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KPI

E-commerce

Targeting

Digitalization
Traffic

Blog

a system of quantitative indicators reflecting the performance of
each employee.

This is an economic area that includes financial and trade
transactions that carried out using computer networks.

the way to implement the economic policy_ of the state or an
individual enterprise, expressed in the choice of any economic
"target" that must 'be influenced in order to achieve certain results,
set goals.

reshaping SME in a digital reality based on data.

amount of information transmitted over a computer network for a
definite period of time. The amount of traffic is measured both in
packets and in bits, bytes and their derivatives: kilobytes (KB),
megabytes (MB), etc.

this is a website whose main content is regularly added recordings,

images or multimedia.
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ABSTRACT

Key words: social networks, web traffic, Internet resource, targeting, promotion
tools, content plan, target audience, effectiveness KPI.

At the present stage, the social reality in which a person resides is increasingly
called the information or network society. The basis of the concept of the information-
network society is the idea of information as knowledge, which changes the social
system in a constructive way. In the case of social networks, information has the ability
to ubiquitous, and even in some sense, uncontrolled broadcast, that is, constant
communication. In turn, this communication is not only the process of transmitting
information from the transmitter to the receiver, but also a non-stop change in the state
of the participants of communication in social networks as interacting systems.

Communication and interaction of people came to the transition from the
civilization era of face-to-face communication within the local space to the civilization
era of distant and mediated contacts in the information environment and social
networks. Social networks do not surprise anyone now, although they are a global
phenomenon in communication (Brekenridzh, 2010).

Social networks not only have a multimillion audience, these platforms for many
replace the very concept of socially significant information and the Intémet. For a PR
specialist working in socjai networks, this is a new opportunity to work directly with
the interested audience, without investing huge amounts of money to create their own
infrastructure. Working in social networks allows you to create an information
exchange line with public and wi] help in solving a number of complex PR tasks. For |
example, using social networks you can increase brand awareness, increase audience
loyalty, conduct research and eyen organize direct sales. This kind of activity is aimed
both at attracting visitors from social networks to the company's website, and at online
PR of the company and its products. In this case, social networks such as FaceBook,

VKontakte, etc., are used as channels for delivering information from the company to

the “minds of users”.
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We would like to mention that there are several reasons for the popularity of
branding an organization in social networks: increasing consumer confidence in the
brand, ease of communicating additional value information to consumers and the
possibility of forming permanent customer groups. Studying the promotion of a brand
of a commercial organization by means of social media is relevant for a number of
reasons.

Social networks, which began.to‘develop on the basis of the first generation
Internet network, are a new philosophical approach and a new method of improving
the quality of work, changing the rules of the game and communicating with people in
a new way, smarter and more informative;. However, it is not the tools and not the new
communication channels that make this a fundamentally new phenomenon, but the
communicator itself, capable of a more open and honest game. Moreover, in terms of
the functioning and dialogue of the company with the public in social networks, both
participants of communication are in equal rights. And this equality can in some sense
be regarded as a phenomenon of modern society, social networks are a place where
everyone has a voice and the opportunity to freely express their position and attitude

on various issues, but at the same time it is possible to voluntarily and free from
anyone's opinion (Brekenridzh, 2010).

ix



I. INTRODUCTION

As we know it does not matter that your SME is away from the Internet and
social networks, but your SME is still in it. If the company does not operate its own
website or a page on the network, even if it ignores VK, Odnoklassniki, Twitter or
Facebook, then your employees, your contractors and your competitors are present in
the network. This means that at some point in time you will “pop‘ up” online. It is not
appropriate way to know that not positive information is distributed through the
network more faster for 40 times. It means that not only a disgruntled client, but also
a disgruntled employee, counterparty or competitor can quickly form a favorable
opinion about your SME, even if it does not correspond to reality. Therefore, many
conscious SMEes go to the network "preventively." Not with the aim of increasing
sales or recognition, but with the goal of creating a barrier and creating the necessary
information array that would work with objections - it would form a reputation or at
least a stereotype of perception when reading. And it works well: there is always an
opponent to a negative feedback from a disgruntled customer, employee or supplier,
supporting your arguments with your arguments - drawing from your own sources.
The digital environment no longer simply imposes, but obliges to reckon with its
influence. And it is not limited to a website or a page with regular updating of
information in the network. This time passed five years ago.

