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Abstract. Rapid development of the information technologies leads to a continuous replenishment of the Internet
marketing tools. The problem of introducing a new mechanism for evaluating results for improving the effectiveness
of promoting goods and services in the Internet environment can be attributed to the most important ones. Gaps in
comprehension of the problem in relation to web analytics in Russia have been indicated. Studying the main theoreti-
cal basis for changing the approach to marketing measures was conducted to increase the efficiency of businesses in
the Russian Internet market. The direction of web analytics development in Russia has been defined. The Russian re-
searches are found to focus on the practical part. There are considered the methods of obtaining economic data from
the web analytics systems. The problems of business development in the Internet environment in Russia have been de-
fined. As a result, it has been inferred that the existing methods of performance assessment are not applicable. The
classification of performance evaluation parameters has been developed. The parameters were divided into 3 levels,
depending on the metrics. The first level is associated with presentations, clicks, expenses on advertisements, the se-
cond level - with conversion and its cost, the third - with return on investment (ROI). The parameters were divided in-
to the status and economic aspects, depending on their impact on the brand and on the financial condition of the busi-
ness. According to the developed classification, the process of forming a marketing event was arranged; it is based on
definition of the effectiveness level, which the company can achieve. There has been created and illustrated the se-
quence of events to evaluate the effectiveness of business in the Internet environment.
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AnHoTtanusi. CTpeMHUTENbHOE Pa3BUTHE MH(GOPMAIIMOHHEIX TEXHOJIOIHMH MPUBOJHUT K MOCTOSHHOMY HONOJTHEHHIO
UHCTPYMEHTapHs HWHTEPHET-MapKeTHHTa. BHeIpeHHe HOBOro MeXaHHM3Ma OLEHKH PE3yNbTaToOB JUIS MOBBIIICHUS
3¢ GEKTHBHOCTH NPOABIKECHUS TOBAPOB U YCIYT B HHTEPHET-CPEC MOKHO OTHECTH K KaTETOPHU IOCTOSHHO aKTy-
anpHBIX TpoOseM. OTMeueHa HeJOCTaTOYHas CTENCHb H3YYeHHOCTH MAaHHOIH mHpoOieMbl B OTHOLIEHHH BeO-
aHanuTuku B Poccun. I U3MEHEHHUS MOAX0Aa K MapPKETHHIOBBIM MEPONPHATHAM MO YBEIUUCHHIO 3 deKTHBHO-
cTu OM3HEeca KOMIIAaHUH Ha POCCHUIICKOM HMHTEPHET-PHIHKE MIPOBEJCHO HCCIEeI0BAaHHE OCHOBHOM TEOPETHIECKON Oa-
3bl, OMPEJENICHO HallpaBIeHHE pa3BUTUS BeO-aHanuTukH B Poccun. IloaTBepikaeHo, 4TO pOCCUIHCKHE UCCIEN0Ba-
HHUsSI B OCHOBHOM COCPEIOTOUYEHBI Ha NMPAKTHYeCKOH uacTu. PaccmaTpuBaoTcsi COCOOBI MOMyYeHHs SKOHOMHYE-
CKUX JIaHHBIX M3 CHUCTEM BeO-aHAJIUTHKH, IPOAHATH3UPOBAHBI CYINIECTBYIOIINE METOAUKH. Y CTAHOBIICHEI POOIIe-
MBI pa3BuTHsA OM3Heca B MHTepHeT-cpene B Poccun. CuenaHsl BBIBOJBI, YTO CYLIECTBYIOLIME METOJbI OLEHKH pe-
3yJIIBTATHBHOCTH HENPHUMEHHMBI B psife ciaydaeB. ChopmupoBaHa KiraccH(UKaIus Mokaszareseil omeHKH > dex-
tuBHOCTHU. [IpoBenieHO pa3nencHue okaszareneil Ha TpU YPOBHS B 3aBUCUMOCTH OT MeTpHK. IlepBrlii ypoBeHb CBs-
3aH C MOKa3aMH, KIMKAMH, PACXOAaMH IO PEKJIAMHBIM OOBSIBIEHHAM U MPOU3BOJHBIMU OT HUX; BTOPOH — C KOH-
BEpCHUEH U ee CTOMMOCTBI0; TpeTuil — ¢ nokasareneM ROI. Pa3neneHsl nokaszarenu Ha CTaTyCHbIE U DKOHOMHYECKUE
aCIICKTHI, B 3aBUCUMOCTH OT MX BIMsAHMS Ha OpeHJ U ¢uHaHCOBOE cocTosiHue OusHeca. Ha ocHoBe pa3zpaboTaHHOM
KJIaccupUKanuy pa3paboTaH mporecc GOpMUPOBAHUS MapKETHHIOBOTO MEPOINPHATHUS, B OCHOBE KOTOPOTO JIEKHUT
OIIpeJieNICHNAE YPOBHS PE3yNbTaTHBHOCTH, KOTOPOTO MOXET JOCTUTHYTh KOMITaHus. Pa3paboraHa u mpomimuIocTpu-
pOBaHa MOCIeN0BaTEIbHOCTD IEHCTBHH AJIs OlleHKU 3()(HEeKTHBHOCTH OU3HECA B MHTEPHETE.
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Introduction

