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The article states that in today’s information world, social networks have long become an
indispensable tool for promoting brands in the age of digitalization. Creating an effective
mechanism for developing an SMM-strategy for a company’s product brand is a key aspect for
achieving success in this direction. It has been proven that it is important for commercial users and
business agents to understand that a passive presence in social networks is not enough, because it
is necessary to constantly implement an effective strategy of social media marketing (SMM), which
will help to achieve the set goals and increase the competitiveness of the enterprise. It has been
established that the following basic elements must be taken into account in the effective mechanism
of developing an SMM-strategy for a company’s product brand: definition of goals; target
audience; choosing the best platforms, creation and introduction of interesting content, time
interval of publications, constant feedback from the audience; brand visualization; analysis,
assessment and optimization of social networks; advertising, analysis of competing enterprises. It
has been proven that an effective mechanism for developing an SMM-strategy for a company’s
product brand should be diversified in such a way that it can quickly adjust to changes in audience
behavior and trends in social networks, which is a basic driver in the activity of any business that
seeks to succeed in digital world. It was determined that the mechanism of developing an SMM-
strategy for a company’s product brand includes various stages and tasks, and each of them
requires certain skills and knowledge. Involvement of specialists for each aspect helps to solve tasks
more efficiently and achieve set goals. In addition, it was found that due to the constant change and
development of social networks and user behavior, it is necessary to ensure constant monitoring
and analysis of results in order to adapt the strategy as needed and maintain high efficiency. It was
determined that the mechanism for developing an SMM-strategy for a company’s product brand
includes the following main stages: analysis of the target audience, definition of goals, selection of
platforms, creation of content, creation of a branded style, planning of advertising campaigns,
audience attraction, analytics and optimization, monitoring of competitors, reporting. It has been
established that the mechanism for developing an SMM-strategy for a company’s product brand is
a progressive vector of the Internet marketing movement, which, with the help of a complex of
elements and tools for the use of social media through the channels of promotion of companies and
brands, solves various marketing business issues.

Keywords: SMM-strategy; brand; enterprise products; mechanism, target audience;
competitors, advertising campaign, platforms, social networks; strategy effectiveness; brand
visualization; advertising; digitalization.

