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SOCIAL NETWORKS AS A TOOL FOR ENTREPRENEURSHIP
IN THE CONDITIONS OF THE ECONOMY OF IMPRESSIONS

In recent years, Internet and social networks have become a full-fledged platform for business and have significant functions of
effective and accurate communication to the target audience of information about potential customers, the availability of necessary
communication tools to work with customers, companies, sales of goods, services and more. This is especially important in the
context of the development of the economy of impressions. The subject of the article is the analysis of the use of social networks
in business activities in the conditions of the impression economy. Analysis of the scientific literature has shown that foreign
and domestic scientists are constantly looking for ways to develop business in the online environment. However, scientific works
on entrepreneurship in social networks are insufficiently substantiated and adapted to the conditions of functioning Ukrainian
enterprises, so they need further development. The purpose of this article is to substantiate theoretically the peculiarities of
entrepreneurial activity of Ukrainian business entities in social networks. The main tasks of the article are: analysis of statistical data
on the use of social networks in business activities and justification of recommendations for the effectiveness of business activities in
social networks. The following research methods were used: analysis and synthesis, statistical analysis, monographic analysis,
deductive and inductive method, graphic method. The following results were obtained. It is determined, it was concluded that among
the existing platforms for business on the Internet, Facebook and Instagram — these are the two best platforms used by marketers.
It was noted which social channels are used by experienced marketers to promote the company's products on social networks
compared to those who are just starting out. Thus, "young" social network marketers for effective entrepreneurship focus mainly
on Facebook and Instagram. At the same time, the most experienced marketers are very diversified in this process. The main criteria
for using video content in business as the most effective tool for doing business on social networks are summarized. The main
conclusions are as follows. An analysis of the use of video marketing in online business has shown that YouTube is the number one
video channel. At the same time, TikTok is a new video platform, but has already actively regained its place in the market. Therefore,
the main criteria for including videos in the TikTok recommendation have been summarized. The main opportunities of SMM
in different business segments were also considered. The peculiarities of SMM use for large, medium, small businesses,
Internet business and b2b-sphere were noted. The main advantages of entrepreneurship in social networks were summarized
and highlighted. The results of the study can be the basis for further development of the practical use of social networks for the
entrepreneurial activities of Ukrainian enterprises.

Keywords: business; economy of impressions; social networks; Internet; Facebook; Instagram; TikTok; target audience;
online platform; video marketing; SMM.

Introduction the subjects of the external and internal environment, to

form positive impressions of enterprises, their products,
in today's market environment, more and more operations
are carried out in cyberspace. These include not only
objective processes such as trade, but also to some extent
subjective and emotional, such as the promotion of goods
or services, company image formation and branding,
marketing communications and others that create positive
impressions about business entities and their capabilities
and achievements. However, it should be noted that more
than half of the world's population now uses social media,
now is the perfect time to rethink how you can use these
powerful platforms for business. Today there are tens of
thousands of different social networks and services:
communication, professional, graphic, blogging, news,

Today, entrepreneurship is a strategic factor
and aninternal source of unsustainable economic
development and material well-being of the country's
population in market conditions. At the same time,
the spread of information technology helps to increase
opportunities for business on the Internet, which is
especially important for the development of the economy
of impressions. This leads to increased competition and
necessitates the development of enterprises using Internet
technologies. There are also opportunities for quick
start-ups for entrepreneurs through the use of modern
tools on the Internet.

The rapid pace of technological progress involves

the intensification of forms of business via the Internet as
an independent economic activity. In order to influence

video and many others. Realizing the size of the target
audience, non-network media hastily open their offices

© O. lastremska, H. Nebylytsia, 2023


https://doi.org/10.30837/ITSSI.2023.23.155

ISSN 2522-9818 (print)
ISSN 2524-2296 (online)

Innovative technologies and scientific solutions for industries. 2023. No. 1 (23)

on social networks, integrate their sites with Facebook,
Instagram, Telegram and similar popular networks.