The Russian e-commerce market was marked by
the fastest growth in 2020, according to the
e-commerce research agency. The market growth rate
is 58%. The total market volume reaches 37 billion
dollars; with this revenue, Russia ranks 9th among
other countries. The data are provided by the Data
Insight agency [1].

Experts say that the volume of the Russian adver-
tising market will outstrip the volume of the global
one in the next three years. The Russian Internet ad-
vertising market is formed of the sales of display and
contextual advertising on the Runet, as well as
of advertising in online video. In 2021, the TV adver-
tising market in Russia is 192 billion rubles, while
the online advertising market is 303 billion rubles.

Reasons for the growth of the Russian advertising
market are multifactorial, but one can single out
a change in the composition of the leading group
of advertisers due to the strengthening of the posi-
tions of certain market segments. The segments
of e-commerce, financial technology, retail are in-
creasing the advertising budgets in the fight for the
market shares and audience coverage.

Methods of promoting goods and services on the
Internet in practical business activities are very popu-
lar, but the methodological approach to assessing the
effectiveness of Internet marketing is considered
fragmentary, from a scientific point of view. The
Russian authors A. Ye. Baranov, F. Yu. Virin,
V. Dolgov, I. Mann, A. P. Pankrukhin, and other scien-
tists are more focused on the practical features of using
the Internet environment for the marketing purposes.
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Theoretical aspects of organizing Internet market-
ing are discussed in the works of foreign researchers.
For example, The Interactive Advertising Bureau sets
the standards for measuring the effectiveness of In-
ternet advertising abroad.

The growth of e-commerce and e-advertising
leads to a strong and rapid development of industry,
emergence of new approaches and tools. Companies
should monitor all emerging opportunities to
strengthen their position.

Developing e-commerce has contributed to the in-
creasing competition among business organizations in
the Internet environment. The main goal of the com-
panies is the struggle for the target customers that can
be attracted through various advertising channels. Now
there is a problem of optimizing the costs and increas-
ing the efficiency of invested funds when promoting
goods and services on the Internet. Web analytics tools
have emerged to overcome the difficulty. This essen-
tial area is developing at a rapid pace.

Web analytics, according to R. S. Bazhanov, is
a science of measuring, collecting, analyzing, pre-
senting, interpreting the information about the web-
site visitors in the Internet environment. The main
task of web analytics is to monitor the attendance
of an Internet resource, determine the target Internet
audience, study users’ behavior, make decisions on
the development and expansion of the website’s func-
tionality [2].

The noted state of web analytics in the country af-
fects the number of methods and tools developed for
non-standard situations of data collection and analy-
sis. A continuous use of counters at the stages of web
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analytics development in Russia, the leadership of the
Yandex.Metrica system make the development of the
industry advantageously different from other countries.

This idea is supported by the words of O. V. Dem-
kina and N. G. Shalamova, who consider that the de-
velopment of the information technology market and,
in particular, of web analytics, is in its infancy
in Russia [3].

The main key metrics for measuring the effec-
tiveness of achieving the tasks set by the business
were developed by R. S. Bazhanov. A table of the
specific categories of targeted actions for various
Internet projects was compiled based on the types
of projects and metrics in the article [2]. Two tables
for determining the monthly profit of the company
and assessing the efficiency of the resource were
compiled in the following work [4].

