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ABSTRACT

The article considers theoretical aspects of the use of advertising in the framework of marketing in modern
conditions. The relevance and conceptual necessity of highlighting the main role of advertising in the concept
of Internet marketing of organizations in modern conditions are determined. The main theoretical aspects of
the use of advertising as an element of the marketing complex are analyzed, which allowed the author to
determine the conceptual need for the classification of existing types of advertising. Since in the theory of
marketing there is no single approach to determining the main role of advertising, its essence, main types and
use in the marketing mix, the author proposes the classification of advertising depending on the areas of its
use. The modern types of advertising in the framework of the Internet marketing concept of an organization
were structured, the main goals, objectives and key functions of advertising in the modern conditions of the
global market transformation are formed. A theoretical substantiation of the key role of advertising in the
framework of the organization’s Internet marketing concept has been carried out, the main types of
advertising have been structured with a description of their characteristics, advantages, and disadvantages of
use in modern conditions.

It is proved that the formation of the concept of Internet marketing is impossible without the use of innovative
tools to promote goods and services such as advertising. The main trends in the development of the
advertising market in the world were studied. The structure of the global advertising market for its key types,
which are used in the concept of online marketing of organizations, is analyzed, and their average profitability
(ROI,%) is analyzed in terms of tools, which confirmed the theoretical justification of the main role of
advertising in the concept of online marketing of organizations, since the effective use of modern tools for
promoting goods and services allows optimizing the level of expenses and ensures the growth of strategic
financial indicators.

Keywords: concept, marketing complex, Internet marketing, marketing elements, marketing strategy, market,
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1. INTRODUCTION

In modern conditions, doing business is unthinkable
without the use of information technologies, which are
widely used in the concept of Internet marketing and its
main elements in the form of advertising, PR campaigns
that are aimed at improving the image of any
organization. Doing business in modern conditions
determines the main strategic priorities for the
development of organizations that are aimed at
strengthening competitive positions in the market by
involving the maximum number of consumers of goods
and services, reducing costs and optimizing income of

organizations through the effective use of elements
containing the concept of Internet marketing. Particular
attention in the current conditions of the functioning of
organizations is given to such an element of the concept
of Internet marketing as the promotion of goods and
services (advertising, PR campaigns) on which the
image and level of the marketing organization, which
ensures competitive position, consumer recognition and
trust in the market, increase the level of sales and cost
optimization. The increasing role of advertising in
modern business has led to increased interest in the
study of this social phenomenon among scientists from
different fields of science.

To highlight the main role of advertising in the concept
of Internet marketing, it is advisable to analyze the
theoretical aspects and research in the framework of the
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problems of this topic. It is worth noting that a group of
scientists such as: M. Isoraite (2016) [1], Alakidy
Beniyan F.Ibrahem (2012) [2], Dobrikova T.S. (2012)
[3], L. Nersisyan (2016) [4], Vella L., Kester J. ( 2009)
[5], McCharty EJ (1965) [6], Meffert, H. (2000) [7],
Chaffey D., Ellis-Chadwick F., Mayer R., Johnston K.
(20006) [8] distinguish advertising as the main element of
marketing and the conceptual need for its use as a tool
for building relationships with consumers, identifying
the target segment and promoting goods and services. It
should be noted that these approaches determine the
main subjects and objects of these relations, but do not
determine the conceptual approaches to organizing the
concept of Internet marketing on the basis of using
advanced types of advertising. In contrast to the
approach presented above, a group of scientists: Boyev
E. 1. (2005) [9], Yuldasheva O.U. (2004) [10],
Mukhtasarov A. F. (2017) [11], Kotler F.K (2009) [12],
Alleman, J., Rappoport, P. (2007) [13], Kanishcheva
T.D., Golovaneva LI., Filatova N .I. (2014) [14],
Hollensen S. (2010) [15], Rogozhin M.Yu. (2010) [16]
determine the main goals of advertising, which are
aimed at attracting the attention of the audience to the
object of advertising and the formation of a positive
image and the preferred choice of goods and services.
This approach reveals the main essence, goals, and
objectives of advertising, but does not consider
advertising as a key element of the concept of Internet
marketing, which in modern conditions affects the
formation of strategic guidelines for the development of
the organization and requires further research.
Advertising as the main element of the marketing
complex considered by a group of scientists such as:
Breton F. (2007) [17], Berdnikov L.P. (2017) [18],
Nuremberber L. B., Karuleva E. A (2008) [19],

Safarova M.B. (2015) [20], Kononenko N.V. (2008)
[21], Moiseenko 1.V. (2011) [22], which highlight the
need to include "4P" promotion of goods and services
(advertising) in the marketing mix. It is worth noting
that this approach is not adapted to the current
conditions for the functioning of organizations, since the
formation of a marketing concept, taking into account
the intensive development of innovative technologies, is
quite flexible and dynamic and includes a large number
of elements.

