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USING INTERNET MARKETING TO INCREASE WEBSITE CONVERSION:
CHALLENGES OF EFFECTIVENESS OF DIFFERENT TOOLS AND
TECHNIQUES



O. B. Haeopmna,
K. €. H., 00YyeHm , 00YeHm Kagpeopu mMapremuray ma MidCHapoOHOI mopeisii,
Hayionanvnuii ynieepcumem biopecypcis i npupoookopucmyeanus Yxkpainu
H. B. Makozonuyk,

K. neo. H., 00YeHm, Cmapuiuli UKIA0ay Kageopu ncuxonoeii, nedazociku ma coyiaibHo-
eKOHOMIYHUX oucyuniin, Hayionanena axkademis /lepocasHoi npukopOoHHOI cysrcou
Ykpainu imeni b. Xmenovnuyvrxozo
T. €. Yebanosa,

K. e. H., 00yeHm, 00YeHm Kapeopu NiONPUEMHUYMBA MA MYPUSMY,
Oo0ecbKuill HayioHALHUL MOPCLKULL YHIGEpCUmem
O. B. I'aspuneypy,

K. e. H., 00yeHm, 0oyeHm Kageopu 00Ky | 0NOOAMKYBAHHSA MA MAPKEMUH2Y,

Myxkauiscbkuii OeparcasHull yHisepcumem

BUKOPUCTAHHSA IHTEPHET-MAPKETHUHI'Y JJIS 361JIBIIEHHA
KOHBEPCII CAUTY: IPOBJEMUA E®EKTUBHOCTI PI3HUX
IHCTPYMEHTIB TA TEXHIK

Bce o6invw nowupenum ssuwem 6 niosuujenui egexmusHocmi 0OizHecy cmae
npoyec onmumizayii eedcatimy 05 3a0e3neyerHs MaKCUMAaIbHOI KOHEepCii 8i08i0y8auie
caumieg y Knieumie abo noxynyie. Lle 3ymosnene ii beanocepeOHim 6NAUBOM HA OUHAMIKY
obopomis, npudbymKié KOMNAHIi ma HA NIOMPUMKY O00820CMPOKOBUX BIOHOCUH 31
cnodcusadamu. lnmeprem-mapremune modice 6e3nocepedHbo NaUeamu Ha 8iOHOULEHHS
MidHC KITbKICmIO 8i08I0y8auie caumy, SKI 3a1y4aromsbcs 00 6UKOHAHHS YLib0ogoi 0ii, ma
3aeanbHol0  KinbKicmio 6iogioyeauie caumy. Ilpome,  pisenv enaugy Iumepnem-
Mapkemunzy ma uo2o CnpsAMO8aHICMb OONYCKAOMb 3HAYHY NOIAPHICMb Pe3yibmamis,
3YMOBIEHY OOCACHYMUM piBHeM eheKmusHOCmi 0OpaHux IHCMPYMeHmie ma MexHIK
npocysants caumy 6 Inmepuemi, 30kpema ocobausocmetl ix 0ii Ha KoHgepcir. Biomak,
cmamms CHpAMOBAHA HA OOCHIONCEHH 0COOAUBOCMEl GUKOPUCMAHHS [HMepHem-