The methods for assessing the effectiveness
of e-commerce systems developed by the authors are
used in the course of studying the creating online
stores. The technique is based on the practical use
of e-commerce systems and creation of a sales funnel [5].
The emphasis on knowledge of the customer’s past pur-
chasing power on the Internet is placed in the develop-
ment of a personalized sales promotion system [6].

The authors found when studying this scientific
base that when describing the methods and systems
for determining the result of a marketing event in the
research papers [2, 4-7], it is a priori implied that the
company can establish the value of each of the pro-
posed indicators through the analytics systems.

The leading analytical systems in Russia are Yan-
dex.Metrika and Google Analytics, according to the
research laboratory Ruward: Track [&].

Yandex.Metrica is a tool for assessing website
traffic, analyzing visitor behavior and advertising
effectiveness, which is installed on a website on a
counter principle and allows tracking the changes in
consumption of services and goods by visitors.

Google Analytics contains modern web analytics
tools that allow collecting the detailed information
about each website visitor.

The presented web analytics systems -
Yandex.Metrica and Google Analytics - have their
own advantages and disadvantages, which are associ-
ated with the features of the functionality. Despite the
fact that the main functionality of the systems is simi-
lar, the tools have the distinguishing features.

Each of the analytics systems has its own service
for creating and implementing advertising campaigns
and ads.

Yandex.Direct is used to place contextual adver-
tising on Yandex and on partner sites of its advertis-
ing network. We note that this service is used primar-
ily in Russia.

Google Ads is a pay-per-click contextual advertis-
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ing tool for advertisements that appear in search re-
sults or in the Google Display Network.

Companies are forced to resort to web analysis
of the data they receive through the integration of
advertising and analytical systems in order to pro-
mote various projects. This allows tracking the exist-
ing trends and achieving the targets.

However, data from the scientific works can be ob-
tained only if the connection between advertising and
analytic systems is configured and the minimum per-
missible level of access to each of them is available:

1. Link Yandex.Direct with Yandex.Metrica;

2. Link Google Ads to Google Analytics.

Advertising agencies are engaged in promotion on
the Internet in most cases. Interaction options are
possible when the company prefers to hide the data of
the web analytics system for certain traffic channels.
When promoting in Russia, where Yandex.Direct is
one of the key advertising systems, the result of this
decision creates a unique situation. Yandex.Metrica
does not have the necessary access control function-
ality, so the only options for it would be to refuse to
provide access to the entire system at once [9, 10].

This is a problem of web analytics in Russia,
since the lack of access entails the lack of integration
with the Yandex.Direct advertising system. A limited
set of data in the advertising system, which does not
allow assessing the effectiveness of advertising,
drawing conclusions and making recommendations
for making the next management decisions are the
consequences of the problem. In this case, the exist-
ing methods for assessing the effectiveness of a mar-
keting event become inapplicable. The agency cannot
receive data, so the indicators and metrics that are
mentioned by the authors of scientific papers become
unattainable.

The problem typical for the direction of web ana-
lytics in Russia made it possible to determine that the
zone for which an alternative classification of indica-
tors and a new method of forming a marketing event
is required is formed on the Russian Internet advertis-
ing market.

Scientific novelty, purpose of research, prob-
lem statement

Based on the above, the goal of the study was
formed: to change the approach to marketing activi-
ties in order to increase the efficiency of companies’
business on the Russian Internet market.

A number of tasks were set to achieve the goal: to
study the basic theoretical basis of Internet promotion;
to identify existing business problems in the Internet
environment in Russia; to develop a classification for
evaluating the effectiveness of marketing activities; to
develop a process for the formation of a marketing
event based on new levels of classification.
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The novelty of this study is described in the fol-
lowing paragraphs:

- the novelty lies in studying the state of web ana-
lytics in Russia and forming a problem characteristic
of this area;

- the novelty consists in the formation of a classi-
fication of indicators for assessing the effectiveness
of advertising on the Internet, taking into account the
peculiarities of the development of the industry in
Russia;

- the novelty consists in developing a process
of advertising promotion based on the classification
of indicators for assessing the effectiveness of adver-
tising on the Internet, taking into account the relation-
ship between business tasks and key indicators, and
also adapting to the requirements of any company.

