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The author in the article aimed to summarize teeds in the Digital and SMM market by an
analysis of the main indicators characterizingrimé¢ and Social media users for 2014-2020
years. Theoretical part of this work was the staflythe essence of the «social media
marketing» concept (SMM) based on the data on & popular social networks in Poland
and Ukraine. There were analyzed the key performandicators of the Social Media
Marketing Agencies in Poland and Ukraine, suchhasalverage cost of completed projects,
personnel numbers, and characteristics of the madgment on the basis of belonging to
small, medium and large businesses. A number db tlm activities in various social
networks are identified, the reasons for their deatures and methods of promotion are
considered.
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1. INTRODUCTION

The current economic and social environment isadtarized by a rapid increase in the
number of Internet users and Social media userddwite. Of course, each country is
characterized by its own characteristics of thesmgsses. The Internet, information
technology, social networks are used for profesdiactivities and business, leisure and
social communications. Social Media Marketing (SMiglbecoming a modern effective
tool for promotion and marketing, the importancewvdfich has increased in time of
Covid-19 pandemic and caused by it lockdown.

Social media is a web-based form of data commuitaSocial media platforms allow
users to have conversations, share informationcaedte web content. It has different
forms, together with blogs, micro-blogs, wikis, d@etworking sites, photo-sharing sites,
instant messaging, video-sharing sites, podcagigets, virtual worlds, and more. Billions
of people around the world use social media toeshidormation and make connections.

SMM is creating the involvement and effective iafdion of all stakeholders. The
audience of social networks is characterized bygaern level of attention, interest and
activity, compared to other channels of promotiamich are the characteristic to the
network communication.

1 Yanina Lisun, PhDof Economics, Associate Professor, Kyiv Nationalivgrsity of Trade and
Economics, Ukraine; e-mail: y.lisun@knute.edu@RCID: 0000-0002-5250-2809



52 Y. Lisun

Social network users share links, news, usefulrmédion, put “likes” and actively
comment on posts, which helps to increase thedfittee audience of potential consumers.
All this allows influencing cohabitants (users)atgh information and communication.

The key characteristics of SMM are targeting, iat¢ivity, effective tools for selecting
the target audience by various economic, age, ¢dued professional, status,
psychographic, behavioral, territorial and manyeotriteria, relatively low price and wide
range of non-standard methods of promotion. (SBadytriiev, 2019).

The advantages of SMM promotion are: low cost, higal effect, prospects for active
development of the company. The main disadvantageSMM are the lack of both
information and analytics, which determines the dednfor professional activities of
relevant professionals. A characteristic featureS6iM is also control by network
moderators, the need for administration and conipetithe struggle for users and the
formation of a stable level of brand loyalty. (WkrAm, Kumar, 2017).

On an individual level, social media allow us torsounicate with our friends and
relatives, gain knowledge of new things, developrymterests, and be entertained. On
a professional level, we can make use of socialiaredexpand or broaden our knowledge
in a particular field and build our professionaltwerk by connecting with other
professionals in our industry. At the business llegecial media allows us to have
a conversation with our audience, gain custometifaek, and elevate your brand (Akram,
Kumar, 2017).

2. LITERATURE REVIEW

Possibilities and advantages of product promotiperiterprises with the help of SMM
tools have been studied in works by such scierist$.V. Shtal, H.B. Dmytriiev (Shtal,
Dmytriiev, 2019), M.V. Miroshnyk, L.O. Striuk, D.OKopytsa (Miroshnyk, Striuk,
Kopytsa, 2020), Beata Zatwarnicka-Madura (Zatwd&aiMadura, Stecko, Mentel, 2016).

Iryna Pentina, Anthony C. Koh and T.Le Thuong p#grdion to the study of the
adoption of social networks marketing by SMEs bglesing the role of social influences
and experience in technology acceptance (Pentiol, Khuong, 2018) .

Abderlahim M. Zabadji in its scientific works theed to establish the effect of Social
Media Marketing (SMM) on consumer's loyalty to tirand (Zabadiji, 2019).

W. Akram and R. Kumar pointed on negative effe¢tsozial media on society, studied
popular social media sites, impact of social mealla medical and health, business,
education, society, on kid and teens, handlingigrfce of social media on youth and teens
(Akram, Kumar, 2017). Also question about sociapansibility of mass media was studied
by known sociologist J. Stecko (Stecko, 2018).

Huge practical analysis was done by Simon Kemp (KeéReport Digital on 2014-2020
years). In this yearly reports since 2012 was ctéig merely all statistic of comprehensive
study of digital, social and mobile use aroundwvleeld, produced in partnership with We
Are Social (https://datareportal.com/).

Also the author wants to thank to the job done tglwics of clutch.co — commercial
project of platform of in-depth client reviews, datriven content, and vetted market
leaders.

However, further research is needed on the theady mactice of using SMM in
marketing activities in the B2C and B2B market. Hivve determined the purpose of the
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article, which is to summarize the practical inttica of the use of SMM as a modern
marketing technology.