Impression management in social media marketing
is one of the most effective methods of business
development, product promotion, consumer impact.
Not only the number of users of social networks is
increasing every day, but also the time that these users
spend on social sites. The task of the company's
marketers is to get part of this daily user time to attract
attention to the company, form a positive attitude towards
it, create a user's desire to buy a product / service or make
other targeted actions for the company. After all, the
analysis of the characteristics of entrepreneurship in
social networks will help marketers to make informed
decisions about the implementation or rejection of such
apolicy and increase its effectiveness in general.
Therefore, the topic of this study is very relevant for both
scientists and Ukrainian entrepreneurs.

The purpose of this article is to theoretically
substantiate the peculiarities of entrepreneurial activity of
Ukrainian business entities in social networks to create
positive impressions about the results of their activities
and opportunities. To achieve this goal, the following
tasks were set and solved:

—to analyze statistical data on the use of Internet
(social networks) in business;

—to justify the effectiveness of entrepreneurial
activity in social networks;

—to generalize the main criteria for the use of video
content in business as the most effective tool for business
in social networks;

—to consider the main opportunities of SMM in
different business segments;

—to highlight the main benefits of doing business on
social networks.

Literature review

The development of entrepreneurship in the online
environment has led to increased attention of scientists
in this area. Thus, both domestic and foreign scientists
such as Z. Wilger, J.Kramolish, N. Kapolupo [1],
E. Ikechukwu, A. Emmanuel, I. Edjikeme [2], pay
attention to the functioning of enterprises on the Internet.
Sadigov [3], A. Hamvon [4], D. Tavorn, P. Trichob,
V. Klongtong, C. Ngamkroekjoti [5], I. Otenko [6],
S. llyashenko [7], O. Belovodskaya [8], T. lichenko [9],
D. Doroshkevich [10] and others. It should be noted that,
for example, Z. Wilger, J. Kramolish and N. Kapolupo
in their work "The impact of social media on the

internationalization of SMM" [1] identify the impact of
social media as a tool of marketing strategy in the
economy of impressions to conquer new markets.
The authors present the results of an empirical study for
2019-2020 to assess the differences in approaches
to social networks according to some factors. Also
interesting is the study of E. Ikechukwa, A. Emmanuel
and |. Edjikem [2], where the authors explore the
relationship and impact of social networks on the
competitive advantages of firms. Emphasize the positive
impact and note that the capabilities of technological
infrastructure  significantly affect the competitive
advantages of "young" firms. In the study, the authors
emphasize the need to change the ways of using social
networks by new firms, and argue that the use of social
networks is a necessary need in today's world.
Also noteworthy is the study of R. Sadigov [3], where
the author considers current trends in digitalization from
the standpoint of business innovation management;
analyzes and substantiates the relationship between
indicators of innovation and digital profile and the level
of entrepreneurship. The author constructs a regression
model of panel data with fixed effects in order to
determine the impact of digitalization parameters on
the parameters of business sector development.

In "How to turn millennial consumers into brand
preachers with the help of micro-influencers in social
networks" [4] A. Hamvon emphasizes that today social
networks have caused an information explosion among
young people, which is the largest target audience for
sellers. The study notes that millennials are the main
driving force for business development, and that they are
the leaders for brand development through social networks.

Advertising plays an important role in creating
brand awareness and leads to consumer behavior about
the service or product. Thus, D. Tavorn, P. Trichob,
W. Klongtong, C. Ngamkroekjoti [5] confirm that the
value of video advertising in social networks shape the
attitude and reaction of the target audience to the
company, which in turn affects the entrepreneurial
activity on the Internet. business.

It is necessary to determine the thoroughness of
research by I. Otenko, O. Ptashchenko, and J. Kushch [6],
which present the main features of e-business in the
world market, as well as determine its state and
development trends. The authors emphasize that the
digital globalization of economic processes is becoming
a fundamental trend and principle of the modern
economy, which is determined not only by revolutionary
technological changes but also the laws of economic
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evolution in general, orients modern management to
business rules, promotes productivity, as well as
eliminates the negative phases of the economic cycle.

