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Introduction and purpose of the study.
Nowadays, during the period of intensive
development of the network economy, Internet
marketing in business is becoming more and
more relevant, in particular Web analytics of
business, which should not be based on
theoretical indicators, such as the number of
applications/calls from the site, but on
important for business: the number sales and
the amount of income. End-to-end analytics
allows you to understand which customers are
really beneficial for the business. End-to-end
analytics is an analysis of the effectiveness of
advertising campaigns based on sales data.
With proper configuration, such a system
allows you to track the entire sales cycle,
starting from the user's first visit to the site and
ending with the sale of the order placed by him
(possibly even a second one). End-to-end
analytics makes it possible to calculate the
payback and effectiveness of marketing
campaigns, advertising channels, individual ads
and even search phrases, which, in turn, allows
you to allocate the budget more efficiently,
while getting the maximum return on
advertising investments. The above outlines the
relevance of this research and reflects the
purpose of this article as features of the
formation of an end-to-end marketing system of
Internet analytics.

Research methods. The work uses methods of
empirical analysis, in particular, methods of
comparison, measurement and observation.

Design, Ukraine
2 JSC «UKRSIBBANK», Kyiv, Ukraine

increasing conversion is considered. E-business
conversion is proven to be affected by price,
seasonality, competitors, etc., but analytics only
affects ad traffic and site interface. The paper
divides the tasks of web analytics into two
groups: solving a specific problem and end-to-
end analytics. The main components of the
system of end-to-end marketing Internet
analytics are highlighted and it is proved that
end-to-end analytics is a system that allows
analyzing the effectiveness of advertising based
on a large pool of data: sources of advertising,
socio-demographic portrait of the user, paths
through the site, etc. in connection with CRM-
system End-to-end analytics makes it possible
to look at the advertising campaign as a whole,
determine the effectiveness of individual
advertising sources and search phrases and,
accordingly, optimize the entire sales force.
Conclusions. It should be noted that the basic
components of end-to-end analytics, the list of
stages and analyzed data will change for
specific theoretical or practical tasks. For the
implementation of practical tasks, the
composition is directly influenced not only by
the type of company and the market in which it
operates, but also by its size and the specifics of
the existing marketing information technology
architecture. Including the structure of the
marketing department, information systems,
online services and traffic sources, as well as
the structure of the company's sites.

Keywords: Internet marketing; WEB analytics;

The results. In this study, the process of business digitalization; sales funnel,
optimizing each stage of the sales funnel and conversions.
NUMBER NUMBER NUMBER
OF REFERENCES OF FIGURES OF TABLES
13 2 0

22




ISSN 2415-3206
MANAGEMENT

Journal
Issue 1 (35), 2022

JEL Classification:
L86, M31, Z33

OCOBJINBOCTI
HACKPI3HOI

®OPMYBAHHS
MAPKETHUHIOBOI

CUCTEMMU IHTEPHET-AHAJIITUKHA

YJIK 339.138+004.738.5:
004.057.6(048.83)