3. AIM OF THE STUDY

The article is aimed at researching the main dteristics of the players at the social

media market in Poland and Ukraine. The researctives are:

» an analysis of the main trends in the field of iné users and Social media users in
the world, and in particular in Poland and Ukraine;

« characteristics of the share of the social mediketeng agencies projects according
to business size in Poland and Ukraine;

< monitoring the structure of the social media margtgencies according to such
criteria as the minimum project size, brand agestaff numbers;

« an analysis the popularity of the social media rating agencies at such areas:
corporate identity, brand strategy, product braggdiommunication (message) of the
brand, naming;

< an analysis of the focus service lines of the togad media marketing agencies in
Poland and Ukraine;

« an analysis of the PPC focus service lines ofdpesbcial media marketing agencies
in Poland and Ukraine;

 substantiation of future trends and activities ¢emof the Poland and Ukraine social
media marketing.

4. RESULTS AND DISCUSSION

According to data from the Report Global Digital @view 2019 and 2020 of the
International Telecommunication Union (ITU) the rhen of people using the internet has
surged over the past year, with more than oneanmiliieople coming online for the first
time each day. In particular here are:
e 4,54 billion internet users in 2020, an increas& % million (3 %) versus January
2019;

e 3,80 bhillion social media users in 2020, with therldwide total growing by
316 million (9%) since this time last year (tab)e 1

e 5,11 billion unique world mobile users in the 20p,100 million (2 percent) in the
2018;

» 3,26 billion people use social media on mobile desiin January 2019, with growth
of 297 million new users representing a year-or-yrerease of more than 10%
(Report Global Digital Overview, 2020)

Internet users spend a lot time using it. Averag®wnt of time per day using the
internet via any device, in hours and minutes4® 6yorldwide and 6,02 in Poland in 2019.

The number of Internet users worldwide for the @&r2014—-2020 increased by 82%
(from 2484 to 4540 millions). The number of soaie¢dia users worldwide more than
doubled between 2014 and 2020 (from 1857 to 380bns) (table 1).

Social media dispersion in 2019 (territory, compate total population) is 45%
worldwide and 47% in Poland, 39% in Ukraine. Averagnount of time per day using
social media via any device in 2019, in hours aitlites was 2,16 worldwide and 1,45 in
Poland (Report Digital, 2019, Poland).
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Table 1. Internet users and Social media user14-2019 years worldwide
2014| 2015 2016 2017 | 2018| 2019 2024)

Internet users over time, millions | 2485| 3,008 3429 | 3779 | 4021| 4388 4540
Social media users over time, milliong 1857 | 2078 | 2307 | 2796 | 3196 | 3484 | 3800

Developed based on: Report Global Digital Overvie\2014, 2015, 2016, 2017, 2018, 2019
and 2020 years (https://datareportal.com/reports).

Not only the numbers grow, but also ways in whigogle use the internet also are
evolving quickly too, with smartphones adding eiwereasing share of our online
activities. Mobile phones used for almost half tinee that people spend on the internet.
On average, the world’s internet users spend 6shand 42 minutes online each day.

Despite the year-on-year drop, our online time kjyi@adds up. An average of more
than 6,5 hours a day equates to a total of mome 168 days of online time each year for
every internet user. If we extend that averagesactioe total internet user base of almost
4.4 hillion users, we find that humanity will speadollective total of more than 1.2 billion
years online in 2019 year (Report Global Digit&l19).

Although many people’s connected activities now ol recent innovations like native
mobile apps, the Web still represents «the interrfet most users around the world.
Worldwide social media user numbers have grownnmst 3,5 billion at the start of 2019,
with 288 million new users in the past 12 monthshiog the global penetration figure to
45 percent. Many countries have shown strong grawtbocial media use over the past
12 months.

The process of change of Internet and Social mesi#es behavior is influenced by such
factors as:

» technical factors (level of urbanization, quality iofrastructure, availability of

devices, Internet speed);

« socio-demographic factors (average age of the ptipal of a country, the ratio of

men and women, income level, employment, cultunatacteristics):

e economic factors (average income, average purcbiase level of e-Commerce

development).

Let's analyze the indicators for Internet usem@atand and Ukraine in 2017—-2020 years
(Table 2, 3).

In Poland for the period 2017-2020 years the nurobkrternet users increased by 2.71
million (from 27.92 to 30.63 millions). The sharklnternet users in relation to the total
population of Poland in 2020 year was 81%.

In Poland for the period 2017-2020 years the nunabeactive social media users
increased by 4.0 million (from 15.00 to 19.00 mifis). The share of active social media
users, in relation to the total population of Pdlain 2020 year was 50%.

The level of urbanization in Poland in 2020 yeas 6% (table 2).

In Ukraine for the period 2017-2020 the number mtelnet users increased by
2.71 million (from 21.93 to 27.46 million). The gkaf Internet users in relation to the total
population of Ukraine in 2020 was 63%.
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Table 2. The essential headline data about mahtiernet and social media use in Poland in
2017-2020 years

2017 2018 2019 2020
Total population, million 38,58 38,14 38,07 37,87
Urbanization, % 61 61 60% 60
Internet users, million 27,92 29,75 30,07 30,63
Penetration, % 72 78 79% 81
Active social media usersmillion 15,0 17,0 18,00 19,00
Penetration,% 39,0 45 47 50

Developed based on the analytics “Report Digitatlaareportal.com on 2017-2020 years in
Poland and Ukraine.

