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The main purpose of the article is substantiating the expediency of use of crowdmarketing and developing a mechanism for its use to enhance the export activity
of enterprise. The marketing aspects of enterprise promotion in the global market are studied. The essence and main tasks of crowdmarketing are defined, its
advantages and disadvantages are analyzed and generalized. The application of crowdmarketing has a number of limitations related to its specificity, which led
to the development of a mechanism for the implementation of crowdmarketing for its efficient use by exporting enterprises. For realization of tasks of crowdmar-
keting, the article systematizes various systems and services, allowing to form network communities, where enterprises have possibility of communication with
the target audience. The main services of crowdmarketing include: thematic forums, feedback sites, question-answer sites, social networks, trading platforms,
blogs and articles in the media. The conclusions on expediency of use of crowdmarketing by enterprises-exporters at entering foreign markets are generalized.
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Y/IK 339.13
MaszopeHko O. B. KpaydmapkemuHa K iHCmpymeHm npocy8aHHA
nionpuemcmea-excnopmepa Ha 3aKOPOOHHUX PUHKAX

OcHosHoK Memoto cmammi € 06rpyHMyeaHHsA A0YiNbHOCMI BUKOPUCMAHHA
KpayomapkemuHey ma po3pobka mexaHismy (i020 8UKOPUCMAHHA 0AA K-
musi3ayii excnopmHoi disnbHocmi nidnpuemcmea. JocaioxeHo mapkemuH-
208i aCreKmMu MpocysaHHA MOMPUEMCMBA HA 2n06aALHOMY PUHKY. Bu3Ha-
YeHo CymHicmb Ma 0CHOBHI 30800HHA KpayOMapKemuHey, npoaHani308aHo
{i y3aeanbHeHo lio2o nepesaeu ma Hedoniku. 3acmocy8aHHA KpayomapKe-
MUHey MaE HU3Ky 0BbMexceHb, M08’A3aHuX 3 (1020 creyugikoro, Wo 3ymosuso
po3pobKky mMexaHiamy peaniayii KpayomapkemuHey 01 (io2o ehekmusHo20
BUKOPUCMAHHA Midnpuemcmeamu-exkcrnopmepamu. [na peanisayii 3a80aHb
KpayomapKemuHey cucmemamu308aHO Pi3HOMAHIMHI cucmemu ma cepeicu,
AKi 00380/1At0Mb (hOPMyBaMU Mepexesi crinbHomu i Oe nidnpuemMcmea ma-
oMb MOXCIUBICMb KOMYHIKAUIT 3 Uinbosoko ayoumopiero. Jo 0CHOBHUX cep-
gicig KpayomMapKemuHay Hanexams: memamuyHi oopymu, calimu 8idzykis,
calimu numaHHa-8idMoeidb, coyianbHi mepedi, mopaosenbHi MalioaHYUKU
ma 6ao2u i cmammi y 3MI. Y3aeansHeHo 8UCHOBKU Wodo 0oyinbHOCMI 8u-
KOPUCMAHHA KpayomMapkemuHey mionpuemcmeamu-eKcrnopmepamu npu eu-
X00i Ha 3aKOPOOHHI PUHKU.
Kntouosi caoea: kpayod-mexHonoeii, kpayomapkemuHe, excnopm, nionpuem-
CM8o, MapKemuH208a cmpamezis, 3aKOPOOHHI PUHKU.
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he processes of European integration taking place

in Ukraine contribute to undertaking export ac-

tivities by domestic enterprises. New business
opportunities are opening up due to export. Foreign mar-
kets represent new sales possibilities. Modern conditions
of the international business development ease the entry
of not only large but also small and medium-sized en-
terprises into the world market. However, when entering
foreign market, enterprises face a number of problems:
legislative, financial, organizational, logistical, quality,
marketing, cultural, etc.
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MasopeHko O. B. KpayomapkemuHa Kak UHCmpymeHm npoosuieHus
npednpuasMuUs-3Kcnopmepa Ha 3apybextHbIX PoIHKAX

