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The article identifies the place of Internet marketing in the system of metallurgical products promotion. It has been estab-
lished that the promotion of goods and services on the Internet today is a very effective means of delivering advertising to the
target audience, and in some cases even more effective than the press (both electronic and traditional). It is emphasized that
the use of the Internet marketing principles contributes to a significant reduction in transaction costs, which are aimed at estab-
lishing and maintaining relationships between the company, its customers and suppliers. It is determined that the use of Internet
marketing helps to obtain detailed information on the requests of each individual customer and stimulates the implementation
of products and services that meet individual requirements. The key factors of the metallurgical industry informatization, which
influence the intensity of Internet marketing tools introduction in the policy of metallurgical enterprises” products promotion are
systematized. The algorithm of a typical electronic trading platform in the metallurgical sector is presented, which allows to
combine on one resource information-analytical data on the situation on the world and domestic metal market, information on
metal producers and traders, library of standards and certificates, product catalogs of different companies, etc. It is established
that the use of electronic trading platform can significantly reduce the term of the transaction compared to traditional trading
methods, ensure timely delivery and payment, the possibility of maximum choice among alternatives and simplify the proce-
dure for ordering products. The importance of directing the vector of the metallurgical enterprise’s promotion policy not to the
«average» buyer, but to the specific needs of a certain customer, which will positively affect both the quality of cooperation and
the level of income of the enterprise is defined. The importance of using Internet marketing in the formation of a positive brand
of a metallurgical enterprise in today’s highly competitive environment is emphasized. The tools of Internet marketing in the
metallurgical market and the main tasks solved by their use are generalized.
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Formulation of the problem in general. In modern con-
ditions, Ukrainian metallurgical enterprises face the problem of
increasing market competition and the need to find new tools
to promote their products. This task is especially relevant in the
context of European integration and strengthening cooperation
with developed countries, which involves a significant reduc-
tion of customs barriers and, as a consequence, the complica-
tion of competitive conditions for domestic producers. Modern
scientific literature offers a wide range of information on the
study of various aspects of marketing while improving the effi-
ciency of product promotion. However, on the market of met-
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allurgical products there is a clear shortage of research in the
field of marketing in the activities of metallurgical companies.
This is partly due to the high monopolization of the market. At
the same time, the processes of globalization and informati-
zation of society make adjustments to established socio-eco-
nomic systems and force metallurgical enterprises to find opti-
mal ways to implement Internet marketing within their activities.

Analysis of recent research and publications. Consid-
eration of the most relevant publications on the researched
issues allowed us to come to the conclusion about the general
nature of the approaches to the study of the Internet market-
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ing implementation in the process of promoting the products
of an industrial enterprise. O. Ptashchenko [6] investigates
Internet marketing in the sales management system of the
enterprise without specifying the type of enterprise activity. The
works of |. Boychuk [3], A. Nesterenko [5], M. Solodara [8] are
devoted to the study of features and prospects of using the
Internet in the marketing activities of the enterprise, as well as
the development of effective management practices that can
be used by Internet marketers in various sectors of economy.
O. Antonenko, Z. Kozar [1], V. Antoshchenkova, O. Bogdano-
vich [2], O. Arefieva, O. Polous [10] consider Internet marketing
as an element of the general system of innovation of enter-
prise management, while in analytical reviews of V. Fishchuk,
V. Matyushko, Ye. Chernyey, O. Yurchak, Ya. Lavryk, A. Amelin
[9] and M. Keenan [11] emphasizes the importance of further
improvement of e-commerce tools to increase the efficiency of
product promotion. The work of N. Dutova [4] and M. Sahay-
dak, N. Lavren’ov [7] can be called more narrow-minded, as
they concretize various essential aspects of the use of modern
information and communication technologies by metallurgical
enterprises in their marketing activities.

Forming the purpose of the article. The purpose of the
article is to study the features of the Internet marketing tools
introduction in the metallurgical enterprise’s activities of in
order to increase the efficiency of metallurgical products
promotion on the Ukrainian and foreign markets.

Research methods. The study used a number of general
scientific and applied methods: analysis (in determining the key
factors of the metallurgical industry informatization), synthesis
(when systematizing the tools of Internet marketing on the met-
allurgical market and the main tasks that are solved through
its use), graphic (for visual presentation of research results),
method of comparison (in the formation of a typical algorithm of
electronic trading platform in the metallurgical sector), content
analysis (when working with analytical reports), etc.