A special contribution to the study of the basic
conceptual approaches to the use of advertising and PR
campaigns as the main elements of marketing an
organization in modern conditions was made by a group
of the following scientists: Mazilkina E.I. (2012) [23],
Kononov V.0. (2016) [24], Otlacan, O. (2005) [25],
Mansurov R.E. (2011) [26], Pastore A., & Vemuccio M.
(2004) [27], Burtseva T.A. (2004) [28], Ikaeva R.V.
(2012) [29], Khrutsky V.E. (2002) [30], Kardapoltsev
K.V. (2015) [31], Ryumin M. Yu. (2016) [32],
Melentyev N.I. (2007) [33], Burnet J., Moriarty S.
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(2001) [34], Vekshinsky A. (2012) [35], Grokhovsky L.
Sevostyanov 1., Ivanov D., (2015) [36], Teletov A.S.
(2015) [37],

Hershgen H. (2000) [38], the consolidation of the main
results of their research allows us to determine that the
use of advertising and PR campaigns as the main
elements of an organization’s marketing are considered
to be the revolutionary and most promising form of
organizing marketing activities. However, according to
the results of these studies, it is worth noting that there is
no single approach to the use of advertising within the
framework of the marketing concept, which allows us to
conclude the feasibility of further research.

The scientific research of the following group of
scientists: Tyurina S. Yu. (2009) [39], Doskova I.S.
(2004) [40], Krylov A., Zuenkova O. (2006) [41],
Smirnov A.Yu. (2015) [42], Alashkin P. (2009) [43],
Panin K.G. (2010) [44], Godin A.A., Godin A.M.,
Komarov V.M. (2009) [45], Spiridonova G.V. (2017)
[46], Tulupov V.V. (2011) [47], T. Kegler are devoted
to classifications of types of advertising and its use in
modern conditions for the formation of organizations'
Internet marketing concepts . Dowling P. Taylor B.
Testerman D. (2003) [48]. The main aspects of the
formation of advertising as an element of marketing and
its use in modern marketing concepts are considered in
these works, however, despite the significant
contribution of scientific research by both domestic and
foreign scientists to areas of the theory of the advertising
use in the formation of the marketing complex of an
organization, there are many pressing issues that explain
the relevance of this topic and the need for a more
detailed and in-depth study. Regardless of the existing
approaches to the study of advertising, as a key element
of marketing, most modern researchers to some extent
relate to the communicative aspects of advertising, its
premises or the main goal, which requires further
systematization of these views, classification of existing
types of advertising and structuring of its basic elements,
which determines the need to highlight the key role of
advertising in the concept of the Internet marketing
organization in modern conditions.

Transformation processes in the global economy
determine the top management of organizations to apply
the most effective marketing methods and tools to
ensure competitive positions in the market, promote
goods and services in order to reduce costs and optimize
financial results. It should be noted that one of the main
and most effective marketing tools in modern conditions
is advertising, which is a containing element of the
concept of Internet marketing, which the organization
forms based on its strategic goals and development
initiatives ..
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2. ANALYSIS OF LATEST RESEARCHES
AND PUBLICATIONS

The conceptual need for the effective use of the concept of
Internet marketing in modern business conditions is one of
the most basic directions and strategic initiatives. An
effective concept of an organization’s Internet marketing
largely depends on the rational use of key elements
containing it, with which strategic indicators are achieved
and competitive market positions are provided by
increasing sales volumes using modern types of marketing
promotion of goods and services such as advertising and
PR - company. To determine the main role of advertising
in the concept of Internet marketing of an organization in
modern conditions, it is necessary to consider the main
existing approaches to determining the definition of
advertising and its use in the marketing mix. According to
famous marketer F. Kotler (2009) [12, p. 96],
advertisement is any paid form of non-personal
presentation and promotion of ideas, goods and services of
a specific customer or manufacturer. This interpretation
reveals the main functions of advertising, but does not take
into account its key role in the concept of Internet
marketing in modern conditions, which is based on the use
of innovative technologies and techniques for promoting
goods and services.