OcHogHoll yenblo cmamou Aenaemca 060CHO8aHUE uenecoobpasHocmu
UCMONb308AHUS KpayOMapkemuHea U paspabomka MeXaHusma ezo Uc-
N10163080HUS 044 GKMUBU3AYUU 3KCopmHol OesmensHocmu npednpu-
AMUS. M3y4eHsl MapKemuH208ble acrekmbl npodsudeHus npednpuamus
Ha enobanbHoM puiHKe. OnpedeneHa CywHoCMb U OCHOBHbIE 300a4U Kpa-
yOMapKemuHea, NPOaHANU3UPOBaHs! U 0606WeHbl e20 Mpeumyuwiecmed u
Hedocmamku. lpumeHeHue KpayOmapkemuHea umeem pad o2paHuyeHud,
C8A3GHHbIX C €20 cneyudukol, Ymo 06yc08un0 Paspabomky MexaHusma
peanusayuu KpayomapkemuHea 00 e20 3GGeKmusHo20 UCMOAb308aHUS
npednpusmuamu-3kciopmepamu. as peanusayuu 300a4 Kpayomapke-
MUHea CUCMEMAMU3UPOBAHbI PA3AUYHbIE CUCMEMbI U CEpBUCH], Komopble
10380/1810M (POPMUPOBAMb Cemesble coobujecmea U 20e mpednpuamus
Umerom 803MOXHOCMb KOMMYHUKaYuu ¢ yenesol aydumopueli. K ocHoe-
HbIM CepauCaM KpayOMapKemuHea OMHOCAMCA: memamuyeckue Gopymbl,
calimel 0m3bl808, calimel 80MPOC-0MEEM, COYUAsTbHbIE CEMU, MOop2a08ble
naowadku, 6oau u cmamou 8 CMU. 0606ujeHbl 86180061 0 Yeneco0bpasHo-
CMU UCnob308aHUA KPayoMapKemuHaa npednpusmusMu-3Kcnopmepamu
Mpu 8bIX00e Ha 3apy6exHtHbIe PbIHKU.
Knioveabie cnoea: kpayd-mexHonoauu, kpayomapKkemuHe, 3kcnopm, npeo-
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The undoubted benefits of an enterprise’s entry
into foreign markets bring to the fore the task of solv-
ing the problem of developing an international market-
ing policy and organizing the promotion of the enterprise
and its products.

Today, marketing systems are focused on under-
standing the process of forming consumer decisions. At
the same time, the rapid development and use of digital
technologies, in particular the Internet, makes it possible
to increase effectiveness of strategies aimed at promotion
of an enterprise as well as of all its marketing efforts. And
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this is especially relevant for exporting enterprises that
are planning to enter or are already operating in foreign
markets.

The active use of the Internet for searching and
exchanging information has led to the emergence of the
technique of crowd marketing, which is identified as a
guerrilla marketing technique [5]. The use of crowd tech-
niques in modern business is highlighted in the work
of V. Kim, S. Pikunets, K. Poltorak, Zh. Tarakanova,
V. Fedorychak, and others [1; 5; 6; 9; 10]. The study of the
aforementioned authors mainly deals with the essence
and typology of crowd techniques, advantages and disad-
vantages of using crowd marketing. But the variability of
the use of crowd techniques for enhancing export activi-
ties of an enterprise has not been sufficiently studied yet.

The aim of the article is to substantiate the expedi-
ency of applying crowd marketing and develop a mecha-
nism for using it to enhance the export activities of an
enterprise.

In work [3], the crowd technique is defined as in-
teraction of an enterprise with a wide range of people by
means of Internet technologies in order to use resources
of the general public to solve specific problems of the
enterprise. At the same time, there are various types of
crowd techniques, which include crowdsourcing, crowd-
funding, crowdinvesting, crowdworking, crowdrecruit-
ing, crowd marketing, etc.

As part of this study, we consider the technique of
crowd marketing and the expediency of its use by export-
ing enterprises.

According to K. Poltorak [6], crowd marketing is
a process of marketing management based on the laws
of crowd functioning, aimed at using the effect of crowd
interaction to achieve a company’s marketing goals using
the principle of optimal control. In turn, Zh. Tarakanova
[8] defines crowd marketing as interaction with the tar-

Objectives

Other
Increasing brand recognition
Increasing brand recognition

Building dynamic links

Promoting the site to the first
position in the search engine

Diluting the link profile

Increasing sales volume

get audience on third-party resources by posting recom-
mendatory comments on forums, review sites, social net-
works, and other places where people communicate. And
S. Pikunets [5] argues that crowd marketing is a method
of stimulating sales of goods to the target Internet audi-
ence based on recommendations.

sidering the objectives of using crowd marketing in

business. The results of the survey are presented in
Fig. 1. The answers demonstrate that the most important
objectives are the positioning of an enterprise in the In-
ternet environment, i.e., the promotion of the enterprise
website (diluting the link profile, link building, promot-
ing the site to the first positions in search engines). The
objectives of increasing sales, managing reputation, and
increasing awareness, which together affects the expan-
sion of the target audience of an enterprise, are no less
significant.

Summarizing the above, one can identify the main
objectives of crowd marketing, namely:

+ increasing brand recognition and shaping the
desired image of an enterprise, managing its
reputation;

+ expanding the target audience;

+ drawing attention of the audience to a particular
product / service;

+ motivating potential customers to make a
purchase;

+ improving the position of the website in search
engines (Google, Yandex, etc.);

+ increasing sales of an enterprise.