In Ukraine for the period 2017-2020 the numberatifva social media users increased
by 4.0 million (from 16.17 to 19.00 million). Théware of active social media users, in
relation to the total population of Ukraine, in 20&as 43%.

The level of urbanization in Ukraine in 2020 wa$#i@rable 3).

Table 3. The essential headline data about mabtErnet and social media use in Ukraine in
2017-2020 years

2017 2018 2019 2020
Total population, million 44,51 44,12 43,9 43,86
Urbanization, % 70 70 69 69
Internet users, million 21,93 25,59 40,91 27,46
penetration 49 58 93 63
Active social media usersmillion 16,17 13,00 17,00 19,00
compared to total population 36 29 39 43

Developed based on the analytics “Report Digitaldafareportal.com on 2017-2020 years
in Ukraine.

According to the results of the analysis “Socialdimeusers behavior in 2019” the
amount of time that people spend on social medéafi@eased again in 2019, albeit very
slightly. Global Web Index reports that the averageial media user now spends 2 hours
and 16 minutes each day on social platforms, whphates to roughly one-third of their
total internet time, and one-seventh of their h@uake. We get a combined total of almost
330 million years of human time spent on socialfptans during 2019 year (Report Global
Digital Overview, 2020).

Facebook’sadvertising audience did lose 10 million usersdag® to 17 in the last
3 months of 2018, although it made up for this vk an equivalent gain in the number
of users over the age of 55 (Report Global Digiraérview, 2019)

The median number of posts ‘liked’ by the typicacEbook user has fallen by 10
percent in the past 6 months, and now stands at éhpnth.

These findings reinforce the fact that Facebooksuaeen't going to Facebook just to
see advertisements. People’s primary motivationagimg Facebook remain of the original
aim with what this platform was built — stayingtouch with friends and family, and these
activities accounts for the lion’s share of thedtithat people spend on the platform.
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If it necessary to succeed with Facebook marketmg, need to give people more of
what they want, and less of brand’s corporate pgapda (KempReport Global Digital
Overview, 201p

The above global trends are also characteristiRotdnd and Ukraine

Number of people that Facebook reports can be egbwefth adverts did lose 1 million
users in Poland in 2020 and number of Facebools as@020 is 16 million. A similar rate
is in Ukraine — 13 million (Table 4).

Table 4. Facebook Audience overview in Poland akihide in 2019-2020 years

Poland Ukraine
2018 2019| 2020| 2018| 2019 | 2020

Number of people that Facebook reports car

reached with adverts on Facebook, million P?’O 17,0016,00/ 13,00 13,0 | 13,0
Facebook’s reported advertising reach compared to

total population aged 13+, % ) 511 4 ) 34| 34
Percentage of its audience that Facebook repoyts_i

fomale. o T | 52 | 534 57| 59| 604
Percentage of its audience that Facebook reports4'§
male, %

48 | 46,6/ 43 41| 39,6

Developed based on the analytics “Report Digitaldafareportal.com on 2018-2020 years
in Poland and Ukraine.

However, comparisons to total population are lepsasentative when it comes to social
media, because most platforms prohibit children Asea result the dates are also include
analysis of what we're terming «eligible penetratie- i.e. social media use amongst people
aged 13 and above.

Facebook’s reported advertising reach comparedta population aged more than
13 years old is 49% in Poland in 2020 and 34%estme period in Ukraine.

Female Facebook’s audience is more than male ohas Tn 2020, percentage
of audience that Facebook reports as female is &3id4 Poland and 60,4% in Ukraine
(table 4).

Top topics for posts that are of most interestdodbook users:

* master classes (teaching materials, photo and vigssons and practical

recommendations);

e posts that contain information about new produptsmotions and “behind-the-

scenes” life of the enterprise;

« informative posts (publications on one of the atpetthe product that form a better

understanding of the product and bring it closgruochase);

« general thematic posts;

» user feedback when a potential customer choosewgroduct.

Instagram. It is indicated that Instagram will be a top choice foartas in 2019-2020.
Instagram’s advertising audience is 895 millionivectusers around the world (Report
Global Digital Overview, 2020).

However, this figure doegot include user numbers for some countries that have
sizeable Instagram audiences, but which are notlalla to advertisers as targeting
locations (for example Iran).
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Instagram’s user base may be less than half tleeo$§iFacebook’s, but Instagram has
added more than twice as many new users as Facébdlo& past three months in 2020
(Report Global Digital Overview, 2020).

Instagram’s growing popularity amongst marketergt imist down to a growing user
base, either; the platform also boasts a well-le@ldmudience profile. Globally, Instagram
users are split roughly 50:50 between women and, anxeth — while the average age still
skews younger than Facebook — Instagram has arhigtidence of users in the 18 to
34 year-old age bracket than Facebook does (allithita smaller total number of users in
that age range).

Total Instagram’s advertising audience is 894,9iom] among them according to age
around the world: 13-17 years old — 57,0 millio8:-24 years old —280,4 million; 25-34
years old —290,4 million; 35—-44 years old —142 #iom; 45-54 years old —73,1 million;
55—-64 years old —32,0 million; more than 65 ye#ds-d.9,8 million

The analysis showed that the total number of Imatagusers in Poland increased in
2018-2020 from 5.4 to 7.3 million. The share ofrasever 13 in 2020 was 22%. The share
of Instagram users compared to the total populdtidtoland in 2020 is 19.28%. The share
of female population among Instagram users in 2026 58.3% (Table 5).