Today, the requirements are completely different. After all, content marketing
and solving online reputational problems are tools for working with consequencés,
but not with causes and primary sources. The bottom line is that your environment
(internal and external consumers, counterparties, competitors, substitutes) will know,
notice and tell everything. And if working with client reviews is already the norm,
then what to do with reviews of employees who left the company or dissatisfied
counterparties? Such cases occur regularly, ranging from large global scandals and
ending with local disassembly. The danger is that it is extremely difficult or simply

impossible to control them, influence them and compensate their reputational damage



from them. Therefore, it is necessary to deal with such problems with a proactive
method: avoid them. It’s very short-sighted to think that they will not affect your
company.

Most often, we do not realize that the transparency of SME and the
susceptibility of a SME’s reputation to the influence of external forces have ceased to
be parameters that the company controls from within. Thanks to social networks and
the speed of information dissemination within them, the power over your reputation
was in the hands of those with whom you interact. And the fact that this mechanism
has not yet been used by anyone against you does not mean that it does not exist. To
do this, you don’t even have to make a mistake: it’s enough to get into the focus of
black PR that’s not on the hands of competitors. In order to prevent such a
development of events, the same proactive approach is needed: building a reputation
and a base of counter-arguments in a dispute unpleasant for you. Creating a
reasonable information environment around you. But for this, first of all, it is
necessary to restructure the ideological basis of your SME: to adapt it to completely
new requirements for SME transparency, its openness, obvious goals and
appropriateness of funds. So the digital environment, which companies are actively
trying to use for the benefit of SME, requires a very serious internal transformation in
return. Want to become an active player in social networks? Become ideologically
transparent. Open your goals, intentions, vision. Tell us about your approach to SME
organization, work with customers and suppliers. Create an obvious and illustrative
ideological basis around you - or Just make it public. If this happens, even negative
comments that can affect your reputation will be perceived as a special case and a
single mistake, and not a systematic approach to doing SME’s process through
“throwing” customers, employees, contractors. This is especially important for
Russian companies: after all, stories about the obscene behavior of market players are
not surprising, but they are their own life, but rather a given. And it is not surprising
if another such story comes up in the digital space. Post-factum will be difficult to

Justify. Therefore, to such situations it is better not to bring. Very curious, but really,



social networks have influenced and continue to have a strong impact on corporate
ideology. And companies with a clearly defined social responsibility and mission,
helping not only to solve consumer problems, but also to make the world a better
place, cease to be white crows. Moreover, such an ideology also becomes a
competitive advantage, i.e. helps you in terms of protecting your market position and
demand. Those. In addition to social and reputational benefits, it is also commercially
effective.

Unique features of social networks today can not be denied. As a special social
phenomenon, they appeared suddenly and began to flourish, increasingly penetrating
into the life of society and all its possibie structures, which gave the impression that
they were before that. This is the essence of any phenomenon, when the new
immediately become familiar. Hence the conclusion that one cannot deny the clear

benefit of social networks for many spheres of social life and SME (Chumikov,
2010).

1.1 Background theories.

Currently, the Internet s expanding, becoming an important part of our lives.
We should understand that if we have a life, there will be commerce. Therefore,
social networks should not be ignored, regardless of the size of the SME.

SME owners understand the establishing communication importance among
social networks and their users. Social media are developing fast, so users should set
Up new content. Accordingly, SME owners desire to promote theirs goods and the
want to set up effective social capability that can engage more consumers. Mostly
SME owners adapt their site in social media by its theme thus support to grouth
popularity.  Social networks will have technological develop further 3 or 5 years to
survive within competitive environment. This improvement will be diversified. But,
many improtant trends already recognized as e-commerce tools, geolocation,
advertising technologies, personalization, anonymity. We would like to consider
Author Ermolova in her book about “business promotion in social networks

Facebook, Twitter, Google+” considered key areas for creating and maintaining



corporate accounts are reflected, the most common mistakes are described, and a
clear strategy has been drawn up (Ermolova, 2013).

