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APPLICATION OF SOCIAL MEDIA AND ONLINE PLATFORMS IN
INTERNATIONAL MARKETING

PhD of Economics, Assoc. Domashenko M. D.

Student Lapshyna M. Yu.

Estonian Entrepreneurship University of Applied Science, Estonia Dr.,
Prof. Olha Prokopenko

Estonian Entrepreneurship University of Applied Science, Estonia,
Collegium Mazovia Innovative University, Poland

The modern world is closely connected with various online platforms, so it
is necessary to know how social networks work in order for the company to be
successful, especially if it is to enter international markets.

It is extremely important to have a social media strategy in order to promote
your band. With the right strategy and understanding of social networks, you can
with high probability increase your customer base and become a world-famous
brand.

In addition to the correct strategy, it is also important to take into account
currency fluctuations.

Social networks in today's world have a considerable influence on consumer
behavior. When entering the international market, it is important to understand the
different cultures of the world in order to attract as many consumers as possible.

Adaptation is extremely important. The ability to be flexible and deeply
understand cultural differences will lead to business growth. It is widely
recognized that social media plays a critical role in engaging consumers and
influencing their purchasing decisions.

Having the necessary approach to managing the brand's social networks, the
company has the opportunity to be ahead of its competitors.

Every year, marketing in social networks becomes more and more popular
and more budget is allocated for it (Figure 1)
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Digital advertising spend
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Figure 1 — Digital advertising spend (in billions of dollars) [43]

Moreover, digital marketing occupies an increasingly large percentage of
the share of general marketing (Figure 2).

Digital's share of total advertising spend
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2017 2018 2019 2020 2021 2022

Figure 2 — Digital’s share of total advertising spend [44]

Now, almost all companies use promotion in social networks. Take the
example of using video as a marketing tool (Figure 3).
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Video marketing usage
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Figure 3 — Video marketing usage [44]

As can be seen from the graph, every year more and more companies use
social networks (in the example of video as an online marketing tool) for
promotion.

For a successful online marketing activity, it is necessary to take into
account that each culture has its own customs, values and preferences, which
greatly influence consumer behavior. In order to fully understand the cultural
nuances, it is necessary to conduct thorough research.

The use of humor is a vivid example of this. In one country, a certain phrase
can be perceived as clever humor, and in another as an inappropriate or even
offensive statement. By taking into account such cultural differences, marketing
can be adapted to elicit a positive response. This can be achieved by adjusting
language, visual aids and communication style.

Another important stage of international marketing in social networks is the
establishment of relationships with influential persons and leaders of public
opinion. Such people can provide valuable information to increase the credibility
of your brand. Working with such influencers helps bridge potential cultural gaps
and establishes a genuine connection with your intended audience.

Thus, using a comprehensive approach to international marketing in social
networks, you can reach and win over a large number of consumers.

Why is social media marketing effective? Because people spend a lot of
time visiting different social networks, thus they often see advertisements that are
in each social network (Figure 4).
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Figure 4 — Time spend using social apps (hours/month) [45]

Preparation for the global strategy of social networks

Successful digital marketing strategies require detailed analysis, especially
when entering international markets. To correctly choose the right and effective
social network for yourself, you need [46]:

1. Analysis of your audience.
It is necessary to create a detailed portrait of the target audience
2. Social network /product/service analysis.

You need to study social network statistics and pay attention to the sources
of referrals. Traffic may come from social networks. If this is true, then this is a
priority potential social network for business promotion.

You also need to analyze user demographics. You need to study who visits,
which sections or products are the most popular among user groups. Divide your
audience into categories and compare customer perceptions with real data.

3. Competitor analysis.

This step is the most difficult and time-consuming for any task. You need to
pay attention to which publications are the most popular, what problems
competitors face, and at what time they publish posts. To facilitate this process,
you can use third-party services.

In summary, social networks and other online platforms are an important
part of marketing. Using them gives business great advantages. Moreover, we can
say that a business that does not advertise its product or service online loses many
customers and, accordingly, income.

1.Digital ~ advertising  spend  [Electronic  resource] //~ Mode of access
https://www.statista.com/outlook/advertising-media#overview

2.Digital’s share of total advertising spend and video marketing usage. [Electronic resource]
/- Mode of access https://www.wyzowl.com/video-marketing-statistics/?hubs_post-cta=blognavcard-
sales
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