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FEATURES OF MARKETING EVENTS ON THE INTERNET

Internet marketing is a set of measures for the use of all aspects of
traditional marketing on the Internet: price, product, point of sale, pro-
motion. Thus, e-marketing uses the same elements of the marketing
complex — 4P (product, process, placement, promotion), but each ele-
ment has its characteristics, consideration of which determines the main
marketing tools in terms of the Internet.

Commodity policy on the Internet has its characteristics, due to the
specific characteristics of the Internet audience. Within the framework
of product policy implementation, Internet goods are planned and sold.

Successful implementation of product policy with the help of Inter-
net technologies is due to increased demand for goods from Internet
users. Among the main characteristics of the product, the policy is pur-
chase ability, the value of the product, its price, quality, service life,
shape, packaging, image, and brand.

Research on the main measures of marketing pricing policy on the
Internet shows that cyberspace promotes new methods and forms of
pricing. This is especially true for real-time businesses.

There are the main ways to set the price of goods for businesses op-
erating on the Internet:

— Virtual auctions — setting the price within the Internet platform
by raising from the minimum bid to the maximum from the auction
participant.

- English auction - the host calls the offered price until there is a
participant ready to cancel the last announced bid online.

- Dutch auction — the starting price is set high and decreases at regu-
lar intervals. The first participant, who agrees to the current price,
receives as many goods at this price as he wants.

- Auction without the announcement of bids - each of the poten-
tial suppliers can make only one bid and does not know what the
others are offering.
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- Online rental markets are common in the digital market. The option
of renting or licensing is the pricing process, which is based on a subscrip-
tion to the resource. The company sells the right to use part of the
information product created by it (for example, databases). The price of
such goods is not based on the marginal cost of customer service or the
total cost of its creation but depends on the total number of subscribers.

- Group pricing — individuals and organizations are grouped on
special Internet platforms for joint purchases at lower prices (price "in
the fold").

Among the advantages of implementing pricing policy on the Inter-
net are the following:

- the possibility of applying individual pricing;

- the openness of information about the price level of competitors;

- the ability to offer goods to consumers at lower prices than in the
offline business.

The marketing policy of distribution is carried out within the
framework of planning, implementation, and control over the movement
of products from producer to the final consumer while achieving maxi-
mum satisfaction of consumer interests and goals of the enterprise. The
distribution policy on the Internet also has its features.

- Sales of goods via the Internet - can be fully or partially automat-
ed. The main tools used: Web-showcases, online stores, and online
systems. These systems are used for trade transactions between busi-
nesses and consumers.

- Payment via the Internet - can be organized by the following
means: payment by courier, payment by bank transfer, or payment via
Internet payment systems and payment cards.

- Sale of goods through Internet intermediaries. Intermediaries in the
sale of goods are trade rows, auctions, trading platforms, and infor-
mation intermediaries. Particular attention should be paid to the latter, as
the use of information resources (catalogs, various search engines, as
well as projects specializing in providing information on a particular
area) is an effective way to sell goods on the world wide web.

A special role among the components of the Internet marketing
complex is played by communication policy.

Marketing communications policy is a set of measures used by the
company to inform, persuade or remind consumers about their prod-
ucts or services.
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These tools provide a completely new application in the field of In-
ternet technology. Networked Internet communications form a
fundamentally new institutional environment for e-commerce. Such an
environment practically does not intersect with the traditional institu-
tional environment, being outside the sphere of influence of the
participants of traditional marketing relations. This concept defines the
need to consider a set of marketing communications as a separate area in
the field of e-commerce.
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MOJIOYHOE )KUBOTHOBO/CTBO — IEPCHEKTHUBHAS
CHELUAJIU3BALIUS CEJIbCKOXO3SMICTBEHHOMN
OPIAHU3ALIUA

B Pecny6nmke benapych nepcnektuBHOM 1 3h(HEKTUBHOI 0Tpaciibio
CEITbCKOI'0 XO3SMCTBA SIBJISICTCS JKUBOTHOBOJACTBO. HamOoliee paspurtoe
HamnpaBlI€HHE —  MOJIOYHO-MSCHOE  JKMBOTHOBOJICTBO,  KOTOpOE
obecrieunBaet 10 60 % BanoBoit npoaykiuu. [1oroioBse KOPOB BO BCEX
KaTeropusx XO3SMCTB COCTaBisieT Oojiee MONyTOpa MHJUIMOHA, a
roJIOBOM BaJOBOM HaJ0M MoOJIoOKa jocTuraer 7,5 MiH ToHH. B
pecniyonuke skciutyatupyercst 4115 monmoyHo-TOBapHBIX (epm, U3
KOTOpBIX 1638 HOBBIX M PEKOHCTPYHpPOBaHHBIX. Ha HUX MpUMeEHSIOTCS
COBpPEMEHHBIE pecypcocOeperaromme TEeXHOJIOTHHA COACPKaHUS H
KOPMJICHHSI >KMBOTHBIX C JIOGHHEM B COBPEMEHHBIX JIOMJIBHBIX 3aj1ax
WJIM Ha POOOTH3UPOBAHHBIX JIOMIBHBIX YCTAHOBKAX.

[IpakTnuecku BCE CEIbCKOX0341ICTBEHHbBIE OpraHu3aluH,
(depMepckue XO3MHCTBa W HACEJIEHHWE 3aHUMAIOTCS MPOU3BOACTBOM
Mojoka. ['ocymapcTBEHHOM MporpaMMoil pa3BHTHSI arpapHOro Ou3Heca
MPEAYCMOTPEHO 00ECHeYnTh pealn3aliio MoJoKa Ha ypoBHE 8,5 MIH
TOHH, a 9KCIIOPTHBIE TOCTABKU — OKOJIO 4,8 MITH TOHH.

[IpousBoacTBeHHOE palioHHOe YHUTapHOE MIpEANpUsATHE
«QKcrnepuMeHTaibHas 0aza MMeHH KOTOBCKOT0», pacrloloXEHHOE B
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