MapxemuHney O 30inbuleHHss KOHeepcii caumy ma idenmuikayito npoobaem



eheKkmusHocmi pizHUX HCMpyMeHmie ma mexHik. 3a pe3yrbmamamu O0O0CHIOHNCEHHS
006€0eH0, W0 pe3ylbmamusHiCms KOHBepCii catimy gopmyemsbcs quue 3a NOEOHAHHS
AKICHOI  IHCMPYMEHMANbHOI ma MexXHOJNO2IYHOI OCHOBU  IHMEPHem-MapKemuHay.
Oounouacho, came nompeba y maxii pe3y1bmamueHoOCmi € KI0408UM (haKmopom, KUl
Gdopmye 0080 WUPOKY NPOOIEMAMUKY, NO8 S3aHY 13 3ACMOCYBAHHAM [HCMPYMEHMIE |
MexHiK, Wo € 0a308uUMU eleMeHmamu, sKi @opmyroms o3HaueHy ochogy. Illpu
00CNIOJICeHHI  36epHEHO  y8acy Ha me, WO OCHOBHOK  NPOONEMON  WOOO
IHCMPYMEHMANbHOI OCHOBU THMEpHem-MapKemunzy 07151 3011bUeH s KOHGEPCii caimy €
KOpeKmuutl 000ip naamgopm, cepsicie ma peKIamMHux Kauauie, sKi 30amui
3abe3nedumu BUCOKULL PiBeHb 3ANYYEHHs ma 30epediceHHs KIIEHMI8 4epe3 GHeCeHMHs
Hanawmyseans ma Kopuaysams y Hux. Ilpu eubopi nnamgopmu, cepgicy abo peknamHozo
KaHany HeobXiOHO epaxosysamu cneyughixy Oisnecy ma 1io2o yiibosy ayoumopitro. Ilpu
O00CNIOJCeHHI  MeXHIK IHmepHem-MapKkemuney HeoOXiOHO po3engoamu  mi, wo
CNPAMOBAHI HA KOHBEpPCilo caumy, a came HA KOpuly8amusi Oill IHCMPYMeHmis
iHmepnem-mapkemun2y. /{ogedeno, w0 OCHOB8HOI NpobIeMOl0 MeXHON02IUHOI OCHOBU
IHmepHem-mapkemuHnzy Oisi 30LbUleHHs KOHeepcii catimy € 000ip maxkux mexHik ma
nputiomie, AKi 30amHi 3a0e3nedyumu BUCOKY WBUOKICMb 3A8AHMANCEHHA CAllmYy,
a0anmueHicmo, sAKICMb KOHMeEHmYy, Je2Kicmb Hagieayii ma @QYHKYIOHAIbHICMb.
Koncmamosano, wo nuwe noconanms sAKiCHOI IHCMPYMEHMANbHOI MaA MeXHON02IYHOT

OCHOBU 30amHI 3a0e3neyumu 8UCOK) pe3ybmMamueHicmb KOHEEpCii caumy.

An increasingly common phenomenon in improving business efficiency of
optimizing a website to ensure maximum conversion of website visitors into customers
or buyers. This is driven by its direct impact on the dynamics of a company's turnover,
profits, and the maintenance of long-term relationships with customers. Internet
marketing can directly influence the relationship between the number of websites
visitors attracted to perform a specific action and the overall number of website
visitors. However, the level of impact of Internet marketing and its direction can result
in significant polarity of results, depending on the achieved level of effectiveness of the

chosen tools and techniques for a website promotion on the Internet, including their



specific effects on conversion. Therefore, the article aims to investigate the peculiarities
of using Internet marketing to increase website conversion and to identify problems in
the effectiveness of different tools and techniques. The study results show that the
effectiveness of website conversion is formed only by the combination of a high-quality
instrumental and technological core of Internet marketing. At the same time, the need
for such effects is a key factor that shapes a fairly broad range of issues related to the
application of tools and techniques that are basic elements forming the mentioned core.
During the research, attention was paid to the fact that the main problem with the
instrumental core of Internet marketing for increasing website conversion is the correct
selection of platforms, services, and advertising channels that can ensure a high level of
customer acquisition and retention through settings and adjustments made to them.
When choosing a platform, service, or advertising channel, it is necessary to consider
the specifics of the business and its target audience. In researching Internet marketing
techniques, it is important to consider aimed of website conversion, specifically
adjusting the actions of Internet marketing tools. It has been proven that the main
problem with the technological core of Internet marketing for increasing website
conversion is selecting techniques and methods that can ensure high website loading
speed, adaptability, content quality, ease of navigation, and functionality. It has been
noted that only a combination of the high-quality instrumental and technological core

can ensure high website conversion performance.