Results of the research. Due to the development of
information technologies, in particular, the global Internet,
a special place in the system of metallurgical products pro-
motion began to be given to Internet marketing. Due to the
fact that the global Internet began to develop actively only in
the 1990s, and Internet marketing as a scientific discipline
has a little more than twenty years, the theory of the issue
is in the process of formation. However, today we can say
with confidence that this area of marketing has become an
effective tool for promoting metallurgical products.

Like most Ukrainian enterprises and organizations, met-
allurgical companies are beginning to actively explore the
possibilities of the Internet to promote their products. At the
same time, judging by the growth of advertising budgets and
rising prices for advertising in this segment of the network,
the promotion of goods and services on the Internet is a
very effective means of delivering advertising to the target
audience, and in some cases more effective than the press.
However, at present it is impossible to say that all metallur-
gical companies have redirected their advertising budgets
to the network and have taken their on-line representations
seriously. In fact, compared to other areas of activity, the
Internet occupies a very small percentage of activities of
companies operating in the metal market, which suggests a

further increase in advertising prices and increasingly fierce
competition for first place in search engines.

The specifics of tools and areas of Internet marketing
differ depending on the market orientation of the metallur-
gical enterprise. Products produced by the industry can be
roughly divided into three categories: 1) exchange commo-
dity; 2) B2B commaodity; 3) retail.

According to some experts, it makes almost no sense to
advertise an exchange commodity group, because its price
is formed daily on the LME (London Metal Excange), and the
main buyer is an exchange speculator who does not care
about the manufacturer, he is only interested in exchange
prices for certain products [9]. At the same time, it is impos-
sible to completely agree with this point of view, as any stock
market has a high sensitivity to measures to improve the
company’s image, improve its market positioning, which has
a positive effect on prices and purchases of products.

To a lesser extent, sales take place within the most ver-
tically integrated companies with a technological chain (a
good example is the Ukrainian METINVEST). Balances are
sold under direct contracts, in which the main parameter is
price formation, which is often already a trade secret of part-
ners, but discounts and markups are also based on world
prices for LME.

In the field of sales of metal products on the B2B market
are less semi-finished products, and more — the products of
the second redistribution: fittings, pipes, fasteners, hardware,
etc. The main information that worries the business media
market is the actual output in tons. On the other hand, it is an
export-oriented niche in which producers are not worried about
domestic demand, because profits are generated abroad [2].

According to the category of retail sales, marketing at
Ukrainian metallurgical enterprises is practically absent even
in the field of sales of metal tools, although not only in devel-
oped but also in developing countries, this sub-sector is one
of the most branded. As a result of this policy of domestic
enterprises, the Ukrainian metallurgical sector has virtually
lost the retail that was «intercepted» by hardware and fasten-
ers from China, and if such a policy is used in the future, it is
possible losses in a significant segment of the B2B market.

In the above conditions, there is a need to increase attention
to modern marketing tools in the promotion of metal products.

The Internet differs significantly from traditional market-
ing in its quality characteristics. According to experts in the
field of Internet marketing, «one of the main properties of the
Internet environment is its hypermedia nature, characterized
by high efficiency in the presentation and assimilation of
information, which significantly increases marketing oppor-
tunities to strengthen the relationship between businesses
and consumersy [8].

On the other hand, the use of the Internet, according to
some experts, adds new features and advantages over market-
ing based on traditional technologies. Here are some of them:

—the transition of a key role from producers to consumers;

— globalization of activities and reduction of transaction
costs;

— personalization of interaction and transition to one-on-
one marketing;

— reduction of transformation costs.
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The Internet has helped shape a situation where a key
role in business processes shifts from producer to consumer.
The Internet is characterized by a situation in which the con-
sumer is active in finding a manufacturer of certain products,
rather than the manufacturer is trying to sell their product.
Information communication channels give the consumer the
opportunity to decide for themselves which products interest
him, request the necessary information and respond to it. In
this situation, gaining the attention of customers becomes
the greatest value, and establishing strong relationships
with customers — the main task of the company.

The Internet transforms the scale of financial and eco-
nomic activity of the enterprise. Companies that use the
methods and principles of Internet marketing are involved
in global economic relations. The Internet allows compa-
nies, even the smallest, to reach the world level of doing
business. The World Wide Web is a global means of com-
munication that has no territorial boundaries. The distance
between the seller and the buyer plays a role only in terms
of transport costs at the stage of delivery of goods.