Thus, it is possible to expand the target audience
with the help of the crowd marketing technique, i. e., to
find new partners and customers, build loyal relation-
ships with them by managing feedback and recommen-

In work [9], an expert survey was conducted con-

0 10 20

30 40 50 60 70 80 90 %

Fig. 1. Objectives of crowd marketing

Source: composed by [9].
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dations. The main feature is that if the company wants to
enter foreign markets, crowd marketing techniques can
help in finding customers, as well as spreading positive
information about the company and its products.

In work [6], the authors distinguish two sides of us-
ing crowd techniques in marketing activities: first, crowd
marketing is used to control the crowd, i.e., consumers,
for commercial purposes; and second, crowdsourcing is
used to attract any resources of the crowd to solve prob-
lems of an enterprise (participating in the development
of products / services, gathering marketing information,
designing the logo, etc.).

The analysis of works [2; 4; 7; 10] made it possible
to summarize the advantages and disadvantages of crowd
marketing (7bl. I).

K. Poltorak [1; 5; 7], there developed a mechanism for
using the technique of crowd marketing (Fig. 2), to which
exporting enterprises should adhere when entering the
foreign market.

The mechanism for using the crowd marketing
technique in the implementation of export activities in
a foreign market consists of four blocks that generally
form the process of managing marketing activities of an
enterprise by means of crowd marketing. The proposed
mechanism describes the sequence of management ac-
tions aimed at the implementation of the concept of in-
ternational marketing.

Before implementing the proposed mechanism, an
enterprise needs to select target international markets,
analyze and rank them, which will allow choosing a par-

Table 1

Advantages and disadvantages of crowd marketing

Advantages

Disadvantages

The technique contributes to image improvement and brand
promotion

The technique cannot be used if the enterprise is not repre-
sented in the Internet environment

The work is carried out with the target audience that is inter-
ested in the enterprise’s products

The possibility to interact only with the part of the target au-
dience that is presented on the Internet

It is geographically unbounded

It is time consuming

The possibility to independently select high-quality thematic
resources to place information, thus avoiding untargeted
traffic

Regular financial investments are needed, since the result
does not appear immediately; work on improving the reputa-
tion must be carried out continuously

The possibility to improve the external link profile and search
engine ranking

The opposite effect on reputation is possible (can damage it)

The interested customers go to the website page using the
link, which results in sales growth

The need for continuous use of tools for managing reputation

The possibility to improve indicators of user behavior on the
website

The need for staffing and technical support

The possibility reduce promotion costs

Using community-generated information as marketing support

The effect of crowd marketing is not immediately noticeable

Long lasting effect

Thus, among the main advantages of using crowd
marketing by an exporting enterprise, it is necessary to
note geographic unboundedness, work with the target
audience, reputation management. And the key short-
comings include the mandatory creation and support of
the website of the enterprise; financial, personnel, and
technical constraints.

Integration of an enterprise into the Internet envi-
ronment is the main condition for using crowd market-
ing. If the enterprise is already actively using the Internet,
it speeds up and facilitates the use of the crowd market-
ing technique [7].

As we see, the use of crowd marketing has a num-
ber of constraints associated with its specificity, there-
fore, it is necessary to clearly describe the process of ap-
plying crowd marketing for its effective use by exporting
enterprises. Based on the work of V. Kym, S. Pikunets,
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ticular export market. Further, the implementation of the
crowd marketing mechanism can be started.

When deciding on entering foreign markets, the
first step is to analyze the internal and external environ-
ment of the exporting enterprise.

It is very important to assess a potential market,
the level of competition in it, as well as to determine the
competitive advantages of the enterprise and its prod-
ucts, which will allow assessing the possibilities of ex-
porting the company’s products to the market selected.

Choosing an international marketing strategy is
carried out with consideration for: specifics of the prod-
uct offer of the enterprise, level of costs, level of custom-
er service, innovation activity, level of ambitions of the
enterprise in the international market. Development of
a crowd marketing strategy includes defining goals and
objectives of the enterprise in a foreign market; identi-

BIBHECIHOOPM N2 102018

www.business-inform.net




1. Case study
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2. Development of a marketing strategy

Definition of an international marketing strategy:

* analysis of the target audience;

* development of a product marketing strategy;

* selection of techniques and tools for implementing
the strategy

 definition of goals and objectives of marketing activities;

Development
of a crowd marketing
strategy

Y

3. Organization

Localization of marketing materials of the enterprise (translation of materials from the
website, registration of a local e-mail, creation of separate accounts)

Organization of marketing activities of the
enterprise with online communities

Marketing program for working with online
communities: community formation, content
generation, interaction with active agents

1
1
|
1
1
|
1
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1
|
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4. Control and evaluation

1 I
I |
I 1
| I
I |
: Control over the implementation Collection and analysis of indicators :
| of measures of crowd marketing of crowd marketing |
I 1
| y I
I . - |
| Recommendations for the correction Evaluation of the efficiency |
<— .
: of further work of crowd marketing :
I 1