Knwuosi cnosa: rxommexkcmuna pexkiama; coyianvbii meoia-Kamnawii; 6eo-
ananimuxa, A/B-mecmysanus, n1eHOiHe; pe3yIbmamueHicme.
Key words: contextual advertising, social media campaigns; web analytics;, A/B

testing; landing; effectiveness.

Target setting. An increasingly common practice for improving business
efficiency is the process of optimizing a website to ensure maximum conversion of
website visitors into customers or buyers (or the so-called website conversion practice).

This is due to its direct impact on the dynamics of turnover, company profits, and the



maintenance of long-term relationships with customers. Internet marketing is capable of
directly influencing the ratio of website visitors who are attracted to perform a targeted
action (which may include purchasing a product, filling out a pre-order or feedback
form, subscribing to a newsletter) to the total number of website visitors. However, the
level of influence and direction of internet marketing is a category that allows for
significant polarity of results, which is determined by the achieved level of effectiveness
of the selected tools and techniques for promoting the website online, including their
particular impact on conversion rates. Each of the applied tools and techniques not only
has unique application features that allow for different results regarding website
conversion but also creates various challenges in converting visitors into customers or
buyers, the scope of which is quite broad and requires comprehensive research.
Therefore, within the scope of the study, researchers have examined not the practice of
website conversion (since understanding of this process is established), but rather the
process specific to this practice of using various techniques and tools that are capable of
adjusting the behavior of website visitors and influencing their conversion into
customers or buyers.

Analysis of research and publications. Issues related to the development of
internet marketing and the peculiarities of creating websites are the subject of study for
such researchers as Holysheva Y.O., Kyrychenko T.V., Kovalenko Ya.A. [2], D'yachuk
I. [2], Zatsna L. [3], Kholodny H.A. [4], and others. However, despite previous
research, there are a number of issues and drawbacks that require further refinement,
including: undefined issues of internet marketing tools (based on their communicative
essence); undefined nature of the action and specificity of using internet marketing tools
to increase website conversion; undefined specificity of the impact of internet marketing
techniques on its tools; undefined issues of using internet marketing tools (based on
their optionality).

The wording of the purposes of article. The aim of the article is to investigate the
peculiarities of using Internet marketing to increase website conversion, aimed at

identifying issues related to the effectiveness of various tools and techniques.



The paper main body with full reasoning of academic results. The use of
Internet marketing to increase website conversion involves a significant variability of
tools and techniques that help attract and retain customers on the website, as well as a
diverse nature of their actions and specificity (in terms of how they work). The authors
distinguish between tools and techniques because their relationship and interaction
create different issues related to the effectiveness of website conversion (determined by
how successfully the website converts visitors into customers or temporarily interested
users). So, within the study, the authors approach the understanding of Internet
marketing tools based on their communicative essence (provided by various platforms,
services, and advertising channels used to attract and retain customers), which manifests
itself through the nature of their actions and specificity of their usage.

It should be noted that according to the stated logic, among the main tools of
Internet marketing, the following are distinguished: contextual advertising, social media
campaigns, email marketing, video advertising, and retargeting. These outlined tools are
not exhaustive but focus on the nature of their actions and terms of usage specificity
formalization. The presence of these elements allows concluding that there is significant
variability in the ultimate level of website conversion generated by the properties of
these elements (Table 1).

Based on the given information, it is evident that the existing variability is caused
by the difference in the instrumental core for converting website visitors into customers
or buyers. Internet marketing tools can attract attention to a product or service, retain
customer attention, encourage repeat purchases, track visitor behavior on the website,

and collect data on their interests in products or services.



Table 1. Results of formalizing the nature of action and specificity in the use of

Internet marketing tools to increase website conversion.

Internet Formalization of the | Formalization of The instrumental core of converting

marketing nature of the tool's specificity, use of website visitors into clients or

tool action* tool. customers.

Contextual Communicates with | The communication | Allows to draw the attention of a

advertising website visitors in process is initiated by | specific group of users (searching
accordance with its | the keywords that | for them on the Internet) to the
context. users enter in the | product or service offered by the

search engine. company. However, the level of
reach depends on the number of
searches for keywords in the search
engine and the ability to bypass
blockers.