A group of scientists of Kanishcheva T.D., Golovaneva
LI, Filatova N.I. (2014) [14, p. 348], who investigated the
theory of the functioning of advertising, define it as an
impersonal commercial form of disseminating information
about the properties of goods and services that are useful
and necessary for consumers, which in its turn reveals the
basic need for advertising, but does not specify with what
tools, which is very important to consider in modern
conditions of the formation of the concept of the Internet
marketing organization. The idea of Wells W., Burnet J.,
Moriarty S. (1999) [49, p. 266] defines advertising as a
paid, not personalized communication carried out by an
identified sponsor with using the media to persuade (in
something) or influence (somehow) the audience. The
proposed idea reveals the main purpose of advertising, but
not the features of its application, as the main containing
element of the concept of Internet marketing in modern
conditions. Thus, N.V. Kononenko considers that
advertising is the information about a legal or physical
person distributed in any form, by any means, or about
product, idea or event (advertising information), which is
intended for an indefinite number of persons and is
designed to form and maintain interest in the product and
contribute to the implementation of goods, ideas and
events (2008) [21, p. 73]. It should be noted that this idea,
being closer to modern realities, reveals a more precise
essence of advertising as an information component of the
marketing complex, which in modern conditions is not
enough to ensure competitive positions in the market.

In modern conditions of the global market transformation,
the effectiveness of the organization’s functioning depends
on the formed concept of Internet marketing, which is
based on the main elements of the marketing complex and
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the use of advanced technologies to maximize financial
results and expand competitive positions in the market.
Thus, it is worth noting that advertising should be a key
component of the organization’s Internet marketing
concept, which ensures the effective promotion of goods
and services on the market using innovative tools and
methods for conducting PR-companies. Since the disunity
in the definition of advertising and the lack of a unified
approach to the classification of its main types and basic
tools, which are based on innovative technologies for
promoting goods and services and highlighting the main
role of advertising in the concept of Internet marketing of
an organization, determine the conceptual need for further
in-depth research.

3. UNSOLVED PARTS OF THE PROBLEM

The considered main aspects of the theory of marketing
and its containing element of the promotion of goods and
services (advertising) made it possible to determine the
need for concretization of the main role of advertising in
the concept of Internet marketing of an organization in
modern conditions. The transformation processes of the
world market determine the conceptual need to highlight
advertising and PR-companies as key containing elements
of marketing.

The modern market is characterized by the intensive
penetration of information technologies and innovative
tools that increase the level of competition, which in its
turn necessitates the conquest of a part of the market by
promoting goods and services through advertising, which
is a key element of the concept of Internet marketing. To
study the main role of advertising in the concept of
Internet marketing of an organization in modern
conditions, the basic concepts of advertising and its use in
the marketing mix should be structured. It should be noted
that there is a need for the classification of existing types
of advertising and its use in the concept of the Internet
marketing organization. It should also be noted that special
attention is required to study the influence of the main
global trends in advertising on the concept of Internet
marketing of an organization and its key elements. The use
of innovative technologies and tools is quite relevant in
modern condition and leads to the improvement of existing
types of advertising and its main tools, which have a
significant impact on the final results of the organization’s
Internet marketing concept causing an additional need for
more in-depth research.

4. PURPOSE OF THE STUDY

The theoretical justification of the role of advertising in the
concept of Internet marketing organization, the structuring
of existing types of advertising and PR-companies in
modern conditions.

The goal of the study identified the tasks that should be
solved in the study: analysis of the theoretical aspects of
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the development of advertising as an element of the
marketing mix; classification of existing types of
advertising of PR-companies, the use of innovative
Internet technologies in the world and their use in
advertising; conceptualization of the main role of
advertising in the concept of Internet marketing; formation
of theoretical recommendations on improving tools for
promoting goods and services within the framework of the
concept of Internet marketing of an organization in
modern conditions.

5. MATERIALS AND METHODS

The theoretical basis of the study is the fundamental
provisions of the marketing modern theory and its
containing elements. In the framework of the study, both
general scientific and special methods of cognition were
used: analysis and synthesis - to develop theoretical
recommendations for improving the tools for promoting
goods and services within the framework of the
organization’s Internet marketing concept in modern
conditions; theoretical generalization - in determining the
essence of advertising and its basic tools; graphical
method - when analyzing the development of the
advertising market in the world and estimating advertising
costs in the financial sector.

The research information base was the key data of the
World Bank, the International Bank for Reconstruction
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and Development, the International Monetary Fund, the
International Finance Corporation, Internet resources in
the framework of marketing research and communications,
scientific works of domestic and foreign scientists,
economists, marketers, etc.