Fig. 2. Mechanism for using crowd marketing by an exporting enterprise

fying and studying the target audience, since the key to
success in implementing the concept of crowd marketing
is an understanding of consumers and their environment
on the Internet; substantiating the hierarchy of the en-
terprise’s marketing strategies, starting from the general
export strategy of the enterprise and the brand position-
ing strategy, which are the basis for the crowd marketing
strategy; selecting techniques for the implementation of
crowd marketing strategy, which includes choosing tools
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for working with network communities as well as tools
for interacting with consumers [7].

he implementation of a crowd marketing strategy
begins with the localization of the enterprise’s
marketing materials, namely, translation of the

site content, registration of individual accounts in social
networks, creation of e-mail. Further, it is necessary to
decide on the thematic sites on which content is planned

439

MEHEDKMEHT | MAPKETUHT

EKOHOMIKA



MEHEDKMEHT | MAPKETUHT

EKOHOMIKA

to be promoted, to register on these sites, and start im-
plementing the marketing program.

An integral part of the mechanism is control and
evaluation of using crowd marketing techniques to de-
velop a further strategy.

The main object of influence in implementing a
crowd marketing strategy is online communities, which
are formed not only in social networks but also on other
Internet services, where users interact [7]. Today, to im-
plement objectives of crowd marketing, there used a va-
riety of systems and services, where online communities
are formed, and where enterprises have the opportunity
to communicate with the target audience. As a result of
the analysis of works [2, 5, 7], the services for the imple-
mentation of the crowd marketing technique are system-
atized (Thl. 2).

Thus, we can present the most popular systems and
services of crowd marketing with their basic functions,
namely [5]:

1. Google — searching for questions and product
reviews on websites and forums.

2. Google Alerts and Talkwalker — sending notifica-
tions on new reviews and questions.

3. Disqus — tracking product comments on blogs.

4. Kpibpym (Kribrum) — monitoring social net-
works and forums.

5. Tagboard, LiveTweet, Tweetdeck — monitoring
the social network Twitter.

6. Facebook, Google Plus, VK (Bxonrakre), Twit-
ter — providing the possibility for communication with
potential consumers.

7. Google Analytics — analyzing transitions to the
site with goods as well as consumer behavior on an en-
terprise’s website.

All of the above systems and services are platforms
for communication in the process of implementing the
strategy of crowd marketing, since netizens express their
thoughts, answer questions about products and advise
them to other consumers. Working with these platforms
creates an appropriate perception of goods by other con-
sumers who are looking for information online.

Summing up the above, it should be noted that
crowd marketing is quite a budget way of promotion,
thus, it can be used by small and medium-sized enter-
prises when entering foreign markets. At the same time,
crowd marketing is most suitable for the western coun-
tries, since they have a more developed culture of ex-
changing links on forums and subject areas.

Table 2

Services for the implementation of crowd marketing

Platform

Description

Services (examples)

Thematic forums

Forums provide an opportunity to offer the tar-
get niche audience the right products

For example,
https://www.ioclothes.com/forums -
the loSlothes forum contains answers to
questions related to textiles, clothing,
and footwear

Such sites are not only a good way to increase

www.tripadvisor.com

Feedback sites brand recognition, but also a great opportunity | www.yellowpages.com
to improve the reputation Google Places
A si ion and answer si r .
Q&A ssites (or guestlo d answer sites) are reddit.com
very popular in the western market. People ask
; ) . . | quora.com
. questions and develop heated discussions. This
Q&A sites . . A S : Yelp.com
makes it possible for enterprises to join the dis-
Askmefast.com

cussion, drawing attention of the target audi-
ence to their business

Girlsaskguys.com

Expert comments under the articles of opinion
leaders, publishers and bloggers help draw

attention to an enterprise. To do this, it is neces- | disqus.com
Blogs and articles in the media | sary to build a relationship with the authorand | fb.com
then put a link to the enterprise’s website. The wordpress.com
process of working with comments is no differ-
ent from working with forums
. . fb.com
. The promotion of a product, service, company
Social networks . . vk.com
or brand through the use of social media :
twitter.com
Electronic trading platforms are sites in the B2B | http://www.poland-export.com
. category, in which agreements between sellers | http://www.export.by
Trading platforms .
gp and buyers are concluded and financial and http://www.chemnet.com/

trading transactions are carried out.

http://www.asiannet.com/

440

BIBHECIHOOPM N2 102018

www.business-inform.net




herefore, crowd marketing, a modern competitive
technique to promote an enterprise and its prod-
ucts/services, is less expensive than traditional
marketing tools, which makes it expedient for enterprises
to use it when entering foreign markets in order to find
partners and customers and reputation management. H
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