Social media | Communicates with | The communication | Allows to draw attention to a

campaigns website visitors via | process is initiated | company's product or service.
social media through communities | Oversaturation of advertising on
platforms where businesses can | social media can lead to a

interact with | campaign's effectiveness decrease.
consumers.

Email- Communicates with | The communication | Allows to retain customers' attention

mailing website visitors process is initiated | and encourage repeat purchases.
through email. through personalized | However, such emails are often

messages to | perceived as annoying spam lists.
customers.

Video Communicates with | The communication | Allows for the promotion of a

advertisement | website visitors process is initiated | product or service. However, it can
through video through effective and | be a costly marketing tool that does
content hosted on memorable not always  guarantee  high
various video advertising conversion rates due to the
hosting platforms campaigns. possibility of customers skipping or

blocking ads wusing ad-blocker
programs.

Retargeting Communicates with | The communication | Allows tracking visitor behavior on
website visitors process is initiated | a website and collecting data on
through targeted through  displaying | their interest in products or services.
advertising sessions. | advertisements to | However, the tool can be perceived

users who have a | as intrusive advertising.
high likelihood of
making a purchase.

Note:

* Is directed by the action of various internet marketing techniques.

Source: Formulated by the authors based on [1; 5-6].

However, this only happens if a quality instrumental core for converting visitors
into customers or buyers has been formed.

A quality instrumental core should be built on the ability of these tools to interact
with the consumer to the widest possible extent and to convey a communicative
message about the product or service, taking into account the principles of intelligent

communication. According to modern research, the quality of the instrumental core is



formed by specific characteristics, the presence of which contributes to the highest level
of website conversion. These characteristics are outlined and generally systematized in

Figure 1.

Specifics of changes in the core: minimization
of the impact of ad-blockers and a restricted list
of keywords in the search engine

Action features: accuracy of selecting keywords,
audience coverage breadth, budget optimization,
and ad impressions

Features of action: focus on social networks | Specifics of changes in the core: algorithms of
with the largest active user base, detailed | interaction with consumers, which can be
configuration of communities, and a variety of | demanding regarding the amount of advertising
communication formats they see in their feeds

emMﬁng

Features of action: automatic mailing that
depends on the actions or behavior of website
visitors, mailing personalization, targeting a
highly interested audience in the product or

service
A4

Specifics of changes in the core: minimizing the
risk of identification of mailing as spam lists

Features of action: conveying key information
about a product or service; grabbing attention
with visual effects and sound; wide coverage;
increasing customer trust

Specifics of changes in the core: minimizing the
risk of identification as spam lists

y

Features of action: focus on customers who have
shown interest in the product or service;
personalized display of advertising; maximum
value of information for customers

Specifics of changes in the core: application of
advertising display algorithms that prevent it
from being qualified as annoying ads or a
violation of website visitors' privacy

Figure 1. Features of the instrumental core that contribute to the highest level of

website conversion.

Source: Formulated by the authors based on [1; 5-6].
Based on Figure 1, it is evident that the tools form the instrumental core of Internet
marketing, characterized by a significant abstraction regarding the nature of its activities
and the way used it. Given this abstraction, the characteristics of the instrumental core

that contribute to the highest level of website conversion from visitors to customers or



buyers should be directed by the action of various techniques. However, these
characteristics can generally be systematized into two groups:
1. Internet marketing tools should maximize their positive features to attract
customers' attention, retain their interest, and encourage repeat purchases.

So contextual advertising should provide:

1) accuracy in selecting keywords (which allows for achieving high conversion
rates);

2) audience coverage (by displaying on multiple websites that work with
advertising networks);

3) optimization of the budget and ad displays on selected websites or their sections.