In addition, the widespread use of the Internet mar-
keting principles contributes to a significant reduction in

transaction costs, ie the costs associated with establishing
and maintaining relationships between the company, its
customers and suppliers [11]. At the same time, the cost of
communications, compared to traditional means, becomes
minimal, and their functionality and efficiency increase sig-
nificantly.

Using the Internet and the basics of Internet marketing,
companies can obtain detailed information on the requests
of each individual customer and automatically provide prod-
ucts and services that meet individual requirements. Thus,
the Internet facilitates the transition from mass marketing to
one-on-one marketing. Reduction of transformation costs
can be achieved through the optimal choice of the struc-
ture of the product range, reducing the time for development
and implementation of new products, sound pricing policy,
reducing the number of intermediaries, marketing costs, etc.

The above factors, as well as a number of general eco-
nomic factors, lead to active informatization of metallurgical
enterprises. Their system is presented on Figure 1.

Information and trade Internet systems are especially
popular among metallurgical companies today. Such sys-

tems are focused on providing information-analytical and

The direction of the factor's action

[

Factor

\ 4 \ 4
Stimulating the demand for Destimulating the demand
IT for IT

General factors

- economic stability, growth of
domestic demand for industrial
products, the emergence of
opportunities for long-term
planning;

- IT becomes the "production
norm" (the usual use of IT);

- the tendency to
transnationalization of
production

- IT is becoming a homogenizing
factor, their importance as one of
the key competencies of the
enterprise is reduced;

- low innovative activity of
enterprises;

- the focus of most domestic
industries on secondary market
niches remains

Factors that are specific for
the industry

- changing conditions in the
foreign market, intensification of
competition force to optimize
production;

- active policy on mergers and
acquisitions, attempt of
metallurgical holdings to become
"national" players;

- one of the highest profitability
in the industry, which provides
opportunities for significant
investment in development

- changes in foreign markets,
increased competition leads to
lower profitability;

- low share of processing
industries that require complex
information systems;

- underestimated motivation to
implement IT, which is typical
for capital-intensive and
resource-intensive industries

Figure 1 — Key factors of the metallurgical industry informatization

Source: systematized by the authors
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trade support to metallurgical companies [5]. Visitors to the
system are provided with information and analytical data
on the situation on the world and domestic metals market,
information on metal producers and traders, a library of
standards and certificates, product catalogs of various com-
panies, etc. (Figure 2). In addition, such a system provides
an opportunity to conclude agreements between its partici-
pants. Trading within the system allows:

— significantly reduce the term of the transaction com-
pared to traditional trading methods;

— ensure timely delivery and payment, the possibility of
maximum choice among alternatives;

— simplify the procedure for placing orders for products.

One of the reasons why almost all «<metal» traffic is con-
centrated on a couple of dozen domestic and foreign met-
allurgical portals is the conciseness of the industry. After all,
almost all sites contain a standard set of information that is
almost no different except for prices. The maximum addi-
tional information content that corporate sites can afford is
the placement of state standards and bulletin boards. But
this information is «borrowed» by metallurgical portals too
[3]. This situation makes it increasingly difficult for the corpo-
rate site to get to the first pages of search engines, namely

search engines are the main source of traffic for the site,
forcing companies to increase advertising costs.
Metallurgical enterprises in the process of promoting their
products in the last few years have become active in the meth-
ods of Internet marketing [7]. The presence of a corporate
Internet site is a prerequisite for successful business devel-
opment in modern conditions of economic systems. The main
purpose of the corporate site is to provide visitors with informa-
tion about the company, products, contact information, etc., ie
about everything that a potential customer may need [1].
Metallurgical enterprises post product information, customer
support, corporate information, etc. on their websites. However,
it is not enough just to have an Internet site to promote met-
allurgical products. It is necessary that potential consumers of
metallurgical products choose this Internet site, instead of the
site of the companies of competitors [4]. To promote their Inter-
net sites, and in fact to promote their products, metallurgical
enterprises use such methods of Internet marketing as e-mail
marketing and aggressive marketing (Invasive Marketing).
Thus, we can conclude that in the development of infor-
mation technology the role of Internet marketing in the pro-
motion and sale of metallurgical products is growing. Inter-
net marketing has a number of advantages over traditional

Electronic trading platform
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payment -
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Figure 2 — Algorithm of a typical electronic trading platform operation in the metallurgical sector

Source: developed by the authors
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marketing. Internet marketing, first of all, gives the consumer
the opportunity to obtain comprehensive information about
the goods. For this purpose the enterprises of metallurgical
branch have recently started to actively resort to a method of
creation of the specialized Internet pages (sites) where the
potential consumer (customer) can not only get acquainted
with production of the enterprise, but also to read responses
of previous clients of the enterprise.