Analysis of the scientific literature has shown that
foreign and domestic scientists are constantly looking for
ways to develop business in the online environment.
However, scientific works on entrepreneurship in
the virtual space as a whole and in social networks
including are insufficiently substantiated and adapted to
the conditions of functioning of Ukrainian enterprises,
so they need further development.

Materials and methods

The methodological basis of the work are general
scientific and special methods of scientific research.
In particular, methods of analysis and synthesis are used
to determine trends and functional patterns of use of
social networks in business. The statistical analysis is
used to diagnose the use of social networks in the world,
highlight the most popular social platforms in the
network and identify trends in the use of relevant
platforms in the online environment. The method of
morphological analysis was used to identify and
summarize the main criteria for video in the
recommendations of TikTok and formulate the benefits
of doing business on social networks. The deductive
method used to systematize information about business
in the online environment in general and the use of
social networks in particular; inductive method -
to summarize the results of using existing social

Social media users as
a percentage of the
world's population

The total number of
active users of social
networks

4,55 billions 57,6%

Fig. 1. Use of social networks around the world (defined by [11])

A study done by Global Weblndex shows
that worldwide, social network users now spend
an average of 2 hours and 27 minutes a day of multimedia
work on an average of 8 social networks and messaging

networking platforms for doing business on the Internet;
graphical method — to visualize the results.

Results and discussion

In recent years, the Internet as a whole and social
networks particularly have become a full-fledged
platform for business and have significant functions of
effective and accurate communication to the target
audience of information about potential customers, the
availability of necessary communication tools to work
with customers, companies, sales of goods, services
and more. The main advantages of Internet are ease of
access to information and speed of its dissemination.
The development of business in virtual space can be
successful and to promote the growth of net profits
of enterprises with the creation and support of brand
offices, as well as reputation management in all areas
with a social component.

The Internet in general and with social networks in
particular have somewhat transformed the entrepreneurial
activity of the enterprise. Today, social networks vary
in popularity with different demographics, and they
are still developing in both the world market and
the Ukrainian market. According to experts from
the international companies "We Are Social" and
"Hootsuite", users of social networks have grown by
more than 10% over the last year, reaching a total
of 4.55 billion by early October 2021 (Fig. 1) [11].
This means that more than half of the world's population
now uses social media.

The average amount
of time per day spent
on social networks

Annual change in the
number of social
network users

+9,9% 2h

+409 millions 27 min

applications [12]. Growth trends show that, on average,
more than 1 million people have started using social
media for the first time every day in the last 12 months,
equating to almost 13 new users every second. It should
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be noted that Facebook continues to dominate the
ranking of the world's most popular social networking
platforms (Fig. 2) [13].

TWITTER |074369
PINTEREST 07529
SNAPCHAT L0538
TELEGRAM | =0/550

TIKTOK  |eij000mss
FB MESSENGER  S17300 J

INSTAGRAM 1,393 )

|
WHATSAPP { 2,000 )
YOUTUBE | 2,291 ]
FACEBOOK ¥ 2,895 y

0,000 0,500 1,000 1,500 2,000 2,500 3,000

Active users of social networks, billions

Fig. 2. The world's most popular social platforms
(summarized by [13])

The company's "core" platform now claims more
than 2.8 billion monthly active users, while 2 billion
people use its leading WhatsApp messenger platform.

Instagram has also seen impressive growth in recent
weeks, with the latest data from the company's
advertising audience showing that more than 1.39 billion
people now use the platform every month. Recent figures
suggest that Instagram added 111 million new users to
its advertising reach last quarter, equating to quarterly
growth of more than 10%. The figures mean that
Instagram's ad audience is currently growing at a rate
of more than 1 million new users per day, bringing
the global network coverage to 1.39 hillion by early
October 2021. That is, Instagram is still ahead of TikTok
when it comes to monthly active users, but analysis
of various data points indicates that the short video
sensation ByteDance is still growing rapidly.