DOI: 10.30857/2415-
3206.2022.1.2

Beryn i Mmera gocaimkenHnsi. B choromHinmHii
yac B IEpioJ  IHTEHCUBHOTO  PO3BHUTKY
MEpEKHOI EKOHOMIKM HaOyBae Bce OLIbIIOT
aKTyaJIbHOCT1 1HTEpPHET-MapKeTUHI B Oi3Hecl,
30kpema BeO-anamituka 6i3Hecy, ska MOBHHHA
IPYHTYBAaTUCh HE HA TEOPETUYHUX MMOKA3HUKAX,
TaKMX, K KUIbKICTh 3asIBOK//I3BIHKIB 3 CaiTy, a
Bil BayJMBHX Juia  Oi3HECy:  KUIBKOCTI
NPOJAXIB Ta CYMH JIOXOAy. 3pO3yMITH, SIKi
KIIIEHTH CIIPaB/Ii BUTLAHI T Gi3HECY, JO3BOJISE
HacKpi3Ha aHajiThkKa. Hackpi3Ha aHamiTMKa —
e aHami3 e()eKTUBHOCTI PEeKIaMHUX KaMIaHii
Ha OCHOBI JaHuX mpo mnpoxax. Ilpu
NpaBWJILHOMY HaJIalITYBaHHI MOJ10Ha cucTeMa
JI03BOJISIE BiJICTEKYBAaTH BCIO BUPBY MPOJAXKIB,
MOYMHAIOYM BiJI MEPIIOr0 BiABIAYBaHHS CalTy
KOPHCTYBa4e€M 1 3aKiHUyIOYH TPOJAKEM 3a
oopMIeHIM HHMM 3aMOBJICHHSAM (MOXKIIHMBO,
mo W moBTOpHE). Hackpi3Ha aHamiTHKa nae
MOXJIMBICTH ~ pO3paxyBaTH  OKYIHICTh  Ta
e(eKTUBHICTh ~ MapKETHHTOBHX  KaMITaHIMH,
pPEKJIaMHHMX KaHaJiB, OKPEMHX OrOJIOIIEHb 1
HaBITh MOIIYKOBHUX (ppa3, 110, y CBOIO Yepry,
JI03BOJIsI€  OUIbII  €()EKTUBHO  PO3MOAUIATH
OIOKeT, OTPUMYIOUYH npu BOMY
MaKCHUMalbHy  BiIJady  Bil  pEeKIaMHHX
IHBECTHIIIH. Bumesaznadene OKPECITIOE
aKTyaJbHICTh ~ JAHOTO  JOCTi/DKEHHS  Ta
BifoOpaskae MeTy JaHOi CTATTI SIK OCOOTMBOCTI
dbopMyBaHHS  HACKpi3HOI  MapKETHHTOBOL
CHUCTEMH IHTEPHET-aHATI THKH.

Metoau pociigxenns. B po6oti BukopucraHi
METOAM EMIIPUYHOTO aHaNli3y, 30KpeMa, METO-
JIiB IOPIBHSIHHS, BUMIpPY Ta CIIOCTEPITaHHS.
PesyabTaTn. B JTAaHOMY IOCHIIKEH]
PO3MIISIHYTO TPOLIEC ONTHUMi3alii KOXKHOTO
eTaly BOPOHKM TIPOJXiB Ta 30LTBIICHHS

Isan TPULIEHKO?, imutpo HIKO,IA?
! Kuiscoruii

mexnonoz2iu ma ouzauny, Kuis, Ykpaina
2 AT « YKPCUBBAHK», Kuis, Ykpaina.

HAYIOHATbHUU YHI8epcumem

KoHBepcii. JloBeaeHo, IO Ha KOHBEPCIIO
€JIEKTPOHHOTO Oi3HeCy BIUIMBAIOTh BapTiCTh,
CE30HHICTh, KOHKYPEHTH TOIIO, aji¢ aHaJTITHKa
BIUIMBAE JIMIIE Ha peKIaMHUK Tpadik Ta
iHTepdeiic  caiity. B poboti  pozaineHo
3aBJaHHs BeO-aHANTHKU Ha JBI TPynw I

BUpINICHHS  KOHKpETHOI  mpobiemMu  Ta
HACKpi3HAa aHaJiTHKa. BumiieHo OCHOBHI
KOMITOHEHTH CHCTeMH HaCKpi3HOT
MapKETHHTOBO1 IHTEpHET-aHATI THKH Ta
JIOBEJICHO, IO HAaCKpi3Ha aHAIITHKa — IIe
cuctemMa, W0 JIO3BOJSIE  TpOaHai3yBaTH

e(eKTUBHICTh pEKJIaMH Ha OCHOBI BEJIMKOTO
nyly JaHuX: JpKepella peKJIaMH, COIialIbHO-
JneMorpagiuHuil MopTPeT KOPUCTYyBaya, HMUISXU
no caifry Tomo y 3B's3ky 3 CRM-cucremoro.
Hackpizna  aHamiTHKa  Ja€  MOMKJIMBICTh
HOTJITHYTH Ha PEKJIAMHY KaMIIaHIIO0 3arajioM,
BU3HAYUTH €(PEKTHBHICTh OKPEMHUX PEKIAMHHUX
JOKEepeN Ta TONIYKOBUX ¢pa3 Ta, BiAMOBIIHO,
OTITUMI3YBaTH BCIO BUPBY MPOIAKIB.