In the book named “Social networks. Sources of new SME customers” authors
describe how we can use social networks for the benefit of our SME: to attract
customers, additional sales, increase loyalty, etc. They give us specific work tools
that can be applied in any small SME (Parabellum, Mrochkoskiy& Kalaev, 2013).

Also would like to share with three quotes from the book of Jeffry Gitomer
named “business in social networks. How to sell, lead and win”. "Anyone now has
the opportunity to create a new blog that can compete with the newspaper" New York
Times". "Today is not enough to be the Best, if no one knows about your existence".
"The more you offer, the more attractive you become to others (Gitomer, 2013)."

As we know Shust Anna is a popular journalist and business owner shared her
business ideas in her book “Text that sells a product, service or brand”. She explains
how to create interesting, useful and selling texts. How and why to promote them.
How to gather around your project an audience to compare in size to the audience of

a federal print publication (Shust, 2018).

As Li Odden suggests to implement a holistic approach to content optimization
for search engines and social media in a company, having mastered which we can
widely put into practice the main methods of content marketing, ranging from
creating typical characters to planning and evaluating the effectiveness of content.
The practical methods simple of action indentified in this book will allow us for
quality develop of content and engage a new audience (Odden, 2014).

Within wrinting Sherbakov and Smirnov a critical book what is happening in
the domestic infoSME. The authors consistently understand its roots, the mechanics
of appearance in the RuNet, the consequences and the main question - “what to do
with all this”. The practical part of the book contains recommendations for:
consumers of information products (how to choose and use); infoSMEmen or those

who claim; SME owner who are aware of the promise of info-SME technologies

(Sherbakov & Smirnov, 2015).



We would like to consider Brendon Mendelson — Social Media Marketing
Destroyer, journalist and public critic. He has collaborated with many publications, in
particular the Wall Street Journal, Mashable, NBC News, CNN, Hufﬁngton Post,
ComicsAlliance, Forbes led a blog on the Albany Times Union site and a “college
survival column”. He lectured on social media marketing myths and debated
marketers at events such as Social Media Explore, The DO Lectqfes in the UK, Word
of Mouth Marketing Summit and South Southwest Interactive. In addition, Brandon
Mendelsohn discussed the impact of social media on society and political processes
with Pakistan’s Permanent Representative to the UN, Abdullah Hussein Harun
(Mendelson, 2014). ' |

Authors Parabellum A., Mrochkovskiy N., Kalaev V. have written papers social
networks as a source of new clients for SME. Gubanov D., Novikov A., Chhartizhvili
A, wrote about social media: information influence models, management and
confrontation. Also Lon Safko has written The Bible of Social Media where he
describe strategies, tools and tactics for SME success.

1.2 Research Problem. In November 2012, McKinsey notes that 13 years
have passed for commercial television, before it was seen in fifty million apartments
and three-years Internet service in order to get the attention of ten million subscribers.
As compare, Facebook has fifty million users per year, and Twitter increase its
popularity in nine months. (Michael, Manyika, Bughin, Brown, Roberts, Danielson &
Gupta (2013). Currently, the Internet is developing, becoming an important part of
our life. So where there is life, there will be commerce. Because of it, we can not
ignore social media, regardless of the size of the SME. Finally social media can be
very closer ally.

Some educational centers in Kazakhstan, do not effective use social networks,
they do not know how to effectively promote SME in social networks. Since this is
small type of SME and the organization does not always have enough money to

promote SME in social media. There is also an erroneous opinion of the owners that



the use of social networking tools is costly and requires constant monitoring by
special organizations.

Modern society is still a more complex organism and it should keep pace with
the times. This requires from any country high information literacy and stability, at
the same time preserving the individual image inherent in the country. And this is a
very serious issue requiring a research approach. _

1.3 Field of the Research. Thesis is devoted to the study of meaning of social

media in the economic development and their impacts to the SME as an enterprise

promotion tool.
1.4 Research Question.
QI. What methods should be used to promote SME in the Internet?

1.5. The goals of the research is to identify SME promotion methods in the

social media and prepare effective strategy for enterprises (educational center). The

following tasks were generated to achieve the goal:
- deeply studying theoretical basics of social media and its impact to the SME;
- determine the attitude of SME owners to social networks and their knowledge
of SME promotion tools;
- identify the effective SME promotion methods in the social media.