Table 5. Instagram Audience overview in Poland @kchine in 2019-2020 years

Poland Ukraine
2018| 2019 | 2020 2018 | 2019| 202Q

Number of people that Instagram reports can ge4 68| 73 721 100 110
reached with adverts on Instagram, million ' ' ' ' ! '

Instagram’s reported advertising reach compared to
total population aged 13+, %

Percentage of its audience that Instagram rep@rtssb

21 22 16 27 29

58 | 58,3 61 60 60,2

female, %
Percentage of its audience that Instagram rep@rts4b 42 | 417 39 20 396
male, %

Developed based on: the analytics “Report Digitdltiatareportal.com on 2018-2020 years
in Poland and Ukraine.

Regarding Instagram users in Ukraine, we have tyjighigher rates. The analysis
showed that the total number of Instagram usetskirmine increased in 2018-2020 from
7.2 10 11.0 million. The share of Instagram usersgared to the total population in Ukraine
in 2020 is 25.07%. In Ukraine, the share of Indagusers over the age of 13 in 2020 was
29%. The share of women among Instagram users2f 2@s 60.2%.

Twitter. 2018 was less favourable to Twitter, who reportedlides in global active
users in their two past earnings announcements. ddwnward trend is clearly visible in
the platform’s advertising audience numbers toojckvhindicate that Twitter's total
addressable audience has fallen.

Twitter’s advertising audience also skews signifibatowards men, with the platform
reporting that almost two-thirds of its addressahldience is male.

Twitter has grown to become a platform of choigevarious influential figures around
the world, from presidents and prime ministersseone of the world’s top journalists.
Crucially though, observers dtneed to have a Twitter account to access alleottmtent
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that these people post to the platform, and thvshisre some broader data provide a very
different story of Twitter's success compared $ogiéirnings announcements.

While the number of ‘registered’ users engagindnlie platform appears to be falling,
overall visitor traffic to Twitter.com has actuallyeen increasing over recent months.
Similar Web's latest data suggest that Twitter.@itracted more than 670 million unique
visitors in December 2018 (Report Global DigitaleDyiew, 2018).

These figures suggest that total visitors to Twitem are considerably more than
doublethe platform’s total addressable advertising aucke These 670 million visitors also
spend an average of more than nine minutes orittheach visit, so it's clear that they're
not simply stopping in to read one or two tweets.

Interpreting these numbers, it appears that Tvstigiimary problem isn’t necessarily
the appeal of its platform, but rather its busingsxdel. Crucially, because people can
access much of Twitter's value without needinga ih, the company’s primary revenue
source (ad placements targeting logged-in userpgap to be out of sync with the
company’s primary asset (hundreds of millions dfiters, regardless of whether they're
logged in).

This makes Twitter a highly attractive target fanadia company who can make better
sense of the potential value residing in theselogged-in visitors.

Let's analyze in more detail the indicators of fibetrait of Twitter users in Poland and
Ukraine.

The analysis showed that the total number of Twittgers in Poland increased in
2019-2020 from 0.934 to 1.25 million. The shareisérs over 13 in 2020 was 3.8%. The
share of Twitter users compared to the total pdjmriaf Poland in 2020 is 1.7%. The share
of male population among Twitter users in 2020 65.9% (Table 6).

Table 6. Twitter Audience overview in Poland and&iike in 2019-2020 years

Poland Ukraine
2019| 2020 | 2019 2020

Number of people that Twitter reports can be redchith adverts
on Twitter, million

Twitter's reported advertising reach compared t@altpopulation
aged 13+, %

Percentage of its audience that Twitter reportsriwle, % 32 343 27,0 30,1
Percentage of its audience that Twitter reportsake, % 68 65,7 73,0 69,9

0,934 1,25 | 0,573 0,674

2,8 3,8 15 1.8

Developed based on: the analytics “Report Digitdltiatareportal.com on 2019-2020 years
in Poland and Ukraine.

Regarding Twitter users in Ukraine, we have slighifferent indicators. The analysis
showed that the total number of Twitter users imdile increased in 2019-2020 years from
0.575 to 0.674 million. The share of Instagram sisgrmpared to the total population in
Ukraine in 2020 is 1.53%. In Ukraine, the shar@wftter users over the age of 13 in 2020
was 1.8%, with the major share of the male poputati in 2020 it was 69.9%.

LinkedIn . The world’s favorite professional social netwdikkedIn delivered strong
results in advertising.

It's important to note that LinkedIn’s advertisiagdience numbers are based on total
registeredusers, and not the monthly active users repomedther platform’s tools.
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However, the company’s latest data show that adeest can now reach more than 600
million users around the world on LinkedIn, whiatld a compelling story for brands
hoping to connect with working professionals actbssglobe.

For LinkedIn by eligible penetration it is notechthwe’re using adults aged 18+ for
LinkedIn’s eligible audience, rather than the 133*wg used for the other platforms.

The analysis showed that the total number of Lihkaders in Poland increased in
2019-2020 years from 3.3 to 3.7 million. The shafresers over 18 in Poland was 12%.
The share of LinkedIn users, compared to the fmd@lulation in Poland in 2020 year is
9.77%, while the share of male population in thismber was 53.3% (Table 7).