Oaena C. €Bceiinena, filna O. OabmaHcbKa
Kuiecokuii nayionanonuil ynieepcumem mexHo102iii ma ousainy, YKpaina
MEXAHI3M PO3POBKH SMM-CTPATEI'TT
JIJIA BPEHY NPOJYKIII MIAIMIPUEMCTBA
B cmammi 3a3naueno, wo 6 cyyacuomy ingopmayiiinomy ceimi coyianvHi mepedici 8dice
0a6HO CMANU HE3AMIHHUM IHCMPYMEHMOM OJisl NPOCYBAHHA OpeHOi8 6 enoxy Oi0dcumanizayii.
Cmeopenns  eghexkmuenozo mexanizmy pospooxku SMM-cmpamezii Ons  6peHdy npooyKkyii
NIONPUEMCMBA € KIIOYOBUM ACNEKMOM O OOCACHEeHHs YCNiXy 6 YyboMy Hanpamky. /losedeno, ujo
OJ151 KOMEPYIUHUX KOPUCMYBAYI8 Ma OI3HeC-a2eHmie 8aNCIUBO PO3YMIMU, WO NACUBHA NPUCYMHICID
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V COYIaNbHUX MepeXtcax He € 00CMAamHubol0, adxce NOMpioHO NOCMILUHO peanizo8y8amu eqh)eKkmueHy
cmpameziio coyianvhux meodia mapkemuney (SMM), ska oonomoodice docsiemu nocmagieHux yineu
ma nioguWUMU KOHKYPEHMOCHPOMONCHICMb nionpuemcmed. Bemanoseneno, uwjo npu egpexmugnomy
mexaHizmi - po3pooku SMM-cmpameeii  ons  Opendy npooykyii nionpuemcmea HeoOXiOHO
8paxoeysamu maxki OCHOBHI eleMeHmu. GU3HAYeHHs yilell, yYiibosa ayoumopis, oOpaHHs
Hatkpawux niamgopm, CmeopeHHs ma 6NpPoB8aAON’CEHHS YIKABO2O0 KOHMEHmMY, 4aco8ull iHmepsed.
nyonikayii; noCmitiHull 360pOMHIll 368 30K 3 ayoumopicio, izyanizayisi Opendy; anaunis, oyinka ma
ONMUMI3AYisl COYIANbHUX Mepedic; peKlamd, aHaniz NnionpueMcme-KoHKypeHmis. Jlogedeno, ujo
epexmuenuil mexanizm po3pooku SMM-cmpamezii 0nst Opendy npodykyii nionpuemcmea mae o6ymu
0uBepcuPiko8aHUll MaKumM YUHOM, SAKUL 3MOXCe WBUOKO HALAWMYBAMUCS 00 3MIH V N0GediHYi
ayoumopii ma mpeHoax 6 COYIanbHUX mepexcax, wo € 6a3z08um opaneepom y OisiibHocmi 6y0b-
AK020 Oi3Hecy, AKULL npazHe 0ocsemu ycnixy 6 yugposomy ceimi. Busnaueno, wjo mexauizm
po3pooxku SMM-cmpamezii 011 Opendy npooyKyii nionpuemMcmea Ka04ae pizHi emanu i 3a80aHHs,
i KOJICeH 3 HUX 8UMA2AE NEGHUX HABUUOK MA 3HAHL. 3ANVUeHHs cneyianicmie 0isi KOJCHO20 ACHeKmy
oonomazae egexmugHiue SuUpiuy8amu 3a60aHHs ma 0ocseamu nocmasieHux yineu. Taxoor,
3’5c08aHO, WO 3 027150y HA NOCMIUHY 3MIHY mMA PO36UMOK COYIANbHUX MepedxiCc ma NoeeoiHKu
Kopucmyeauis, HeoOXiOHO 3abe3neyysamu NOCMIUHUL MOHIMOPUHZ MA AHANI3 pe3yibmamis, uoo
aoanmyeamu cmpamezito 3a nompebdbu ma 36epicamu 8UCOKY eghekmusHicms. Busnaueno, wo
mexauizm pospooku SMM-cmpamezii 0nsi Opendy npooykyii nionpuemcmea 8KuOYAe 6 cebe maxi
OCHOGHI emanu: aHaniz Yinbogoi ayoumopii, 6usHauyeHHs yineu, ubOip niamg@opm, CmMEOpeHHS
KOHMEHMY, CMBOPEeHH OpPeHO08AHO20 CMUNIO, NIAHYBAHHA DEKIAMHUX KAMNAHIU, 3a1)yYeHHs
ayoumopii, aHanimuxa ma onmumizayis, MOHIMOpUHe KOHKYpeHmis, 36imuicms. Bcmanoeneno, uo
mexaHism po3pooxku SMM-cmpamezii Onsi 6pendy npooykyii nionpuemcmea — ye NpocpecuU8HulL
8eKMOp pyxXy IHmepHem-mapKemun2y, aKutl 3a 00NOM0o2010 KOMNIIEKCY eleMeHmie ma 3aco0is ujo0o
BUKOPUCMAHHS COYIAIbLHUX Media yepe3 KAHAU NPOCYBAHHSA KOMNAHIU ma OpeHOie eupiulye pisHi
MapkemuHeosi Oi3HeC-NUMAaHHS.

Knrwwuosi cnosa: SMM-cmpamezis;, 6peHO; npooyKyisi nionpuemMcmeda,; Mexamism, Yiibosa
ayoumopis; KOHKYPeHmuU, peKlaMHa KAMNAHIA, naamgopmu, coyianvHi mepedici, eghekmusHicmo
cmpameeii; gizyanizayis Opendy,; pekiama, yugposizayisi.