Research methods and results

Analysis of the methods for assessing the effec-
tiveness of marketing activities on the Internet, met-
rics and indicators used to determine the effective-
ness of Internet promotion, synthesis of the process
of forming a marketing event are the methodological
basis of this study. The authors used the classification
to achieve their goal.

We note that the variety of metrics for evaluating
the effectiveness of advertising campaigns is also
a deterrent to the growth of the Russian interactive
advertising market. Finding a solution related to the
presence of unified cross-platform metrics represents
a great potential for the market.

The initial point in implementing the entire pro-
cess of attracting customers via the Internet, as a re-

sult of increasing profits, is to determine the key
goals and indicators of the Internet project. A link is
created between business objectives and key metrics.

It was previously noted that the first stage in as-
sessing the effectiveness of advertising promotion for
a business is the conversion rate. In this case, this
statement does not correspond to reality, since the
described indicators are not immediately available to
the advertising agencies. The initial level should con-
tain indicators, statistics on which can be obtained in
the advertising system without using the web analyt-
ics system.

We will divide the assessment of the results
of promotion for business into three sequential levels.

Level Zero is tracking brand awareness metrics.
At this level, the key value of indicators is set indi-
vidually for each of the marketing activities, and is
also subject to dynamic analysis.

The first tier is Conversion Tracking, a conver-
sion rate that is calculated as the ratio of the number
of conversions to all visits to a website. At this level,
we take into account the cost of targeted actions on
the website. This allows the most accurate assess-
ment of the results of marketing activities, since
a large number of conversions does not mean effec-
tive spending of the advertising budget.

The second level is the assessment of the rate
of return on investment. It allows getting an objective
idea of the feasibility of further use of advertising
channels and contributes to the commercial activities
of the organization on the Internet. The results are
presented in the table.

Classification of performance indicators

Index Indicator Level Aspect name
S11 Impressions 0 Status
S12 Clicks 0 Status
S13 CTR, % 0 Status
S14 Wed display position 0 Status
S15 Wed traffic volume 0 Status
S16 Wed click position 0 Status
S17 Wed frequency of impressions 0 Status
Ell Total consumption 0 Economic
El12 Wed cost per click 0 Economic
E13 Wed bid per click 0 Economic
El4 Wed cost per thousand impressions 0 Economic
E15 Share of advertising expenses, % 0 Economic
S21 Number of targeted actions on the website 1 Status
S22 Conversion rate 1 Status
E31 Transaction cost 1 Economic
S31 Number of transactions 2 Status
S32 Transaction rate 2 Status
E31 Transaction cost 2 Economic
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We use the parameters available in the Yan-
dex.Direct system taking into account the restriction
on the absence of customized integrations to compile
sets of zero-level indicators.

Let’s divide the parameters into two groups:

- status aspects that show the quality of traffic on
the Internet, as well as the reaction of network users to
advertisements;

- economic aspects that show the cost of promotion

and allow estimating the costs of a business to achieve
status aspects.

The first and second level performance metrics are
used for a situation in which Yandex advertising and
analytical systems are showing results.

We have developed a process for the formation
of advertising promotion based on certain levels
of assessment (figure).

[ Defining business goals ]
Y
[ Development of an advertising offer ]
Y
[ Determining the availability of access rights to Yandex Metrica ]
Y Y
4 ] ] ] N 4 N\
Setting up Yapdex lerect = Selection of performance
connection with S
o indicators from level O
Yandex.Metrica
. J/ . J
Y Y
e "N a )
Selection of performance Rating level 0 via Yandex
indicators from levels 1,2 Direct
\ J . J
I
Assessment of level 1, 2 via
Yandex. Metrica
J/
I Y
[ Determining the result of promotion ]

The process of forming advertising promotion

The initial emphasis is on creating a link between
business objectives and key indicators in the formed
process. The company needs to determine the result that
it expects to receive from the advertising promotion, and
on its basis to develop. The next stage is the first global
difference from the existing processes [11-13], as it puts
the technical aspect in a separate item. Determining
the availability of access rights to the Yandex.Metrica
analytical system leads to the fact that the company
will need to choose one of the directions of develop-
ment of the presented process.