Internet marketing of metallurgical enterprises allows to
establish a productive dialogue between the manufacturer
and the customer. By using Internet marketing methods
there is a transition from mass marketing to one-on-one
marketing [6]. The company begins to focus not on the
«average» buyer, but on the specific needs of a particular
customer, which has a positive effect on both the quality of
cooperation and the level of income of the enterprise.

In addition to direct product promotion, Internet market-
ing can play a significant role in shaping a positive brand of
a metallurgical enterprise, which, ultimately, will also have a
positive impact on sales. The metallurgical market is currently
undergoing a process of capitalization, which entails merg-
ers and acquisitions of companies and, accordingly, the audit
assessment of enterprises. In this regard, for companies in
the metallurgical sector, in addition to standard functional
units of the system and units related to the peculiarities of
production, an important role is played by the brand of the
system — a kind of guarantor of its quality. Among the large-
scale popular solutions in this area are Oracle E-Business
Suite and SAP, among the medium — Microsoft Dynamics AX.

A systematic view of Internet marketing tools is shown
on Figure 3.

Thus, we can say that Internet marketing in the process
of promoting metallurgical products has the following com-
petitive advantages:

— provides the consumer with comprehensive information
on the products produced by the metallurgical enterprise;

— establishes a productive dialogue between the pro-
ducer and the customer of metallurgical products;

— transition from mass marketing to one-on-one marketing;

— orientation of the metallurgical enterprise on individual
needs of the customer;

—reduction of transformation costs;

—reduction of transaction costs;

— increases the effectiveness of the advertising cam-
paign by increasing the share of the target audience;

— reduction of the advertising budget.

Conclusions. The Internet transforms the scale of finan-
cial and economic activity of the enterprise. Businesses that
use Internet marketing methods and principles are involved
in global economic relations and, accordingly, have more
competitive advantages over businesses that do not use the
Internet. The Internet allows companies, even the smallest,
to reach the world level of doing business. The World Wide
Web is a global means of communication that has no terri-
torial boundaries, moreover, the use of Internet marketing
principles contributes to a significant reduction in transaction
costs. Today, metallurgical enterprises are actively turning to
the use of the Internet as a tool to promote and present their
company, more often it happens through the corporate site,
because the presence of the Internet site is a prerequisite
for successful business development in modern economic
systems.

Internet marketing tools on the metallurgical market
Participation in the work of . .
g Pt . W — Increasing sales, expanding markets
electronic trading platforms
> Wholesale and retail e-shops » Sale of branded metallurgical products to end consumers
. . . Contacts with potential buyers, expanding the presence in
» Registration in thematic catalogs > Wi p LYELS, EXp gthep
the Internet space
N Website of a metallurgical R Sales, increasing the information transparency of the
enterprise | company, a source of PR-information, attracting investors
L Internet advertising » Image of a metallurgical enterprise, expansion of markets
N Industry portals, industry electronic .| PR tool, self-organization and market self-development,
publications g marketing research
> Electronic stock exchanges > Attracting investors, PR, improving the image

Figure 3 — Internet marketing tools on the metallurgical market and the main tasks solved by their use

Source: systematized by the authors
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IMonoyc Onbaa BikmopigHa, 00Kmop eKoHOMIYHUX HayK, doueHm, HaujoHanbHUU asiauitiHul yHisepcumem (M. Kuis, YkpaiHa)

Cibpyk Bikmop JleoHidoeu4, kaHOuGam eKOHOMIYHUX Hayk, OoueHm, HauioHanbHul asiayjiliHull yHieepcumem
(m. Kuis, YkpaiHa)

JlyueHko €nuzaeema OnekcaHdpieHa, 3006ysayka kaghedpu MapkemuHay, HaujioHanbHull agiayitiHull yHieepcumem
(m. Kuis, YkpaiHa)