Introduction. In today’s information world, social networks have long become an
indispensable tool for promoting brands in the era of digitalization. Creating an effective
mechanism for developing an SMM-strategy for a company’s product brand is a key aspect for
achieving success in this direction. It is important for commercial users and business agents to
understand that a simple (passive) presence in social networks is not enough, because it is necessary
to constantly implement an effective strategy of social media marketing (SMM), which will help to
achieve the set goals and increase the competitiveness of the enterprise. When developing an
effective SMM-strategy mechanism for a company’s product brand, it is necessary to take into
account the following main elements, namely: definition of goals — they play an important role in
increasing brand awareness, attracting new customers, increasing sales; audience — research of
interests of potential consumers, their needs and behavior in social networks; choosing the best
platforms — the effectiveness of the entire strategy depends on the choice of social networks;
creation and implementation of interesting content — maximum interest of future potential
customers; time interval of publications — setting for "your" audience; constant feedback from the
audience — answering the questions of users of social networks, which helps to build a community,
increase loyalty and trust; brand visualization — constant support of a consistent style and visual
brand on all platforms, which will help strengthen brand recognition; analysis, evaluation and
optimization — endless analysis of the results of this strategy using social media tools, corrective
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actions and future optimization of the strategy; advertising — the possibility of attracting a larger
number of potential consumers of the company’s products with the help of social media; analysis of
competitor enterprises — search for the uniqueness of one’s own brand among the rest of similar
entities on the market. Thus, an effective mechanism for developing an SMM-strategy for a
company’s product brand must be diversified in such a way that it can quickly adjust to changes in
audience behavior and trends in social networks, which is a basic driver in the activity of any
business that seeks to, succeed in digital world.

Analysis of the latest research. Current issues in the field of development of SMM
strategies and product branding of various enterprises are in the field of the scientific community of
the following persons: I.B. Shevchenko, L.P.Shenderivska, O.M. Zabelina, D.O. Zubko,
Ye.V.Romat, L.V.Hranat, S.F. Lehenchuk, T.P.Ostapchuk, LV.Orlov, N.I. Danko,
M.M. Ihnatenko, O.0. Adamchyk, O.A. Chyhryn, L.M. Khomenko, H.B. Kalitai, .M. Onopriienko,
O.V. Shumkova, D.V. Doroshkevych, I.S. Lytvynenko, A.O. Lapan, D.V. Lypovyi, and others.

The purpose of the article is to study the main key components of the SMM-strategy
development mechanism for the company’s product brand.

Presenting main material. The mechanism of developing an SMM-strategy for a
company’s product brand is a progressive vector of the Internet marketing movement, which, with
the help of a complex of elements and tools for the use of social media through the channels of
promotion of companies and brands, solves various marketing business issues. The mechanism for
developing an SMM-strategy for a company’s product brand consists in performing the following
10 step-by-step steps (Table 1) [2-6].

Table 1
The main steps in the implementation of the SMM-strategy development mechanism
ifor the company’s product brand

Step # Characteristics of the stage
1 2
Step 1. Determination of the overall goal and objectives of the

Determination of the overall goal and | SMM-strategy for the company’s product brand.
objectives of the SMM-strategy

Step 2. Analysis of the target audience — research of the target

Analysis of the target audience audience, which will help create content that will be
interesting and useful for this audience.

Step 3. Selection of social networks — at this stage it is necessary to

Selection of social networks determine on which social platforms the enterprise will be
represented.

Step 4. Development of a content plan — formation of a content plan

Development of a content plan that includes diverse and interesting content (text, visual,

video, infographics, etc.). This content should meet the
interests and needs of the target audience.

Step 5. Content creation — content creation occurs according to a

Content creation content plan, which must be coordinated with visual design,
textual content, and the ability to interact with the audience.