Social media campaigns should provide:

1) attracting a large audience (focusing on social networks with the most active
users);

2) detailed community settings (based on the interests, behaviors, and
characteristics of the target audience);

3) communication formats (with priority given to content that uses the different
formats of interaction with consumers such as discussions, likes, reposts, comments,
etc.).

Email-mailing should ensure:

1) setting up automatic mailings (which depend on the actions or behavior of
website visitors);

2) personalization of messages (focusing on integrating personal data of website
visitors into the messages);

3) selectivity (mailings should reach precisely the target audience with a high level
of interest in the product or service).

Video advertising on different platforms should provide:

1) conveying essential information about the product or service (the video content
should demonstrate the product or service in action);

2) drawing the customer's attention through visual and sound effects (the video

content should evoke emotions and positive feelings in the customer);



3) coverage (by placing the video content on various video hosting sites with the
highest number of visitors);

4) increasing customer trust (the video content should help minimize the
probability of refusal to purchase).

Retargeting should provide:

1) identifying customers who have shown interest in the product or service
(which should help reduce advertising costs);

2) personalizing advertising display sessions (which should improve customer
interaction and engagement);

3) maximizing the value of information for customers (advertising display
sessions should be focused on website visitors who are already familiar with the product
or service but have not made a purchase).

2. Internet marketing tools should be characterized by a minimal set of negative
features that could potentially deter customers and hinder repeat purchases.

Contextual advertising should take into account the possibility of ad blockers and
limited keyword selection in search engines. To minimize the impact of these
drawbacks, it is important for companies to:

1) carefully select keywords that match the context of the ad to ensure its relevance
and informativeness;

2) use ad networks that ensure ad delivery to the audience despite the use of ad
blockers;

3) consider recommendations provided by relevant ad providers (for example,
Google Ads provides recommendations on selecting keywords to avoid ad blocking by
ad blocker programs).

Social media campaigns should take into account algorithms of interaction with
consumers, who can be demanding in terms of the amount of advertising they see in
their feeds. Ad oversaturation can cause messages to become intrusive to users, leading
to them being ignored or blocked. To avoid this, it is important for social media

campaigns to [6]:



1) use communication formats that are not intrusive to users and do not come
across as forced advertising;

2) choose the right moment and time for advertising messages;

3) quickly respond to changes in the moods and interests of the audience.

Email-mailing should take into account the possibility of being identified as spam
lists. To minimize the impact of this drawback in internet marketing, companies need to
adhere to several rules:

1) collect legitimate emails that users provided by subscribing to the mailing list
(excluding emails received from third parties);

2) send relevant and interesting content;

3) provide unsubscribe options (including the unsubscribe option in each email, so
that subscribers can stop receiving emails if they are not interested in the content).

Video advertising should be created taking into account the possibility of skipping
or blocking by clients using ad-blocking programs. To reduce the possibility of the
company's video ads being skipped or blocked, internet marketing professionals should
consider [6]:

1) placing content on popular video platforms that have measures to combat ad
blockers;

2) using content formats that are less sensitive to ad blockers, such as native
advertising videos;

3) incorporating elements into the content that cannot be blocked by ad-blocking
programs, such as sound effects or animation elements (thus attracting user attention
even when ad blockers are in use).

Retargeting should be implemented in a way that is not perceived as spam or a
violation of visitors' privacy on websites. Specifically, it is recommended to regulate the
frequency of ad display sessions during a visitor's time on the site. To avoid a sense of
privacy violation, website visitors should be notified about the use of retargeting and
provided with the option to opt out of behavior tracking on the site.

The main challenge in terms of the instrumental basis of Internet marketing for

increasing website conversion is selecting platforms, services, and advertising channels



that can provide a high level of customer acquisition and retention through
configuration and adjustments. When choosing a platform, service, or advertising
channel, it is necessary to consider the specificities of the business and its target
audience.