At the same time, TikTok announced that it had
crossed 1 billion monthly active users at the end of
September 2021 [15], making it the seventh social
networking platform to join the exclusive club of
billions of users.

As for the next well-known online platform where
it is possible to do business — Twitter, they have lost
profits to the audience. Advertising coverage is now
sinking back below the figures that were shown back
in January. However, it should be noted that the figures
reported in Twitter's advertising tools are subject to
significant fluctuations, even for relatively short periods
of time. In addition, the 90 percent drop in the number of
registered Twitter users in Ukraine played a significant
role in reducing this quarter.

Thus, Facebook and Instagram are the two best
platforms used by marketers in business. All other
platforms lag behind these two best.

Figure 3 presents the results of a thorough review of
which social channels are used by experienced marketers
to promote the company's products on social networks
compared to those who are just starting.
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Fig. 3. Using of the platform: beginners
and experienced marketers (calculated for [16])

Thus, "young" social network marketers for effective
entrepreneurship focus mainly on Facebook (89%) and
Instagram (66%) [12]. At the same time, the most
experienced marketers are very diversified in this process.
It should be noted that Facebook continues its decline,
which began in 2019, in terms of traffic to the platform.
At the same time, the growth of Instagram can be clearly
seen, along with the decline of Twitter (Fig. 4) [17].

It is worth noting that today in business activities in
the online environment, much attention is paid to video
marketing. Video content is thriving now, and integrating
it into marketing strategies is a vital element of online
business to attract customer attention. The video has
changed the consumption of content because it provides
information in a much more interactive, visual and
entertaining way.

In addition, video is a natural means of storytelling,
making it an effective method of persuasion. Millennials'
favorite form of content is video. According to a Hubspot
study, 96% of consumers between the ages of 18 and
34 watch videos several times a week, and 75% of
millennials watch at least one video a day. The same
Hubspot study also shows that videos help attract a brand
and sell it. And also influence consumers' purchasing
decisions. In fact, 64% of consumers say that
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commercials have influenced their purchasing decisions. 6-second Youtube commercials increase advertising

The 8 billion videos are viewed on Facebook every day. response by more than 30% [18]. Recognized social
Video ads on Instagram Stories can increase the impact of media expert Michael Stelzner asked marketers to
advertising and buying intentions. Instagram promotional indicate which platforms they regularly use for their

videos generate 3 times more comments than photos. video marketing [20] (Fig. 5).

o™ JEp—

60%

50%

- 40%

30%

20%

- 10%
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B instagram [ Linkedin [ Twitter [l Facebook M YouTube

Fig. 4. Dynamics of changes in traffic of users of the main Internet platforms of business (summarized by [17])

Instagram Facebook

Linkedin Twitter Pinterest

1 —increasing. 2 — reduction. 3 — remains unchanged. 4 — is not planned to use

Fig. 5. Use of video content on the main platforms of business in the online environment (summarized by [20])

The following results were obtained: YouTube was Instagram Stories has risen sharply from 22% in 2019 to
the number one video channel used by 55% of marketers, 46% in 2021. TikTok is a new video platform, but has
followed by native Facebook videos (49%). The use of already actively regained its place in the market [19].




ISSN 2522-9818 (print)
ISSN 2524-2296 (online)

Innovative technologies and scientific solutions for industries. 2023. No. 1 (23)

According to online company ByteDance, which
owns several popular services, with the help of
advertising on TikTok marketers can reach 825 million
users aged 18 and older worldwide. The main content of
TikTok is short 15- or 60-second videos in which the
authors use various effects or music. After creating the
video gets into the recommendations to users. They are
formed according to the criteria presented in table 1.

Table 1. Criteria for getting videos in the TikTok
recommendation

Criterion Essence

Geolocation | It is unknown which audience will see the
video. This makes it harder for companies
and bloggers to work with a different
audience.