Table 7. Linkedin Audience overview in Poland arlddine in 2019-2020 years

Poland Ukraine
2019| 2020 | 2019 2020

Number of people that LinkedIn reports can be redahith advert
on LinkedIn, million

LinkedIn’s reported advertising reach comparedbtaltpopulatior]
aged 18+, %

33| 37| 25| 29

11 12 0,7 1,6

Percentage of its audience that Linkedin reportsrsale, % 48| 46,7 47| 458

Percentage of its audience that Linkedin repontsate, % 52| 53,3 53 5472

Developed based on: the analytics “Report Digitédliatareportal.com on 2019-2020 years
in Poland and Ukraine.

Regarding LinkedIn users in Ukraine, we have shgtiifferent indicators. The analysis
showed that the total number of LinkedIn users kmdihe increased in 2019-2020 years
from 2.5 to 2.9 million. The share of LinkedIn useompared to the total population in
Ukraine in 2020 is 6.61%. In Ukraine, the shard.iokedIn users over the age of 18 in
2020 was 1.6%. The share of the male populatiomgrhinkedIn users in Ukraine in 2020
was 54.2% (Table 7).

Snapchat.Snapchat’s latest numbers tell an even more wagrgtory than Twitter’s.

Snapchat'’s total addressable audience sits at 36@lién at the start of 2019, down
more than 10 percent since October (note thahtimsber is based on the figures published
by Snapchat itself, in the platform’s own adventgtools).

While it's unclear whether the two numbers are @ated, it's worth noting that the
drop of 41 million users in Snapchat’s advertismglience over the past three months
closely aligns to Instagram’s growth of 38 milliosers during the same time period (Report
Global Digital Overview, 2019).

Furthermore, despite the platform’s existing fensleience skew, Snapchat is losing
male users faster than its losing women. Howeveap8hat remains an important part of
the social mix in a number of countries aroundwloeld, and — despite losing ground in
these countries too — Snapchat still boasts aldeedare of social media users in many
countries across the Middle East.

The platform has consistently appeared to focugaamger users — particularly those
in the 13 to 24 year-old age bracket. However, [ebpthese age groups tend to be more
fickle in their social media behaviors, and whihsttargeted approach may have served
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Snapchat well in previous years, the platform seeniie struggling to maintain its appeal
amongst its core audiences.

Crucially, Instagram now boasts almost twice asymasers as Snapchat in the same
age bracket — and Instagram’s numbers are stilviggp Furthermore, unlike Twitter,
there’s little evidence in other data to hint akmedy for Snapchat’s ails (Report Global
Digital Overview, 2019).

The analysis showed that the total number of Sretpabers in Poland increased in
2019-2020 from 3.8 to 4.0 million. The share ofrasgver 13 in 2020 was 12%. The share
of Snapchat users, compared to the total populaii®oland in 2020 is 10.56%. The share
of female population predominates among Snapcleasusin 2020 it was 57.6% (Report

Digital, 2019, Poland, Report Digital, 2020, Poland
Let's analyze the Top 15 Social Media Marketing #aes in Poland and Ukraine

(Table 8, 9).

Table 8. Top 15 Social Media Marketing Agencie®oland (Aug. 2020)

Reklamy

8 | MU Interactive

Warsaw, 2011

We Animate Ideas

9 |[NUEKO Digital

Imielin, 2014

We help grow your business online

10 |Urest Warsaw, 2019 Digital Marketing solutions for
small&medium sized

11 |x100.digital Warsaw | We generate x-income in your business

12 |Bluerank Lodz, 2005 | Success can be optimized!

13 | Strategiczni.pl Wroctaw, 2017 Data driven, analytical SEO consultants

14 | Tribe4d7 Warsaw, 2016 Your online revenue generating partner

15 [9BITS Warsaw, 2009 eCommerce Agency, Web Development,

Mobile Apps

Developed based on: the analytics of clutch.co

Rank Agencies Name II_Z%C:Jar:Icioend Agencies Slogan
1 | Ladder.io Wroclaw, 2014Reach Your Growth Goals. World-Clgss
Marketing
2 | MTA Digital Pozna, 2014 | Digital & Performance Marketing Team
3 | FROGRIOT — digital, Poland, 2012| Softwear experts — we make thingsdrapp
studio
4 | Quick SEO Help Warszaw, 201¢Connecting customers to your Brands
5 | Skalski Growth Krakow, 2014| Growth Marketing Team for Turbulent Times
6 |Zest Creations Warsaw, 2012 In ROl we trust
7 | Biuro Podrozy Warsaw, 2003 INTERNET EXPLORERS

Among presented SMM Agencies in Poland most of theenlocated at major Polish
cities — Wroclaw, Pozna Krakow, Warsaw, Imielin, Lodz. All of them aretiar young
companies — the average duration of operationdmtarket 5,5 years.

The table 8 is presenting slogans of the SMM Agexé@n Poland, which deal with
rational motive of the services quality and inclsideich keywords related rational motives
of quality and income (price/quality):

* «reach», «growth», «goals ideas», «grow your basiedncome in your business»;
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e «team experts», «growth marketing team», «analytiS&O consultants»,
«generating partner»;

+ «connecting customers», «brands digital marketiolgitiosns», «success can be

optimized»
» «digital», «marketing», «e-Commerce agency», «wakekbpment»
The professionalism of the team ensures high gusditvices.