Within the scope of the research, the authors delved into the understanding of
Internet marketing techniques aimed at website conversion by adjusting the actions of
Internet marketing tools. By the aforementioned content, it is noted that such techniques
manifest themselves through various methods and approaches, which allow for the
adjustment of the communicative essence of Internet marketing tools by focusing on
changes in website conversion rates (i.e., data on the conversion of visitors into
customers). For example, these techniques may include search engine optimization, web
analytics and A/B testing, landing page optimization, user interaction techniques, and
others.

These outlined techniques are not exhaustive, but through the formalization of their
inherent methods and approaches to adjusting the action of Internet marketing tools, it
can be concluded that they are highly optional (Table 2).

It should be noted that optionality can have different meanings depending on the
context. However, within the scope of the research, it is used to denote the
characteristics regarding the features of the technical basis of website conversion, which
is formed by a set of functions that can be included or excluded based on the content of
the available methods and approaches, as desired by the user. One example of
significant optionality in Internet marketing techniques is the choice of metrics for web
analytics. Depending on the goals of A/B testing, different metrics can be used, such as
time spent on site, number of page views, and so on. Additionally, various web
analytics tools can be used to collect data, such as Google Analytics, Adobe Analytics,
Piwik, etc., each with its unique features and capabilities. Another example of

optionality is the choice of format and content for advertising materials for landing

pages.



Table 2. Results of formalization of the peculiarities of the action of Internet

marketing techniques.

Techniques

Features of adjusting the action of
Internet marketing tools.

Main methods and
approaches of adjusting
the action of Internet
marketing tools

Technical core
of website
conversion.

Search
Engine
Optimization

It includes optimizing the content
and technical aspects of the website
to increase its ranking in search
engines. As a result, the website can
be better noticed by search engines
and receive more visitors from
organic search.

Establishing  keywords,
content optimization,
optimization of technical
aspects, backlinks, social
media, local Search
engine optimization.

Web
analytics

They are used to set up processes for
collecting and analyzing data on user
behavior on the website. These
techniques allow for determining
which pages of the website are of the
greatest interest to visitors, how they
interact with the content, and how
effective various elements of the
website are. This data can be used to
improve the website and increase its
conversion rate.

Setting up  analytical
systems, goal setting,
conversion tracking, sales
funnel construction,
audience  segmentation,
and user behavior
analysis.

A/B testing

They are used when two different
versions of the same element (such
as a page headline, button color,
form layout, etc.) are simultaneously
tested on the website, and their
results are compared. This allows for
determining which version is more
effective for conversion.

Defining success metrics,
selecting elements for
testing, splitting traffic,
collecting  data  and
analyzing results,
multivariate testing,
ongoing testing.

Landing

They are used for optimizing a
landing page that aims to attract
more visitors and convert them into
customers or subscribers.

Includes headlines,
descriptions, videos and
images, order forms, call-
to-action buttons, and
other design and content
clements.

User
interactions.

They are used to configure tools that
enable the website to interact with
visitors, providing them with a
convenient and enjoyable user
experience. This may include
notifications  about news and
promotions, the ability to comment
and rate products, the ability to
contact customer support, and more.

Includes feedback forms,
chatbots, surveys,
comments, social
interaction, user testing,
and personalized content.

Optionality
techniques of
internet
marketing,
which ensure the
selection and
combination of
various methods
and approaches
that affect the
number of
conversions on
the website.

Source: Formulated by the authors based on [2; 3; 6].

Depending on the audience and the goal of the landing, different advertising
formats can be used, such as videos, text ads, graphic banners, and so on. Additionally,
the advertisement content can consist of various elements, such as a headline,

subheading, text block, photo or video materials, "Buy" button, etc., which can be



edited and selected according to the user’s needs. So, the technical core of website
conversion is the optionality of Internet marketing techniques that determine the
combination of different methods and approaches that affect the number of site
conversions.