User It is important that a specific user

experience evaluates, comments and watches the
video to the end. Mostly his videos will
consist of such videos .

Popular Videos that have already garnered a lot of

videos views later end up in the tapes of almost
all users.

The peculiarity of TikTok is that users are much
more likely to watch the recommendations, rather
than videos of people to whom they subscribe.
This distinguishes it from Instagram and YouTube.

Today, Ukraine cannot set up a target audience for
online businesses, which is why most marketers do not
use TikTok to promote a product. Today, this platform
is useful only to increase the coverage of social pages.

Any business can adapt an SMM campaign to its
specifics. Consider how this marketing complex can be
used for different business segments (Fig. 6).

A/} MM\\

Medi d Internet
edium an BIB

Big business . .
& small business  business

Fig. 6. Application of the marketing complex

Representatives of big business were among the first
to realize the potential of social networks and began to
actively use them for their promotion. Through social
networks, big business usually solves strategic long-term
marketing tasks: branding, raising awareness of the target
audience, increasing loyalty and trust in brand products

and tracking thoughts and moods among the target
audience; it is determined what the support system
will be. Features of SMM-campaigns of big business
include high coverage, work on several platforms and
interactivity of communication. This uses communities,
blogs, social media applications, and systematic work
with the most loyal opinion leaders (creating so-called
"brand advocates"). Also, large companies pay serious
attention to working with reputation, in particular,
monitoring and neutralizing the negative. The greatest
difficulty is usually the analysis of efficiency. Since the
activities of these companies are often associated
with awide distribution network, it can be difficult to
track how certain actions affect direct sales. Therefore,
each campaign needs to develop its own system of
metrics, using the capabilities of web analytics.
Representatives of the following spheres of big business
are highly active in social networks: manufacturers;
banks and other financial structures; film studios;
network service operators; retail chains.

In recent years, the SMM threshold has dropped
sharply, and the massive influx of small and medium-
sized businesses into social networks continues to this
day. In most cases, they are more relevant tools that
allow you to quickly solve tactical tasks: increase
sales, announce discounts, encourage users to buy again.
To do this, they usually resort to creating their own sites,
and to work with existing, similar topics. The following
industries are more represented on social networks:
trade; local producers; services (beauty salons, fitness
clubs, etc.); tourism sector.

Representatives of the online industry are also
active users of SMM. The main task for them is to obtain
high-quality traffic with high conversion (i.e. conversion
into sales, registration or other targeted actions).
The most relevant tools for this are the creation of
communities, blogs and microblogs, targeted advertising
and placement of teasers in communities and blogs.
Also, social networks are often used to create noise
around the project, to attract attention to it. The following
types of projects can be noticed more often than others
in SMM: online stores; online services; online startups;
discount aggregators.

Contrary to popular belief, b2b products and
services can also be effectively promoted through social
networks. The main strategy, in this case, is to find
representatives of the professional layer, which is the
target audience of the campaign. To do this, you can
create your own communities that position themselves by
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professional or social affiliation, conduct targeted work
with target audiences, provide multiple touches through
advertising systems, with orientation to professions or
education, and work with existing professional centers.
The SMM presents the following business categories in
this sector: advertising services; IT solutions; financial
and legal services; HR agencies. According to the 2021

Social Media Marketing Industry Report, a significant
86% of all marketers surveyed said that their efforts on
social media have had a greater impact on their business.
The increase in trade was the second major advantage,
with 78% reporting positive results [20].

So, it can be summarized that all the benefits of
entrepreneurship in social networks (Table 2).

Table 2. Advantages of entrepreneurial activity in social networks to create positive impressions in the subjects

of the external environment

Advantage

Content

Increase sales

A large percentage of marketers find the best sales results with many years

of experience in social media. For example, more than half of marketers who
have been using social media for more than 12 months report that it has helped
them improve sales.