Table 9. Top 15 Social Media Marketing Agenciet/kraine (Aug. 2020)

Rank Agencies Name ll_:%?jﬁldoend’ Agencies Slogan

1 AdTribe Kyiv, 2018 | Scaling eCommerce businessdl Waceboo
Ads!

2 Respect.Studio Lviv, 2016| Alternative Digital Matig Solutions for B2B

3 Livepage Dnipro, 2011| Design & Digital Marketing for LocalMB,
e-Commerce

4 711media Lviv, 2002 | Digital Marketing Agency

5 UAATEAM Kharkiv, 2014 We help businesses to grow online

6 WiserBrand Kharkiv, 2015| e-Commerce focused Company

7 NOWEDO Kiev, 2017 | NOWEDO

8 Mobihunter Kiev, 2015 | Performance Marketing Agency

9 Kosmigs LLC Odessa, | Your reliable partner in the world of advertising

10 |Areanda Kharkiv, 2011| Outsourced inbound marketing services

11 | Upturn Digital Kyiv, We help grow your business

Agency

12 | MixDigital Kyiv, 2011 |Media & Performance advertising agency

13 | Polimentor Ukraine, 201Q We are Google Partner Internet-marketing
company

14 | Devenup Health, Chernihiv, |Healthcare SEO and brand promotion using

LLC 2015 MRank

15 |ITForce Kharkiv, 2015| Digital Marketing Agency — Premier Google

Partner

Developed based on: the analytics of clutch.co

The table 9 is represented slogans of the SMM Ageria Ukraine, which deal with
rational motive of the services quality and inclsidech keywords related rational motives
of quality and partnership (help, solutions, parthealthcare):

» «scaling e-Commerce businesses», «alternativei@odu, «outsourced services»

» «help businesses to grow online», «help grow yoginess»;

» «reliable partner», «premier Google partner», ¢heate SEO».

Among presented SMM Agencies they are located gmkrainian cities, all of them
administrative centers - Kyiv, Lviv, Dnipro, KharkiOdessa, Chernihiv. All of them are
young companies — the average duration of operatitiee market is 6,15 years.

These agencies are implementing projects in smalness (< $10M), midmarket
($10M — $1B), big enterprises (>$1B) (Fig. 1, 2).
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Fig. 1. Projects characteristics implemented byl#aelers of the Social Media Marketing
Agencies according to served business size in Bdkang. 2020)

Created by the authors based on the analytics tfhcto

Among the 15 Poland top SMM Agencies, 12 agen®€s006) work for the small
business and midmarket. The share of the servioegpanies by the relevant agencies is
15-75% for midmarket and 25-100% for small businEesr agencies (26,67%) work for
the big business (big enterprises, companies).shhee of the serviced companies by the
relevant agencies is 10-40%.
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Fig. 2. Projects characteristics implemented byl#aelers of the Social Media Marketing
Agencies according to served business size in b&rghug. 2020)

Source: Created by the author based on the anabftalatch.co

The same situation is in Ukraine, among the 155@ip1 Agencies, 12 agencies (80,0%)
work for the small business with the share of thevised companies by the relevant
agencies 10-60%, 13 agencies (86,67%) work fomtltamarket with the share of the
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serviced companies by the relevant agencies 30—-H0@P6 agencies (40,0%) work for the
big business (big enterprises, companies). Theesbhthe serviced companies by the
relevant agencies is 5-40%.

There is no available information about some SMMraies: in Poland — «MTA
Digital», «Biuro Podrozy Reklamy», «Strategiczni.@Fig. 1); in Ukraine — «Upturn
Digital Agency», «Polimentor» (Fig. 2).

The vast majority of SMM agencies in Poland anddile implement projects with
budget of $1,000 and more. There are a lot of ptejm Poland what have budget $5,000
and more.

Medium budget projects ($10,000 and more) have saige of the top SMM agencies
in Poland (Table 10). The same situation is wiitp fojects ($25,000 and more; 50,000
and more). Only some of the top SMM agencies irditla realize such projects.

Table 10. Top 15 Social Media Marketing Agencie®aland and Ukraine according to the
project size (Aug. 2020)

PrOJe;t cost, Poland Ukraine

. AdTribe», «Respect.Studio», «Livepage»,
«Quick SEO Help», «Skalsk‘ ] )
Growth», «Zest Creations», «M<UAATEAM», «Mobihunter», «Kosmiqs

. . . » « » «
Interactive», «NUEKO Digital, LC>, Area_nda_l 4 Upturn_ Digital
. Agency», «MixDigital», «Polimentor»,
«Urest», «Strategiczni.pl»
«|ITForce»

1,000+

«FROGRIOT - digital studio,
5,000+ «Biuro Podrozy Reklamys, «Devenup Health, LLC»
«Bluerank», «Tribe47», «9BITS»|

10,000+ «MTA Digital», «x100.digital» -

25,000+ - «NOWEDO»
50,000+ - «711media», «WiserBrand»
Undisclosed «Ladder.io» _

Created by author according to Top Poland SocialidM€dnsultants (Dec. 2020).

