix, Komopbie 6ydym umems 3Ha4umeribHoe 8rusiHUe Ha pasgumue
u npodsuxxeHue rpednpusmutl Masio2o U cpedHezo busHeca.

Knrodeenle cnoea: coyuasnbHble Medua, UHmepHem-rpocmpaHcmeo, seb-calim, KOHmMeHm, mpa-
UK, coyuarnbHble cemu, UHMepHem-MmapkemuHe, coyuasbHbil MeduamapKkemuHa.
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