The characteristics of the optionality of the technical core of website conversion
can generally include:

1. Search engine optimization optionality (SEO) enables you to adjust the content
and operational aspects of a website using a set of techniques and approaches, including
identifying sets of keywords that describe the website's theme, search queries that users
enter into search engines, creating content for the website that attracts users' attention
and improves the website's ranking in search engines, using optimal technical solutions
to ensure fast website performance, obtaining high-quality backlinks to the website,
which increases the website's authority and ranking in search engines, using social
media to promote the website and increase its popularity and authority on the web,
promoting the website in search engines for local search queries, and using web
analytics to monitor and analyze website traffic, which helps identify issues and refine
the SEO strategy. Figure 2 defines the search engine optimization optionality, which

determines the content and technical aspects of website functioning.

Search Engine Optimization

optionality
. - Using 5 .

Defining Creatin Obtaining . . Promoting a Using

sets of || content f(;gr a || high-quality || Using optimal Wle 9 website in search || social
keywords website e itk technical analytic| | engines for local || media

— ‘ solutions \ ;* : search queries ‘

B - g —
— | 6]

[ |

Figure 2. Search engine optimization optionality (SEO) determines the content and

technical aspects of website functionality.

Note:

*Keyword optimization provides: (1) placement of keyword sets in the text, headings, meta tags, and other parts of the
website; (2) variation in keyword sets; (3) different means of attracting users' attention and improving the website's ranking
in search engines (text content, photo and video materials, infographics, blog articles, virtual tours, and other content
formats); (4) means of indexing website pages by search engines and improving their performance; (5) placement of links
to the website from other high-ranking websites; (6) use of social media; (7) use of search engines; (8) various means of
monitoring and analyzing traffic on the website.

Source: Formulated by the authors based on [1; 6].



2. The nature of web analytics optionality allows for the customization of data
collection and analysis processes regarding user behavior on the site, through sets of
techniques and approaches such as: installing analytical systems that allow for the
collection and analysis of visitor behavior on the site; setting goals that allow for
tracking actions that lead to the achievement of business objectives; tracking
conversions that allow for monitoring which traffic sources are most effective in
achieving business goals and optimizing advertising campaigns; building sales funnels
to track visitor steps on the path to conversion, which allows for understanding where
and why visitors are leaving; audience segmentation; and analyzing user behavior
(analyzing the use of site features).

3. A/B testing optionality allows for selecting website versions based on their
effectiveness in terms of conversion rates, and using this information in the future
through a set of techniques and approaches that involve [3; 4]: defining performance
metrics (necessary to determine success metrics); selecting elements of the website to be
tested; splitting traffic between website versions; collecting data and analyzing results
for each website version, comparing them to determine which version leads to better
results; continuously testing using optimization tools and constant testing to improve
website effectiveness; conducting multivariate testing with more than two website
versions tested simultaneously. So, the optionality of A/B testing, which determines the

content and technical aspects of website functionality, is indicated in Figure 3.

A/B testing optionality
Definition of Element : i :
performance lection f Multivariate Conliatnions . collegtlon Spt
i oI ; Testing and analysis of | | traffic
e __testing testing results

I 2 6* 5

Figure 3. A/B testing option optionality determines the content and technical
aspects of website functionality.

Note:

**Keyword optimization provides: (1) selection of performance metrics (conversion rate, time on site, number of sales,
etc.); (2) selection of webpage elements to be tested, such as headlines, buttons, images; (3) distribution of traffic between
the original and test versions of the webpage; (4) selection of tools for collecting data on performance metrics; (5) selection
of tools for optimizing the webpage and continuous testing to improve its effectiveness; (6) selection of testing tools (for
example, different headlines, images, and buttons can be tested simultaneously to determine the optimal combination).

Source: Formulated by the authors based on [4, 6].



4. Landing optionality allows for configuring the processes of attracting visitors and
converting them into clients or subscribers, using sets of techniques and approaches to
shaping: titles and subtitles (which can have different levels of clarity and attractiveness
[4]), descriptions, videos and images (which attract visitors in different ways [4]), order
forms or call-to-action buttons (which can have different calls to action [4]), and other
design and content elements.