The basic focuses service lines of the top 15 SMidrkies in Poland and Ukraine are:
marketing strategy, digital strategy, search engipgimization (CEQO), social media
marketing (SMM), conversion optimization, pay pdiclc (PPC), mobile and app
marketing, content marketing (Table 11).

The most popular service lines among SMM agencieBdland are: SMM (100%);
Digital Strategy, Search Engine Optimization, Pay Elick (60%). The most popular
service lines among SMM agencies in Ukraine areMS{00% among of the all 15
agencies); Search Engine Optimization, Pay Perk(Ql&6,7% among of the all 15
agencies).

The average share of the project at the total ptejgortfolio of each agenéy Poland
(according to Table 4) are: SMM (about 14%); DigRtrategy (about 17%), Search Engine
Optimization (about 28%), Pay Per Click (about 25%)

The average share of the project at the total prejeortfolio of each agendy Ukraine
(according to Table 11) are: SMM (about 30%); Se&gine Optimization (about 34%),
Pay Per Click (31%).
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Table 11. Focus Service lines of the Top 15 Sddietlia Marketing Agencies in Poland
(Aug. 2020)

Poland Ukraine Poland Ukraine
Service lines Agencies share at the total The average share of thg project at
. the total projects portfolio of each
numbers of the agencies % o
agency, %

Marketing Strategy 6,67 - 20 -
Digital Strategy 60,0 40,0 17,7 16,0
Search Engine 60,0 66,7 28,12 345
Optimization
Social Media Marketing 100 100 14,53 30,66
Conversion Optimization 20,0 13,3 13,3 5,0
Pay Per Click 60,0 66,7 25,5 31,6
Mobile and App Marketing 33,4 20,0 15,0 20,0
Content Marketing 33,4 33,3 13,0 10,0

Developed based on: the analytics of clutch.co p-Foland Social Media Consultants.

Today, Facebook is the most popular social netwoioland, Ukraine and the world.
Facebook is an ideal place for marketing in both B2B and B2C segments. Business
pages and thematic groups are the main tool oabbtadia Marketing on Facebook. Note
that the most popular methods of promotion on Fasklboday are: commercial, targeted,
advertising and viral posts, as well as targetaawising (only for the target audience).

Another successful social network is Instagram. ShtiMhe Instagram platform today
is one of the most effective methods that reallgpsls sales and brand promotions. The
main benefits of promotion on Instagram have beed @main: recognition, loyalty,
reputation management and feedback.

LinkedIn is the most convenient platform for markgtcampaigns. The rule works in
this network: the more useful information the uggloads to his profile, the more effective
the use of the network will be. LinkedIn can proengersonal sales, the B2B segment,
products and services designed for a narrow tanggience, and products and services in
the high price segment. LinkedIn promotion tools: ahe company's own page; personal
messages; thematic groups.

SMM-promotion also actively uses the Twitter megsggplatform — the highest
generator of traffic to the main site, becausétiveets” (posts) in it are short, and the user
reads complete information directly from the maaaurce. With the help of Twitter there
is a constant communication with users, informifbgwt news, promotions and special
offers, as well as communicating with subscribersarious aspects of the company (Shtal,
Dmitriev, 2019).

Findings of such authors as Iryna Pentina and Anth®. Koh(Pentina, Koh, 2015)
show that adoption of SNM is strongly influenced $gcial influences from experts,
competitors, and customers. These social influemdtest intention to adopt this new
technology both directly, and by affecting the ggtions of the technology usefulness.

The basic social media focuses of the top 15 SMMm&igs in Poland and Ukraine are:
Facebook, Instagram, LinkedIn, Snapchat, Twittefluencer (Table 12). In Poland at the
2020 the most popular social media for advertisirgy Facebook (86,67 among of the all
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15 agencies), Instagram (73,3% among of the adigescies), LinkedIn (66,7% among of
the all 15 agencies) and Influencer (40,0% amorth®tll 15 agencies).

Table 12. Social Media Focus Top 15 Social Mediarkdiing Agencies in Poland and
Ukraine (Aug. 2020)

Poland | Ukraine Poland | Ukraine
Advertising Agencies Share at the total numbers | Average share of the project af
of the agencies % the total projects portfolio, %

Facebook 86,67 66,7 54,5 38,5
Instagram 73,3 66,7 22,7 33,5
LinkedIn 66,7 53,3 17,8 26,87
Snapchat 13,3 13,3 7,5 7,5
Twitter 26,7 26,7 7,5 11,25
Influencer 40,0 26,7 14,0 26,25

Developed based on: the analytics of clutch.co -Holand and Top Ukraine Social Media
Consultants.

The largest share of projects in Poland for adsiadi on the Internet are advertising
campaigns on Facebook (54.5%), Instagram (22.7%)kedIn (17.8%), Influencer
(14.0%).

In Ukraine, the following trends are observed: share of advertising campaigns on
Facebook and Instagram is 38.5% and 33.5%, respBgtithe share of Linkedin and
Influencer advertising campaigns is almost the santeis about 26%.