Having access rights to Yandex.Metrica allows to
configure the required integrations. Next, the company
should choose whether the status or economic aspects
are most important for their business tasks, evaluate
the selected metrics in the analytical system and gen-
erate the result of promotion. In this case, you can fo-
cus on the indicators of both levels, but it is worth fo-
cusing on one of them for a correct operational as-
sessment of the result.

The lack of access rights to Yandex.Metrica does
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not allow to configure the required integrations. Next,
the company should make a similar choice between
status and economic aspects. The zero level provides
a sufficient number of indicators for each of them to
form the final result of the promotion.

As a result, we get the following procedure:

- it is necessary to determine through the developed
process of formation of advertising promotion the lev-
el of data available for analysis and assessment of the
effectiveness of the marketing event;

- it is necessary to correlate the available level
of data with the developed classification of performance
assessment indicators and determine how the available
information corresponds to business objectives;

- you need to use indicators from the Yan-
dex.Direct advertising system in the absence of the
necessary level of data to assess the effectiveness
of the promotion;

- if the required level of data is available, you need
to rely on the indicators of the Yandex.Metric analyti-
cal system.
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Discussion of the results

The application of the classification of perfor-
mance evaluation indicators will allow for each busi-
ness request and the corresponding advertising offer to
find a key performance indicator due to the zero level.
The peculiarity of the zero level is its use in exception-
al circumstances. The first level of metrics will help
achieve the goals of a web portal in any direction
through conversion rates, targeted actions of the com-
pany. The company independently determines the tar-
get actions for users who came from advertising. This
makes the first-level metrics unique for each case and
allows to convert the classification into individual rec-
ommendations. The second level is designed to cover
the needs of projects related to e-commerce.

The developed process of forming an advertising
offer allows to determine the order of actions, expand
the process. This happens through the allocation
of a bottleneck in the evaluation of the effectiveness
of advertising on the Internet, determined in the study,
into a separate block. The resulting process benefits
from similar developments [11-14] due to a more mul-
tilevel transparent sequence of actions and the possi-
bility of obtaining correct results for each case. Now
the basis in the process is the condition of access rights
and the subsequent multi-level model. The process is
integrated into previously existing proposals for the
creation of marketing activities due to the indicators
and metrics involved in it.

Experts predict an increase in the demand for ana-
lytics in the next few years allowing full technological
(automated) tracking of an advertising campaign from
a visit to a website to a purchase and calculating the
return on an advertising campaign (ROI). The devel-
oped approach allows the user to scale it. Adding the
parameters of income from each target action, the re-
turn-on-investment ratio to the classification, will cre-
ate a personal third level for the user. Determination
of the results of promoting services on the Internet is
made through additional blocks of information from
CRM-systems containing information about the num-

ber of purchases and income. This will expand the
process of forming an advertising promotion and add
more variability to it. Therefore, the presented system
is not finite, it can be developed and modified from
a basic version to a personalized one for each type
of business. However, it should be borne in mind that
such an extension will not suit every advertiser. The
advertiser must influence the company’s revenues and
control the relevant business processes in it.

Conclusion

Performing the research tasks we determined that
when promoting business in Russia on the Internet,
where Yandex.Direct is one of the key advertising
systems, the lack of special access rights to the ana-
lytical system may be a problem. The researchers
imply that the connections of the systems are estab-
lished when describing the successive stages of de-
termining the result of a marketing event. The oppo-
site cases are not considered, but this is a significant
problem for the analysis of results in Russia. In this
case, the existing methods of performance assessment
become inapplicable.

We have formed a classification of performance
evaluation indicators that takes into account the nar-
row zone previously defined for business in Russia.
We have introduced the division of indicators into 3
levels, depending on the metrics. The first level in-
cludes the impressions, clicks, ad expenses and metrics
derived from them, the second level is related to con-
version and its cost, and the third is related to ROI.

We have developed a process for the formation
of advertising promotion, which is based on the con-
nection of business tasks with key indicators and tech-
nical capabilities.

Combining the classification of performance eval-
uation indicators and the process of advertising promo-
tion formation allows us to take into account the re-
quirements for key performance indicators for any
company.
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