BucnoBkmn. Ciig 3a3Hauntv, 110 0a30Bi
KOMIIOHEHTH HACKPI3HOI aHaJliTUKH, TMepeltiK
eTarliB i aHaJi30BaHi JaHi OyayTh 3MiHIOBATUCS
miJi KOHKPETHI TEOpeTHYHI YW MPaKTUYHI
3aBfaHHsa.  Jlng  peamizamii  mpakTUYHUX
3aBlaHb, HA CKJIAJ NPSAMHUHA BIUIMB HAJa€ HE
TIJTBKY THIT KOMITaHIi Ta PUHOK, Ha SIKOMY BOHA

mpamroe, ane 1 il po3mip Ta crnemudika
MapKETHHTOBOI  1H()OPMaIiHHO-TEXHOIOTYHOT
apxXiTeKTypH, IO CKJajacsi. Briodaroun

CTPYKTYpY BIAJUTY MapKeTUHTY, 1H(pOpMaIiiiHi
CUCTEMH, OHJIAH-CEepBICHU Ta JKepena Tpadiky,
a TaKOX CTPYKTYpPY CalTiB KOMIMaHIi.

Kurouosi caoBa: inrepHer-mapketunr; WEB-
aHaJiTUKA;, Ji/pKUTai3alis Oi3Hecy; BOpPOHKA
MPOaKiB; KOHBEPCIi.
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Statement of the problem and its connection to important scientific
and practical tasks. The growing competition forces companies to search for
new methods to increase the effectiveness of marketing, including Internet
marketing as a crucial element of the marketing system. Often the auction
principle of forming the cost of advertising and reducing the time that the
consumer is willing to spend on contact with advertising, leads to an increase in
the cost of advertising. For example, contextual advertising, as the most widely
used advertising channel, having a specific pricing method based on the auction
mechanics, is becoming more expensive every year due to the above-mentioned
reasons. The constant growth of activity using business marketing, and the trend
over the past few years to redistribute marketing budgets in favor of Internet
marketing, has increased competition among advertisers. And the increase in the
volume of marketing influence on consumers, as already mentioned above,
makes the latter become less receptive to the communication activities of the
business. F. Kotler, describing modern markets, noted that the theory of
turbulence is applicable to them: the modern economy is an economy of chaos
(Kotler and Li, 2008). Continuing this metaphor in connection with marketing
information, we can say that in Internet marketing every company seeks to show
its advantages even more aggressively (persistently) than in traditional
marketing. The overall chaotic nature of the Internet increases turbulence, so the
quality of content and timely analysis of marketing information is extremely
important in today's environment. In case a company cannot increase its
marketing costs, the most rational solution might be to optimize costs with the
help of end-to-end analytics. This factor determines the relevance of this study
and its necessity for modern business in today's realities.

Analysis of recent publications on the problem. The information
specificity of modern marketing is perfectly disclosed through the introduction
of the methodology of inbound web-marketing by foreign researchers
B. Halligan and D. Shah. Approaches to the study of Internet marketing activity
are well disclosed by such foreign scientists as J.R. Saura, P. Palos-Sanchez,
L.M. Cerda-Suarez, etc. Studies of specifics of marketing activity of small
business enterprises are considered on the basis of works of such foreign
researchers as J.K. Levinson, P.Henley, E.Reece, D.Jobber, J. Lancaster.
N.V. Kirichenko, L.A. Aleshchenko, L. Turchin, V. Ostroverkhov, M. Kvita and
others. However, despite the many studies in the field of Internet marketing, the
field of end-to-end analytics remains poorly understood and requires further
genuine research.

The purpose of this article is to investigate the specifics of organizing an
end-to-end marketing Internet analytics system.

Statement of the main results and purposes. One of the in-demand
management mechanisms today aimed at improving the efficiency of sales and
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promoting products on the market is Internet marketing, which involves the use
of a personalized approach to the potential consumer. Internet marketing
includes the following elements:

1. Strategy and goals serve as an important element in building a system for
attracting customers through the Internet and implementing effective Internet
marketing into your business.

2. A site on the Internet is, for example, a company website, a page in
directories and portals, a profile in various communities and exchanges —
everything where the potential audience will be attracted in the future.

Traffic generation is the attraction of visitors to the website (Internet
resource) or landing page.

4. Lead generation is the activity of attracting traffic and converting it into
leads (potential customer requests). Lead generation presupposes some target
action by the visitor of the site. Target action is a call, an application in the
contact form, registration on the site, etc. Basically, everything that makes it
possible to continue to communicate with the potential client.

5. Customer generation is "turning visitors into customers.” In other words,
making a sale or closing a deal. In this, depending on the type of business, it is
no longer the Internet marketing, but the sales department that is largely
involved.