Table 13. Social Media Focus Top 15 Social Mediarkdting Agencies in Poland
(Aug. 2020)

. Advertising
Rank|  Agencies Name FacebookInstagram|LinkedIn [Snapchat Twitter (Influencer Total
1 |Ladder.io 30 30 20 10 10 0 100
2 | MTA Digital 80 10 10 0 0 0 10(
3 | FROGRIOT — digita] 34 33 33 0 0 0 10(
studio
4 | Quick SEO Help 50 25 25 0 0 0 10(
5 | Skalski Growth 50 15 15 5 5 10 10
6 |Zest Creations 40 40 10 0 0 10 10
7 | Biuro Podrozy 20 30 20 0 5 25 10
Reklamy
8 |MU Interactive - - - - - - -
9 |NUEKO Digital 70 20 10 0 0 0 100
10 |Urest 40 40 15 0 0 5 10(
11 |x100.digital 85 0 0 0 0 15 10d
12 |Bluerank - - - — — - -
13 | Strategiczni.pl 80 20 0 0 0 0 100
14 | Tribed7 30 20 20 0 10 20 100
15 |9BITS 100 0 0 0 0 0 100

Created by the authors based on the analytics efhcho — Top Poland Social Media
Consultants.
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Relevant data on the analyzed Top 15 Social Medigkbting Agencies in Poland and
Ukraine are presented in Table 13, 14.

These data show that the least popular, both iarféichnd in Ukraine are Snapchat and
Twitter (Table 13, 14).

Table 14. Social Media Focus Top 15 Social Mediarkding Agencies in Ukraine
(Aug. 2020)

. Advertising
Rank | Agencies Name Facebook Instagram |LinkedIn |Snapchat Twitter | Influencer Total
1 | AdTribe 50 50 0 0 0 0 100
2 | Respect.Studio 0 0 100 0 0 0 100
3 | Livepage 60 25 10 0 5 0 10(
4 | 711media - - - - - - -
5 |UAATEAM 30 30 10 10 0 20 10
6 |WiserBrand 35 35 30 0 0 0 100
7 |NOWEDO - - - - - - -
8 | Mobihunter 30 20 0 0 0 50 10¢
9 |Kosmigs LLC 25 30 15 5 5 20 100
10 |Areanda 40 30 15 0 15 0 10(
11 |Upturn Digital - - - - - - -
Agency
12 |MixDigital 45 40 15 0 0 0 100
13 | Polimentor - - - - - - -
14 | Devenup Health, 20 25 20 0 20 15 100
LLC
15 |ITForce 50 50 0 0 0 0 100

Developed based on: the analytics of clutch.co p-Wkraine Social Media Consultants.

The results of the study revealed that customesglltly to the brand is positively
affected when the brand offers: advantageous camgairelevant content, popular
contents, applications on social media, and appg@avarious platforms. Customers prefer
to share music, technological-related, and funnptexts on social media platforms
(Zabadi, Abdelrahim, 2019).

Table 15. PPC Focus Top 15 Social Media Marketimggnies in Poland and Ukraine
(Aug. 2020)

Advertising Poland |  Ukraine Poland | Ukraine
Agencies Share at the total Average share of the project at
numbers of the agencies % the total projects portfolio, %

Google Adwords 60,0 53,3 70,0 68,75
Amazon 26,7 20,0 8,75 10,0
You Tube 60,0 46,67 20,0 21,42
Bing 26,7 40,0 10,0 7,5
Yahoo 13,3 20,0 7,5 6,67

Developed based on: the analytics of clutch.co p Poland and Ukraine Social Media
Consultants.
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Analysis of PPC focus top 15 SMM agencies in Poland Ukraine showed that the
most popular is Google Adwords and You Tube (TdBle

YouTube The world’s favorite video platform doesn't shanediepth insights into its
advertising audiences.

Much of this data points to the fact that musithis top draw for YouTube audiences,
especially in the platform’s high-growth marketsudit-related topics accounted for half
of the top 20 search queries for on YouTube du28d8. Movies and ‘TV content’
accounted for much of the rest of the list, bug Worth noting that the games Fortnite and
Minecraft both attracted huge volumes of interestYmuTube throughout 2018 (Report
Global Digital Overview, 2018).

5. SUMMARY

SMM has many tools to influence consumer buyingab@dr, and the number of
promotion channels surpasses all other types dfetiag. The choice of promotion channel
and type of SMM depends on the business goals @pabdities of the enterprise. SMM —
a set of activities aimed at promoting productsenvices of the enterprise, as well as
communication with potential existing consumergtaninternet platforms of social media
resources.

As we noted above, the cold, hard data show thegl¥&ok hasn't experienced any of
the dramatic user declines that the media contiouygortend. In reality, Facebook user
numbers continue to grow around the world, withglagform adding 18 million new users
to its addressable advertising audience in Q4 &B820one.

The SMM advantages are: track audience reactiomascionstant mode of the present
time; daily and direct contact with the target aumtie; great resonance in the success of the
company for the relatively low cost of promotiohdtdesire of users to share information,
distribute posts about the brand); efficiency; wideverage of the target audience;
increasing online and offline activity in social di@ (constant posting in the feed); use of
targeted advertising; ability to use non-standatéractive formats (e.g. wiki markup);
event marketing.

Using collected data, we could make the groundmice of location of the system of
artificially intelligence self-education system kvithe purpose of addressing social and
commercial valuable information, such as, for ex@npdvertising of the study of our
University among the future students.
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