Growing business partnerships

Most marketers seem to use social media to develop partnerships.

Increase in traffic

Those who use social networks for a year or longer report significantly better
business management results (72% + stated benefits) compared to those
with less experience.

Formation of potential customers

Marketers are gaining more knowledge in generating leads through more
experienced social platforms

Ensuring market understanding

Based on many years of experience, this benefit does not change significantly.

Development of "loyal fans"

Building a dedicated fan base seems to be an advantage that improves
as marketers gain years of experience.

Improving thought leadership
leadership thinking.

Only those with the most experience (5+ years) have seen real success in building

Conclusion

Thus, the Internet and social networks and their
tools provide incredible opportunities for effective
business activities of modern Ukrainian business in
order to create positive impressions about the results
of activities and opportunities of business entities.
There is no doubt that online entrepreneurship will
continue to grow, as it is showing positive dynamics
and tremendous potential for further development,
especially in the context of the development of the
economy of impressions. So, the paper considers the
world statistics of the most popular social networks
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COLIAJBHI MEPEXI IK IHCTPYMEHT IIAIMTPUEMHUIIBKOI JISITBHOCTI
B YMOBAX EKOHOMIKU BPA’KEHb

IHTepHeT 1 comiambHI Mepexi 3a OCTaHHI POKH CTajlHM MOBHOLIHHOIO IUIATGOPMOIO Ul MiJNPUEMHHIBKOI MisUIBHOCTI Ta MArOTh
3HauHi QyHKUOii e(eKTUBHOTO ¥ TOYHOTO MOBIAOMJICHHS WiNbOBiIH ayauTopii iHpopMmamii Mpo MOTEHUIHWUX KIEHTIB,
HasBHICTh HEOOXITHUX KOMYHIKAI[IMHUX 1HCTPYMEHTIB AJsl poOOTH 3 KII€EHTaMH, KOMIIAHISIMHU, JJIS IPOJAXXKy TOBApiB, MOCIYT TOILO.
Ile € 0cobaMBO BaXJIMBUM B YMOBaxX PO3BHUTKY E€KOHOMIKM BpakeHb. IIpeamMeTom cTaTTi € aHali3 BUKOPUCTAHHSA COLaIbHUX
MepeX Yy MiANPHEMHUIBKINA IiSUTBHOCTI B yMOBaX €KOHOMIKH BpaKeHb. AHali3 HAyKOBOI JITepaTypH MOKa3aB, IO 3aKOPAOHHI
Ta BITYM3HSAHI BYCHI MOCTIHO IIYKAIOTh IUIIXH PO3BUTKY MiANPHEMHHLBKOI MisUIBHOCTI B OHNIaiH-cepemoBuuli. [IpoTe HaykoBi
mpari 3 MUTaHb MiANPUEMHUIBKOI MisTIBHOCTI B COMIaTbHUX MepekaX HEAOCTaTHHO OOIPYHTOBaHI W aJamToOBaHI O YMOB
(yHKLIOHYBaHHS yKpaiHCBKMX IIANPHEMCTB, TOMY MOTPEOYIOTh MOJANBLIOTO pPO3BUTKY. MeTa CTaTTi — TEOPETHYHO