Sometimes this happens smoothly, almost without lead generation, and
sometimes you need "lead management", for example working with potential
customers — this is precisely the function of the aforementioned sales
department.

Effective use of Internet marketing is only possible if advanced
technologies are added to its mix to develop a competitive strategy. With the
development of digital technology, the following elements have been added by
Internet marketing experts:

1. Digital sales funnel — principle of distribution of clients on stages of
sales process from the first contact up to fulfillment of the target action
(Borovyk et al., 2016).

2. Search engine optimization — a complex of measures on the internal and
external development of the site to raise the position of the resource in the
results of search engines for certain user queries in order to increase network
traffic, the number of potential customers and further generate income (Jobber
and Lancaster, 2015).

3. Web-analytics is the collection and analysis of statistical data on visits
and visitors to the site in order to improve and optimize the web resource and
ongoing advertising campaigns (Ganushchak-Efimenko et al., 2018).

Web-analytics site is an analysis of user behavior in order to increase
conversions. The task of web analytics is to work with the sales funnel (Fig. 1):
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optimizing each stage of the sales funnel and increasing conversions. According
to M. Borovyk, end-to-end analytics is "analyzing the effectiveness of
advertising campaigns based on sales data by tracking each customer through
the entire sales funnel” (Borovyk et al., 2016). A sales funnel is a visual
representation of the movement of a potential customer of a company from first
contact with the company to the purchase of a product or service. The name
"funnel™ is not accidental, the fact is that the sales funnel is traditionally
depicted as an upside down triangle. New customer requests go to the wide part
of the funnel, then, passing through the stages of treatment of the request
(consultation, measurement, cost calculation, sending a commercial offer), some
customers, for whatever reason, decide not to cooperate with the company,
visually this flow of customers appears narrowing of the funnel. The company's
clients come from the bottom of the funnel. That is, those companies and
individuals who have successfully passed all stages of the funnel, made a
positive decision regarding cooperation, and purchased the company's products
or services. The specific stages of the sales funnel depend on the specifics of the
company and how sales are organized in it.

Extended
audience

Retargeting

Source: suggested by the author.
Figure 1. Process optimization of each stage of the sales
funnel and increase in conversion

Website conversion is affected by price, seasonality, competitors, etc., but
analytics affects only advertising traffic and the interface of the site.
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Let's divide web analytics tasks into two groups:

1. Solving a specific problem. Suppose there is a unique product at the best
price, but there are no sales from the site. The task of analytics — to understand
and solve the problem of lack of sales.

2. End-to-end analytics — a system that allows you to analyze the
effectiveness of advertising based on a large pool of data: advertising sources,
user socio-demographic profile, the path to the site, etc. in conjunction with the
CRM-system. End-to-end analytics makes it possible to look at an advertising
campaign as a whole, determine the effectiveness of individual advertising
sources and search phrases and, accordingly, optimize the entire sales funnel.

Large companies such as private medical clinics, automotive retailers, and
developers and real estate developers were among the first to implement end-to-
end analytics. In these market segments, marketing budgets are huge, while the
cost of attracting a lead (application) is often high. That is why it is important
for them to understand which communication channel brings them the most
clients (Jobber and Lancaster, 2015).

There is no clear date in the world when the system of end-to-end analytics
appeared. The process was gradual, solving problems for businesses over a
period of 10 years (Halligan, 2015).

In the early 2010s, entrepreneurs began looking for a service that would tie
together all the advertising, marketing, and business metrics. And enterprising
people, catching the market demand, took the idea and began to monetize it.
This is how the first end-to-end analytics systems emerged.

However, in 2013, end-to-end analytics was only talked about at
conferences. They only started implementing it a couple of years ago. By now it
has become quite clear that in almost 100% of cases the use of end-to-end
analytics helps reduce advertising costs and the cost of attracting a client.

End-to-end analytics is a system or method that allows to analyze the path
of the client "through" the sales funnel. And it means linking the stages that are
difficult to connect (Galaka and Kvit, 2021).

Overseas it is customary to call end-to-end analytics "Big Data Analytics",
and marketing management using the integration of information systems and
data analysis "Big Data-Driven marketing” and include in this term the
collection, processing and analysis of marketing information to increase the
effectiveness of marketing (Ganushchak-Efimenko et al., 2018).

