IHOJITABCHKA INOJIITEXHIKA

S3bIPHUK MATEPIAJIIB

77-1 HAYKOBOiI KOH®EPEHIII IPO®ECOPIB,
BUKJJTAJAYIB, HAYKOBHUX IIPAIIIBHUKIB,
ACIIIPAHTIB TA CTYAEHTIB YHIBEPCUTETY



BITHOBJICHHS ~ MIANPUEMCTB, IHHOBAIlIMHIN THYYKOCTI Ta  3aJIy4YCHHIO
aIbTepHATUBHUX JKepel (iHaHCYBaHHS.

OTxe, 3aCTOCYBaHHS CHCTEMHOTO ITIIXOMy JO OI[IHIOBAHHS ITOTEHITIATY
KOHKYPEHTOCTIPOMOXHOCTI J1a€ 3MOTY MiJBUIIUTH €(EKTUBHICTh CTPATET1YHOTO
yHOpaBiiHHS, 3a0€3MEYUTH CBO€YACHE pearyBaHHsS Ha 30BHINIHI BHUKJIMKH Ta
copMyBaTH YMOBH JIsl CTAJIOTO PO3BUTKY MiJIPUEMCTBA.

Jlimepamypa:

1. KonkypenmocnpomoosicHicme nionpuemcmea: naguanvhuti nocionux / I.A. Imumpics,
IM. Kupuama, O.M. lllepwentox. X.: @OII bposin O.B., 2020. 340 c.

2. Jlecvkis I. 3., ®panuyk B. I, Jlesxie I. A., [lobera B. B. VYnpaeninus
KOHKYPEHMOCAPOMONCHICMIO NIONpUEMCMEA @ Has4yanbHuul nocionux. Jlveie : Jlbsiscvkuti
Oeporcasrull yHieepcumem eHympiwHix cnpas, 2022. 220 c.

3. Xomax O. Bnaus eocnHo2o cmamy HA KOHKYPEHMOCHPOMOICHICMb VKPAIHCbKUX
nionpuemcms. bisnec Ingpopm. 2022. Nell. C. 22-28.

4. Ilseyv I.I. KoHKYPEeHMOCNPOMOICHICMb NIONPUEMCMBA: CYYACHUU CMAH i
nepcnekmusu. Mapkemune i meneoxcmenm innosayiu. 2024. Ne3. C. 108—-117.

UDC 339: 138

K. Chichulina, PhD in Technical Sciences, Associate Professor,
National University

«Yuri Kondratyuk Poltava Polytechnicy

B. Bauchadze, PhD, Academic Doctor of Business Management,
Shota Rustaveli Batumi State University, Georgia

SMM STRATEGY: GOALS AND SUCCESS METRICS

Social media has become an integral part of marketing. Developing an
effective SMM strategy requires clear planning. It is important to define goals
and metrics to measure success. This document will help you in this process.
Audience and competitor analysis presented in the figure 1. The role of
marketing metrics in social media is presented in [1].

Fig.1. Audience and competitor analysis
SMART goals for an SMM campaign are:
1) Specificity. Goals should be clear. What do you want to achieve?
2) Dimensionality. How will you measure success?
3) Attainability. Goals must be realistic.
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4) Topicality. Goals should be relevant to your business.
5) Time constraints. Set deadlines for achieving goals.
In the process, you can choose any social platform (Fig.2).

Choice of social platforms

f in|

Facebook Instagram LinkedIn

The largest social network Visual platform. Ideal for Professional network
in the world. Suitable for a brands with an emphasis Suitable for B2B and

wide audience. on photos and videos. employee search.

L 4

Twitter

News platform. Suitable for quick

information exchange.

Fig.2. Choice of social platforms

We can also form a content plan and strategy:

1. Content topics. Identify topics that interest your audience.

2. Content formats. Use different formats: text, images, videos.

3. Schedule of publications. Plan your posts in advance. Be consistent.
4. Interaction with the audience. Respond to comments and questions.
Figure 3 shows SMM strategy optimization.

Data analysis

Regularly analyze the collected data.

Testing

Conduct A/B testing of content.

Adjustment

Make changes based on results.

Optimize your SMM strategy. Adapt to changing trends. Constantly improve your results.

Fig. 3 SMM strategy optimization

The next steps are to determine conclusions and next steps (Fig. 4)
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Key metrics Analysis of results

Reach, engagement, traffic, Evaluate the results achieved.

conversions

Further actions

Develop a plan for the future.

Defining goals and metrics is important. Analyzing your audience and
competitors is essential. Optimizing your strategy is the key to
success.

Fig.4. Conclusions and next steps
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ONEPAIIAHA JIAJBHICTD NOJTABCHKOI'O KATII-1628
Y KOHTEKCTI CTAJIOI'O PO3BUTKY MICBKOI
IHOPACTPYKTYPH

OmnepariiiHa  JISIBHICTh ~ KOMYHAIBHUX — TIANPHEMCTB,  30KpeMa
[TonraBchkoro  KATII-1628, posrismaeTrbess  SK — KIIOYOBHH  (pakTop
3a0€3MeUEHHsI CTAJIOr0 PO3BUTKY MICHKO1 1H(pacTpyKTypu. B KOHTEKCTI Teopii
YIPaBJIHHS CKJIAJHUMH COIiaJbHO-€KOHOMIYHUMHU CHUCTEMaMHU, MiJANPUEMCTBO
BUKOHY€E CTPATET1vyHO BaXJIMBI (DYHKIIi, CIPSIMOBaHI Ha MiATPUMKY TOMEOCTa3y
MICBKOTO cepenoBuilia. Jlo OCHOBHHMX ONEpalifHUX MPOLECIB HaJIeKATh:
JIOTICTMKA BHUBE3€HHS TBEPAMX MOOYTOBUX BIAXOMIB, KOMIUIEKCHE yTPHUMAaHHS
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