OOTpyHTYBaTH OCOOJIMBOCTI MiANPUEMHHUIIBKOI IisUTBHOCTI YKPaiHCBKUX CYyO0’€KTiB TOCIOAApIOBaHHS B COLIATBHUX MeEpeKax.
OCHOBHHUMH 3aBAAaHHSAMH € aHAI3 CTaTUCTHYHUX [aHMX OO0 BUKOPHCTAHHS COLAIBHUX MEpeX Yy MiJIPUEMHHLBKIN
IISUTBHOCTI Ta OOIPYHTYBaHHS peKOMeHIaliii e()eKTUBHOCTI MiJNPUEMHHIBKOI MisUIBHOCTI Y COIITbHUX Mepekax. 3aCTOCOBAHO
Taki MeTOAW MOCTIMKEeHHS: aHaJi3 1 CHHTe3, CTAaTHCTHYHMKA 1 MOHOrpaQiuHMil aHami3, AEAYKTUBHUH Ta IHIYKTHBHHUN
Meroqu, rpadiunmii Meron. Y Tpomeci MOCTIDKEHHS 37100yTO KOHKpPETHI pe3yabTaTH. 3°5COBaHO, IO cepel HasBHUX
Ha ChOTOJHI Mail[aHYMKiB [UIs MiANPHEMHHUIBKOI IisubHOCTI y Mepexi Inrepner Facebook rta Instagram — me aBi Haiikparui
m1athopMH, IO 3aCTOCOBYIOTBCS MapKeTOJOraMu. Bu3HaueHo, SKHUMH COLIAIbHUMH KaHaJaMH KOPHUCTYIOTBCS JIOCBiIYeHi
MapKeToJNIOTH MJIsi MPOCYBaHHS TOBapiB MiJNPUEMCTBA B COLaJbHUX MepekXax IOPIBHAHO 3 THMH, XTO TUIbKH IOYHHAE
po3BuBaTH CBiif 6i3Hec. Tak, "momomi" MapKETONOTH COMIATBHHUX MeEpeX IS e(PEKTHBHOI IMiANPHEMHHUIIBKOT isUTBHOCTI
30cepe/KyIOThCs TepeBakHo Ha Facebook Ta Instagram. BomHouac HaiifocBigueHimn MapKeTONOrH ayxe IUBepCH()IKOBAHO
MiIXOJATh A0 IBOTO IMPOIECY. Y3aralbHEHO OCHOBHI KpHUTepii BHKOPHCTAaHHS BiICOKOHTEHTY B Oi3Heci sK HaiedeKTHBHILIOTO
Ha ChOTOJIHI IHCTpYMEHTa HiIANPUEMHHUIBKOI iSTIBHOCTI B COIIaJbHUX Mepekax. ABTOPH CTATTi AIHIUIA KOHKPETHHX BHCHOBKIB.
AmHaniz 3acTOCYBaHHsS BiJI€OMAapKETHHTY B IiIMPUEMHHUIBKIA [isUIBHOCTI B OHJIAMH-CepefoBHUIN MOKa3aB, mio YouTube
€ HaiinpiopuretHimuM Bineokanamom. Cormepexka TikTok e HoBow Bimeomiardopmoro, aje BOHAa BXKE€ aKTHBHO BiIBOIOBasa
cBoe Micie Ha puHKY. Tomy Oyiio y3aralbHEHO OCHOBHI KpuTepil TOTparuisiHHS Bigeo B pexomenpaiii  TikTok.
Takox po3MIsIHYyTO OCHOBHI MOXIHBOCTI SMM y pi3HHX cermeHtax Oi3Hecy. BusHaueHo ocoOumBocTi BukopuctanHi SMM
JUISL  BEJIUKOTO, CEpPEeJHBOTO, MAaJoro Oi3HeciB, iHTepHeT-Oi3Hecy # Db2b-cdepu. VY3zaranbHeHO ¥ BHOKPEMIICHO OCHOBHI
mepeBarn IiANPUEMHHIBKOT JISUTBHOCTI B COWIaNBHHX Mepexax. 3mo0yTi pe3yabTaTH MOXYTh OyTH MIATPYHTSIM IOJO
MOJIAJIBIIONO PO3BUTKY MPAKTHYHOTO BUKOPHCTAHHS COLIAIBHIX MEPEK IS i APHEMHHIBKOI AisSUTBHOCTI.

KurouoBi cioBa: mianpueMHHUIBKA isUTBHICTh; €KOHOMiKa BpaKeHb, COLIANbHI Mepexi; iHTepHeT; Facebook; Instagram;

TikTok; minsoBa ayanTopisi; oHnaifH-m1aTGopma; BineomapkeTnsr; SMM.
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