Step 6. Audience engagement is responding to comments, messages,

Audience engagement is responding|and questions from a specific audience, while creating

to comments dialogue and interaction that increases audience engagement
and trust.
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Continuation of Table 1

1 2
Step 7. Using targeted advertising — applying a functional approach
Using targeted advertising to targeted advertising on selected platforms, setting up an
advertising campaign aimed at the target audience.
Step 8. Influence marketing is an opportunity to cooperate with

Influence marketing is an | influential individuals to promote the company’s brand and
opportunity to  cooperate  with |products.
influential individuals

Step 9. Analysis and improvement — constant analysis, evaluation
Analysis and improvement and improvement of the results of the implementation
mechanism of the SMM marketing strategy. Here, it is
possible to measure the indicators of efficiency, synergy,
dynamism, etc.

Step 10. Implementation of methods to improve — changing social
Implementation of methods to|networks leads to changing and adjusting the strategy
improve according to new trends and opportunities.

Source: systematized by the author based on [3-9].

Thus, the effective mechanism of the SMM-marketing strategy needs improvement and
adaptation to changes in social networks and preferences of the target audience. The SMM-strategy
is built on the promotion of a brand / specific product on social networks (Instagram, Facebook,
Telegram, TikTok, etc.). In international companies, the SMM-strategy is a logical continuation of
the overall marketing strategy. However, the vast majority of small businesses and brands prefer
different social networks to promote their products, for which they create an SMM-strategy from
the beginning, because this method is optimal from the point of view of financial costs and the most
effective marketing solution [13; 16—18].

Special attention when creating an effective social media strategy (SMM) requires
cooperation between the marketer and the business owner, especially when it comes to
understanding the specifics and functionality of a particular social network. At the same time, the
following features are taken into account:

— understanding the target audience — the marketer and the business owner must determine
together who the target audience is, as understanding their needs and desires will help determine
which content strategy to choose;

— choice of social network — the variety of social networks is determined by different
audiences and their functionality. At the same time, it is important to choose the platform that is
best suited for a specific business. A marketer can provide an analysis of various options, and a
business owner can add his knowledge to this product or service;

— goals and measures of success — the marketer and owner should define specific goals for
the SMM campaign, such as increasing awareness, customer acquisition, sales, etc. They should
also define the metrics by which the success of the campaign will be measured;

— content strategy — here, with the help of a marketer and taking into account the
experience of the business owner, it is necessary to develop a content plan that will attract the
attention of the audience (textual, visual, video content);

— interaction with the audience — takes place through social networks, as a return channel
for communication. Attention is paid to feedback, answering questions and reacting to audience
comments;

87




ISSN 2786-5398
7KypHaa cTpaTeriyHuX eKOHOMIYHHX
Jocaiakenb, Ne 3(14), 2023

CYYACHI TEHJAEHIII TA
MMPOBJIEMHY YIIPABJIIHHS

— analysis and optimization — the marketer and business owner must be able to analyze the
results of the campaigns and make adjustments to the strategy based on the received data [10—17].

Therefore, the collaboration of the marketer and the business owner is an important element
of a successful SMM-strategy, where the marketer’s knowledge of social networks and marketing
strategies, combined with the owner’s expert knowledge of the business, create the optimal
conditions for achieving the desired results. As a rule, the SMM-strategy is formed for a period of
six months to a year, since the effectiveness of the implementation mechanism of the SMM-strategy
can be determined only after the first three months of its implementation, on the basis of which
corrective actions or a complete reconstruction of this strategy are introduced. In order to develop a
comprehensive social media (SMM) strategy, it is important to gather a variety of information to
understand your target audience, goals and resources. The main components of the information that

is necessary are given in the table 2 [4-12].

Table 2

The main components of information when developing an SMM-strategy

Key stages Characteristics of stages

Goals and | What are the specific real goals that need to be achieved through the use of an

objectives SMM-strategy. These can be goals such as increasing brand awareness, increasing
the number of buyers, increasing engagement, etc.

Audience Who is your target audience? Age, gender, geographic location, interests, and other
aspects that characterize your audience. It is important to understand to whom the
efforts will be directed.