5. BASIC STUDY RESULTS

An important role in the marketing complex of an
organization in modern conditions is played by marketing
communications. The main task of marketing
communications can be represented as a message and the
media aimed at transmitting information about a product
or service and establishing links with the target audience,
industry, market. Modern marketing concepts are quite
flexible and dynamic and include a wide range of key
elements such as price, product, advertising, brand, public
relations, customer focus, sales promotion, personal sales,
loyalty programs, and sponsorship. However, special
attention should be paid specifically to advertising, since it
performs the main function of marketing communications,
being a connection that transfers from the advertiser to the
target audience in order to inform the consumer as much
as possible about the product or service in order to further
stimulate it to buy. The main functions of advertising
within the framework of the organization’s Internet
marketing concept are shown in Figure 1.

|
Economic !

advertising stim ulates the sale of goods and prom otes profit growth, accelerating the process of sale E
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! - -
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Figure 1 The main functions of advertising in the framework of the Internet marketing organization concept [6, 9-10]

It should be noted that marketing is the basis for
organizing the process of marketing products, promoting
new products to the consumer, developing a strategy for

advertising these products and services. Marketing
methods for sales stimulation and increasing competitive
positions in the market are based on the organization’s
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activity in disseminating information about the merits of
its product and convincing target consumers to buy it using
such a marketing element - advertising as the main form of
communication. The functioning of organizations and the
formation of the Internet marketing concept in which
advertising is always aimed at the consumer, including
potential, it aims to inform him in various ways about new
goods and services and their consumer properties. The
goals of the organization’s advertising activities should be
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clearly established, quantified and determined by the
terms, which will allow controlling the effectiveness of
advertising as an element containing the concept of
Internet marketing. The main goals and objectives of
advertising as a containing element of the concept of
Internet marketing organization in modern conditions are
presented in Figure 2.

The main objectives of advertising, depending on the life cvcle of goods and services
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b profitable partners and new custom ers

Increase and stimulate growth in sales, searchfor

Figure 2 The main goals and objectives of advertising in the framework of the concept of Internet marketing

organization [14,16]

To achieve the goals and objectives of advertising within
the framework of the formed concept of the organization’s
Internet marketing in modern conditions, the instrument of
advertising and PR companies or their combination that
most closely matches the set requirements and strategic

initiatives are selected. Advertising is a powerful element
of the concept of Internet marketing since it covers many
areas of activity, which are presented in Table 1.

Table 1 Classification the areas of advertising use as a key element of the concept of internet marketing

Adbvertising field

The main subject area for advertising

Economy

Production, trade, finance, labor supply, job searches

Domestic services

Repair, sewing, manufacturing of household items, recreation.

Intellectual services

Education, medicine, books, press, fortune-telling, tourism.

Events Circus, theater, concert

Religion Religious posters, invitations.

Politics Campaigning for candidates in elections, slogans of rallies, demonstrations,
processions.

Law Reporting the missing, searching for criminals, invitations to litigation.

Science and ecology

Enlightenment advertising, scientific popularization in leaflets, posters, leaflets,
booklets.

Family and interpersonal | Marriage announcements, invitations to meet, travel together, joining to business.
relationships
Charity Announcement about charity events, appeals for donations

Source: Compiled by the author based on [19-25]

In modern literature, the concept of advertising as
containing an element of the Internet marketing concept
has a double meaning: it can mean advertising as a product
(this is what is provided to consumers of goods and

services) or as a manufacturing process of this product.
Given the need to understand advertising as one of the
main tools and containing elements of the organization’s
Internet marketing concept, we consider it necessary to
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supplement the interpretation of advertising as
participating in the production and sale of products and
services. Advertising (as a product) is the visual consumer
perception of advertising messages and publications in
order to perform a communication function. Advertising
(as a product creation process) is an advertising product

Advances in Economics, Business and Management Research, volume 138

advertising. Therefore, in order to justify the role of
advertising in the concept of the organization’s Internet
marketing, for practical use, it is necessary to classify
advertising and its main types and tools as the basis, which
is based on a sign of the correspondence of advertising
media to advertiser types shown in Figure 3.

that should attract consumer attention and increase their
share by performing the informational function of
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e—

Figure 3 Classification of advertising as a key containing element of the Internet marketing organization concept [14,
16]

A high level of competition in the markets makes it
possible to use various types of advertising and promotion
of goods and services for conducting business for effective
positioning and promotion. The formation of the optimal
concept of the organization’s Internet marketing, which
defines the goals and development strategy in the market,

and the use of modern types of advertising and PR-
companies provides for quick and effective reaching the
target audience. The main types and directions of
advertising within the framework of the organization’s
Internet marketing concept are presented in Figure 4.
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Figure 4 The main types
[29,30,48]