5. User interaction optionality allows customizing how a website interacts with
visitors through a range of techniques and approaches, including [2; 3]: feedback forms
(allowing users to contact website owners); chatbots (programs that provide automatic
responses to user questions in real-time); survey forms (collecting feedback from users
on the quality and convenience of the website; comments (allowing users to leave
feedback on website content, products, and services); social interaction (enabling
communication with users through social media and other channels); usability testing
(analyzing user interactions with the website to identify potential issues); personalized
content (providing an individualized approach to content). So, the optionality of user
interaction, which determines the content and technical aspects of the website's

functioning, is indicated in Figure 3.

User interaction optionality

Feedback form Personalized s ot Social Cmments
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1 al | L 2* ‘ 6* 5% | 4* ||

Figure 4. User interaction optionality determines the content and technical aspects

of website functionality.

Note:

*Keyword optimization provides: (1) selecting communication tools to address issues that website owners may encounter
while using the site; (2) choosing programs that provide automatic real-time responses to user queries; (3) selecting survey
and comment forms; (4) selecting social media and other channels for communication; (5) choosing tools that allow for
analyzing user interactions with the site and identifying potential issues in the process of its use; (6) varying content.

Source: Formulated by the authors based on [3; 2].
In all cases, the elements of the technological core of internet marketing are

characterized by a wide range of options to choose from. Given this specificity, it is



evident that the main challenge in terms of the technological core of internet marketing
to increase website conversion is the selection of techniques and methods that can
ensure high website loading speed, adaptive design (the website should be accessible
and convenient for users on any device [4]), quality content (the content on the website
should be informative, understandable, and attractive to users [4]), ease of navigation,
functionality (in particular, the website must be functional and meet the needs of users,
providing the ability to perform various actions on the website, such as purchases,
registrations, form submissions, etc. [4]).

It should be noted that only the combination of high-quality instrumental and
technological core can ensure high performance of the website conversion process.

Conclusions from this study and prospects for further exploration in this area.
According to the research results, it has been proven by the actors that the effectiveness
of the website conversion process is a category that is formed only by the combination
of a high-quality instrumental and technological core of Internet marketing. At the same
time, the need for such effects is a key factor that shapes a fairly wide range of issues
related to the application of tools and techniques that are the main elements forming the
mentioned core. Therefore, based on the research results, the following conclusions
have been made by the authors:

During the exploration of Internet marketing tools, their communicative essence
has been identified as being manifested through the nature of their actions and the
specific ways in which they are utilized. It has been noted that:

1. These tools serve as the instrumental foundation for Internet marketing and are

characterized by a significant level of abstraction to their actions and usage.
Given this level of abstraction, the features of this instrumental core that lead to
the highest levels of conversion from website visitors to clients or customers
should be directed through different techniques.

2. The main problem regarding the instrumental core of Internet marketing for

increasing website conversion is the selection of platforms, services, and
advertising channels capable of providing a high level of customer attraction

and retention through configuration and adjustment. When selecting a platform,



service, or advertising channel, it is crucial to consider the unique features of
the business and its target audience.

When studying Internet marketing techniques aimed at website conversion through
the adjustment of internet marketing tools, it was found that:

1. Specifically, these techniques form the technological core of Internet marketing,
characterized by a wide range of options to choose from.

2. Based on this specificity, it has been demonstrated that the main problem with the
technological core of Internet marketing for increasing website conversion is the
selection of techniques and methods capable of providing fast website loading
speed, adaptive content quality, ease of navigation, and functionality.

It has been proven that only the combination of the high-quality instrumental and
technological core can ensure high performance in website conversion. The
performance of the website conversion is determined by the ratio of the number of users
who have performed a specific action on the site (such as making a purchase, filling out
a contact form, subscribing to a newsletter, etc.) to the total number of site visitors.

According to the research findings, the prospects for further research should be
focused on the development of the instrumental core of Internet marketing. Specifically,
it i1s important to study new tools, their communicative essence, and the specifics of
their use to create a more effective instrumental core. Attention should also be paid to
the actions and methods of using these tools, which will help find more optimal

solutions to ensure the highest level of website visitor conversion.
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