Competitors |Analyzing competitors will help you understand how they conduct their SMM

activities, which platforms they use, which audience they attract, etc.

Social media

On which platforms is the presence planned? Facebook, Instagram, Twitter,

platforms LinkedIn, TikTok, etc. Each platform has its own audience and features to consider.

Content What type of content is planned for release? Articles, videos, images, stories? What
is the topic of this content? It is important to have diverse and interesting content for
each specific audience.

Schedule of|How often will it be published? When is the best time to post to your target

publications |audience? Schedule may vary by platform, audience, and geographic location.

Budget How much will it cost to implement an SMM-strategy? We are talking about costs
for advertising, content creation, as well as possible costs for external specialists.

Metrics and |How will the effectiveness of the SMM-strategy be evaluated and measured? Track

analytics likes, comments, shares, followers, conversions, and more. Analysis of these data
will help to understand whether the SMM-O0 strategy is effectively implemented and
whether it needs adjustments.

Trends and|What are the current trends in SMM? Are there new features on the platforms that

innovations  |can be used?

Planning It is necessary to create a calendar where all planned publications, promotions,

calendar contests and other events related to the SMM-strategy will be recorded.

Source: systematized by the author based on [4—14].

Analysis of results is a key stage in any social media strategy. It helps to evaluate the
effectiveness of the efforts made in SMM and adjust the approaches in time to achieve better
results. The main indicators for determining the results of the SMM-strategy are:

— analysis of metrics: evaluation of indicators (increase in the number of subscribers,
audience engagement, interaction with content (CTR, conversions) and other metrics;
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— audience: analysis of demographic data and main interests of the target audience, which
will help to better understand how successful the selection of content and communication with this
target audience is;

— content popularity: it is necessary to determine which type of content is most perceived
by the audience (photos, videos, text publications, etc.). This will help focus efforts on the areas that
are most effective;

— publication time: it is necessary to investigate what time the target audience will be most
active in social networks (morning time or evening time). Here you need to determine the most
optimal time for publications to ensure maximum visibility of the content;

— audience involvement: it is necessary to analyze which content causes the maximum
interest and interaction with the audience;

— competitive analysis: strategies that are effectively implemented or implemented by the
main competing enterprises are studied here;

— error correction: certain unsuccessful actions that prevented the desired result are
analyzed and evaluated [5-9].

Thus, based on the results of the analysis, it is possible to introduce certain corrective
measures to the SMM-strategy, diversifying it to the modern needs of the market and the interests
of the target audience, since adaptation and adaptation are the driver in the effective implementation
of the SMM-strategy for the company’s product brand.

In general, the mechanism for developing an SMM-strategy for a company’s product brand
can be divided into the following main sections (Fig. 1).
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20% +——

15%
10%
10% _ L e —
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Analysis and Content strategy ~ Promotion strategy =~ Communication
research strategy

Source: built by the author on the basis [1-10].
Fig. 1. The main components of the SMM-strategy for the company’s product brand

Each of the main components of the SMM-strategy for the company’s product brand
requires the involvement of highly qualified additional specialists (for the content strategy — a
designer and copywriter, for the promotion strategy — a target expert, for the communication
strategy — a sales and customer service manager).
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Conclusions. Therefore, the mechanism of developing an SMM-strategy for a company’s
product brand includes various stages and tasks, and each of them requires certain skills and
knowledge. Involvement of specialists for each aspect helps to solve tasks more efficiently and
achieve set goals. It is also important to ensure coordination and cooperation between different team
members so that all departments work in harmony and support the relevant strategy. Given the
constant change and development of social networks and user behavior, it is also important to
ensure constant monitoring and analysis of results in order to adapt the strategy as needed and
maintain high performance. Thus, summarizing the above, we can emphasize that the development
of an SMM-strategy for a company’s product brand includes the following main stages: analysis of
the target audience, definition of goals, selection of platforms, creation of content, creation of a
branded style, planning of advertising campaigns, attracting audiences, analytics and optimization,

competitor monitoring, reporting.
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