The concept of Internet marketing involves the use of
advertising in combination with innovative Internet
technologies allowing reliable targeting of the consumer
audience and the promotional materials supplying. The
effectiveness of complex events is much more tangible
than the potential return of individual marketing processes.
This effect is called synergy, when the interaction of
several areas provides an excellent result, significantly

and directions of advertising in the framework of the concept of Internet marketing organization

exceeding the simple summation of achievements in
individual areas. High flexibility of the concept of Internet
marketing and the effectiveness of all types of advertising
will be useful for the formation and development of any
organization. The dynamics of the advertising share in the
concept of Internet marketing of organizations in the world
for the period from 01/01/2010 to 01/01/2019 in% is
presented in Figure 5.
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Figure 5 Dynamics of the advertising share in key media resources of the world for the period from 01/01/2010 to

01/01/2019, % [51]

Figure 5 shows that advertising is used in all possible
media channels for communication, promotion of goods
and services, and market positioning. For the period from
01/01/2014 to 01/01/2019, the largest share of advertising
belongs to the Internet, which allows realizing the
speculative goals of the organization by increasing sales,
increasing customer loyalty and market recognition. The
use of advertising in the concept of Internet marketing

entails a rather huge amount of expenses of the
organization, which depend on the chosen type of
advertising. Dynamics of key indicators of advertising
market volumes in the world, contribution of types of
advertising to the growth of global advertising costs in the
world, in billion of dollars and the ratio to GDP indicators
are presented in Figure 6.
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Figure 6 The dynamics of key indicators of the advertising market volume in the world, the contribution of types of
advertising in the growth of global spending on advertising in the world, in billion of dollars and the ratio to GDP [51]

The presented dynamics of the advertising main uses
contribution in the world indicates that the most popular
are the most used innovative types of advertising using
Internet resources, which can optimize the structure of
advertising costs and increase the volume of its promotion,
allowing attracting consumers and their loyalty to the
goods and services of the organization. The dynamics of
GDP in the world indicates that the level of advertising
that is used to formulate the concept of Internet marketing
of organizations is dependent on it, which indicates the

fluctuation of data on the% ratio of advertising to GDP. To
justify the key role of advertising in the concept of Internet
marketing of organizations, it is necessary to consider the
share of growth in advertising using Internet technologies,
their profitability in the context of the main types that are
used in the marketing mix in world business practice. The
structure of the global advertising market and its
profitability as of 01/01/2019 in% are presented in Figure
7.
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Figure 7 The structure of the global advertising market and its average return (ROI,%) as 0of 01.01.2019 in% [51]

The presented structure of the advertising market in the
world and its average profitability in Fig. 7 indicates the
significant role of advertising in the promotion of goods
and services as the main containing element of the concept
of the Internet marketing organization. The largest share in
the structure of advertising types belongs to advertising
using Internet technologies: Search advertising (SEO),
display advertising, contextual advertising with a share in
the world market of over 70%. It allows us to state the fact
that the formation of a modern concept of Internet
marketing is impossible without applying advanced
technologies and innovative mechanisms for promoting
goods and services.

6. CONCLUSIONS

In the study, the author examined the main theoretical
aspects of the formation of marketing and the use of
advertising in its complexity as a key containing elements
in modern conditions. An in-depth theoretical and
methodological analysis of scientific research in the field
of the use of advertising in the concept of Internet
marketing was carried out, which made it possible to
determine the relevance and urgent need to improve
existing approaches to determining the role of advertising
in the concept of online marketing of an organization in
modern conditions.

The lack of a unified scientific approach to the
classification of advertising as a key element of the
concept of the organization’s Internet marketing led to the
structuring of advertising types. The author has developed
the theoretical aspects of the formation of the Internet
marketing organization concept using modern types of
advertising to promote goods and services on the market.
The paper presents a classification of the main types of
advertising as containing elements of the Internet
marketing concept with a description of their
characteristics, features of use in different industries with
the justification of its advantages and disadvantages. The
analysis of the share of advertising in key media resources

of the world was carried out. The key role of advertising
using modern information and Internet technologies has
been determined, which allows increasing business
profitability, customer loyalty and winning the target
audience.

It is taught that the use of advertising in the concept of
Internet marketing of world organizations increases the
level of competitiveness of an  organization,
recognizability of a company and brand, providing a
competitive position in the market. The analysis of the
advertising market structure in the world is carried out, it
is determined that the largest part of the market is
occupied by innovative types of advertising, such as search
advertising (SEO), display advertising, contextual
advertising with the share in the world market of more
than 70%, the use of which, in the relation to Internet
marketing organizations, leads to costs optimization for
the promotion of the goods and increasing target financial
indicators.
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