Such a system should be able to produce a chronology of customer touches
to the brand at all brand-controlled points.

Example work:

1. A click on a contextual advertisement (information about the click and
the write-off of the advertising budget for that click is entered into the database);
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2. Logging into the website with UTM advertising tags (UTM tags allow
you to track which named ad or source was clicked from);

3. Call (through call-tracking service, the call details from the UTM tag
goes to the CRM database, where all the orders are generated);

4. Order (information is inserted into the client's CRM card);

5. Transaction and statuses (information is inserted to the client card in
CRM) (Jobber and Lancaster, 2015).

In the example we can call a full-fledged end-to-end analytics system,
which can give out in a single profile the whole chronology from step 1 to step
5.

Despite the fact that the service allows you to significantly save the
advertising budget and intelligently distribute cash flow, many businessmen
have doubts about how much the tool is needed specifically for their company.

What kind of companies are suitable for this tool:

- Large companies:

Large companies were among the first to implement end-to-end analytics —
private medical clinics, automotive retailers, as well as developers and real
estate developers. In these market segments, marketing budgets are enormous,
while the cost of attracting a lead (application) is often high. That is why it is
important for them to understand which communication channel brings them the
most clients (www.statista.com).

In addition, large enterprises aggregate large data, which cannot be
analyzed qualitatively without the help of a machine.

For example, a private medical clinic, thanks to the implementation of end-
to-end analytics, has reduced the cost of a call by more than half, and increased
the number of patients by three times.

- Companies with a wide sales funnel:

When a person takes a long time to make a purchase decision, they go
through many steps in the sales funnel, and each one can be the last. End-to-end
analytics allows you to analyze customer behavior at every stage, from the time
a customer searches for a relevant offer to the time he or she makes a decision.
This, in turn, allows companies to work through problematic areas in the most
detailed way.

For example, after implementation of the end-to-end analytics service one
of the major players in the real estate market was able to reduce the cost of the
call by 33%, while maintaining the flow of calls from potential customers. In
this case, the tool helped to identify ineffective advertising platform, choose
another communication channel, conduct remarketing and retargeting, as well as
expand the semantics of the search query.

- To small businesses:
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It's a mistake to think that the need for end-to-end analytics is exclusive to
large businesses.

Small companies need such a tool just as much, if not more. In particular,
due to limited marketing budgets, which must be spent as effectively as possible.

Globally, all tools are divided into three types:

1. The work with the identification of the client, tracking.

2. Transferring data in the right form to the right systems.

3. Data storage and processing.

Google Analytics systems are used to identify users intents.

You can use call-tracking service to track the source of each call in almost
any company, which provides BATS (virtual automated telephone exchange)
services.

Further via integration via API all data goes into a single CRM system,
which collects all information about customers. CRM — Customer Relationship
Management — customer relationship management system.

Thus, we receive in one service all information about the path of the client,
which he had gone through before making or importantly, not making an order.
Based on the statistics and empirical data, the company can make different
decisions to optimize advertising sources, namely, to change the advertising
channel or to improve its performance, change the structure of the site or to
change the unique selling proposition.

The following problems of implementation of end-to-end analytics can be
singled out:

1. No understanding of the mechanics of end-to-end analytics services
Client ID, counter, multi-channel sequences, attribution — not everyone
understands what this is and why. As a consequence, unreasonable expectations
arise.

2. No understanding of the meaning of UTM tags.

Despite the simplicity of the problem, almost everyone has it. Most
companies don't understand the importance of using UTM tags in links in ads.
And it is these "tails" in the links that convey very important input information
about the potential client who clicked on the ad to the landing page.

3. No understanding of why call-tracking is needed.

The main problem is that the call-tracking works in such a way that each
new visitor to the site is assigned a unique phone number, which is forwarded by
BATS to the main number after the call. Thanks to this method, information
about UTM enters the system.
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Figure 2. Main components of the end-to-end marketing
web-analytics system

Arrows indicate the direction of information flow.

Conclusions and prospects for further research. It should be noted that
the figure shows only the basic components of the system, the list of steps and
analyzed data will vary under specific theoretical or practical problems. For the
realization of practical tasks, the composition is directly influenced not only by
the type of company and market in which it operates, but also by its size and
specificity of the existing marketing information-technological architecture.
Including the structure of the marketing department, information systems, used
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online services and traffic sources, as well as the structure of the company's
sites.
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