OCOBJINBOCTI 3ACTOCYBAHHA IHTEPHET-MAPKETUHI'Y B NOJITALI NPOCYBAHHS BWUPOBIB
METAJIYPrIAHUX NMIQMPUEMCTB

Y cmammi u3Ha4eHo micue IHmepHem-MapKemuHay y cucmemi npocysaHHs MemarypeiliHoi mpodykuji. BcmarosneHo,
w0 rpocysaHHs1 moeapie ma nocsya 8 [HmepHemi Ha cb0200Hi € documb eghekmusHUM 3aco0b60M OOHECEHHS PEKTaMHO20
oegonoweHHs1 00 yinbosoi aydumopii, a 8 desikux eurnadkax Hasimb binbW eheKmuUHUM, HiX rpeca (K enekmpoHHa,
mak i mpaduyitiHa). iOKpecneHo, Wo sukopucmaHHs NPUHYUNie IHMepHemM-mapkemuHay crpusie 3Ha4HOMy CKOPOYEHHIO
mpaH3akuiliHuXx sumpam, siki HarpaerneHi Ha Hana2o0XeHHAM ma MidmpUMKy 83aEMOBIOHOCUH MiXX KOMIaHieto, it 3amMo8HUKaMU
ma rnocmadyanbHuUkamu. BusHayeHo, wo eukopucmaHHs [HmMepHem-MapKemuHay Crpusie OmpuMaHHio O0emarsibHoi
iHpopmauii wodo 3anumig KOXHO20 iHOUGIOyarbHO20 3aMOBHUKA ma CMUMYITOE pearnisayjio npodykmie ma mnocsye,
wo eidrnosidaroms iHOUBIOyarbHUM eumo2am. Cucmemamu308aHO K408 hakmopu iHghopmMamusauii memarnypaitiHoi
eanysi, sKi ennuearmb Ha HMEHCUBHICMb 8rposadxeHHs [HCMpyMeHmie IHmepHem-MapkemuHay & MoaimuKy
npocysaHHs 8upobis memanypaitHux nidnpuemcms. HagedeHo anezopumm pobomu mMuroso2o eekmMpPOHHOZ0 MOP208020
MaliaH4yuka 8 MemarnypailiHomy cekmopi, sikuli 0038o51sie noedHamu Ha OOHOMY pecypci iHhopmauiliHo-aHanimuyHi
OaHi w000 cumyauii Ha ceimosoMy ma 8im4yu3HIHOMY PUHKYy memarie, gidomocmi npo 8upobHUKie MemanonpodyKuii ma
mpelidepie, 6ibniomeky cmaHdOapmie ma cepmucbikamis, kamanoeu npodyKuii pi3HUX KomnaHiti moujo. BecmarosneHo,
WO 3acmocy8aHHs eIEKMPOHHO20 MOP208erlbHo20 MalidaHyuKy 00380/IIE€ Cymmeso CKOpomumu mepMiHu y2o00u
8 nopigHsIHHI i3 mpaduuitiHumu Memodamu mopeieni, 3abesneqyumu ceoeyacHicms Nocmasku ma onaamu, MOX/usicms
MaKcumarnbH020 subopy ceped arbmepHamueHUX 8apiaHmie ma cripocmumu npoyedypy 0GOPMIEHHST 3aMOBIIEHHST Ha
npolykyjit. BusHayeHo saxiiugicmb HarnpaseHHs 6eKmopy MonimuKku npocysaHHs MemarypeiliHo2o rnidnpuemMcmea He Ha
«cepedHb020» MOKYNys, a Ha KOHKpemHi mompebu MegHo20 3aMOBHUKa, WO MO3UMUBHO Mo3Ha4amuMemsCsi K Ha SKocmi
criepobimHuymea, mak i Ha pigHi 00xodig camoeo nidnpuemcmea. HazonoweHo Ha 8axnueocmi UKopucmaHHs IHmepHem-
MapKemuHay rpu ¢oopmysaHHi no3umueHo20 bpeHOy MemartypailiHo2o nidrnpuemMcmaea y Cy4acHOMY 8UCOKOKOHKYPEHMHOMY
cepedosulyi. Y3azanbHeHO iHCmpyMeHmu IHmepHem-mapKkemuHey Ha mMemarnypeiliHoOMy PUHKY ma OCHOBHI 3a80aHHs, sKi
supiwytombcsi 3a A0MOMO20H0 IX BUKOPUCMAaHHS.
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