1.6 The subject of the research are determining the value of social networks
in the SME and studying methods of SME promotion in social networks (on the
example of educational centers),

1.7 The object of this study understand the importance of social media in the
SME, determine the attitude of entrepreneurs to social media and their awareness of
methods of promotion in the network.

1.8 Contribution. In this research work, the theoretical basis of social
networks in SME and methods of promoting SME in social networks were
considered. The analysis was conducted among entrepreneurs to determine their
attitude to social networks in SME, also determined the level of knowledge of

entrepreneurs about the methods of promoting SME in the network. This research



work will be useful to all owners of small and medium enterpriseses and people who
are planning to start their own SME. The thesis work will reveal all the advantages of

social networks for enterprise owners and indicate the correct methods of promoting

SME in social media.
Testing results of the study.

- The privileges of social media in the globalization era // Spience and education:
saving the past, we create the future: a collection of articles of the XX International
Scientific and Practical Conference - Penza: ICNS “Science and Education”. - 2019,
258 p.

- Business improvement methods in social media / XXIV International
Scientific and Practical Conference Modern Education: actual questions,
achievements and innovations - Moscow - 2019, 180 p.

The structure and scope of thesis. This thesis consists introduction, 6 chapters,

conclusion, list of references and appendixes. The volume of the thesis is 76 pages.

The text contains 7 figures and 5 tables.



II. LITERATURE REVIEW

2.1 Introduction.

In this part of the dissertation considered theoretical aspects of social media,
history, classification, social media development history in the world were considered.
A comparative analysis was conducted on the advantages and disadvantages of social
media for SME on the basis of the authors of books and scientiﬁc artiéles, which the
author lists below. The author also described the position of social media in central
Asia over the past few years based on the Global Digital Report 2018. The most
important thing is the promotion of the SME in social media using the example of
educational centers. Since today, educational centers are not located to use social
media as a promoting method of their SME. |

Scientifically difficult authors such as Ermolova with her book about “SME
promotion in social networks Facebook, Twitter, Google+” considered key areas for
creating and maintaining corporate accounts are reflected, the most common mistakes
are described, and a clear strategy has been drawn up (Ermolova, 2013), Jeffry
Gitomer with book named “SME in social networks which identified the importance
of social media in SME”, Shust Anna and her book “Text that sells a product, service
or brand”. She explains how to create interesting, useful and selling texts. How and
why to promote them. How to gather around your project an audience comparable in
size to the federal print publication audience (Shust, 2018), Li Odden suggest to
implement a holistic approach to content optimization for search engines and social
media in a company, Sherbakoy and Smirnov wrote a critical book what is happening
in the domestic infoSME. Brendon Mendelson — Social Media Marketing Destroyer,
Journalist and public critic. He has collaborated with many publications, in particular
the Wall Street Journal, Mashable, NBC News, CNN, Huffington Post,
ComicsAlliance, Forbes, led a blog on the Albany Times Union site and a “college
survival column”,

Authors Parabellum A., Mrochkovskiy N., Kalaev V. have written papers social

Networks as a source of new clients for SME. Gubanov D., Novikov A., Chhartizhvili



A, wrote about social media: information influence models, management and

confrontation. Also Lon Safko has written The Social Media Bible where he describe

strategies, tactics and tools for SME success.

2.2 Definition of social media, classification and development history.

During research we can contend that social media is Internet resources that

mean different format information exchange, interest of current and further users in a

familiar platform with content.

Hereby we consider social media development history and identify key dates in
the table below.

Table. 2.1 - Social media development chronology

1990 | Development of the static web pages. Set up the forums The emergence
of forums where users can create their own topics and respond to topics of
other users.

Mid | First blogs appearance. Johai Benkler thought that blog emergence and

1990 | software coming that admit to web pages modify where you can use a
available simple interface: “In fact, blogs are wider category innovation
part and make the Web letters writable”

1998 | Set up Open Diary online blogging service, establish the possibility of
commenting on posts, as well as representing an of online social media
early form.

1999 | LiveJournal blog service was developed.

2001 | Wikipedia multilingual help resource was deveoped, users can edit
articles and add additional information.

2003 | Online MySpace social network was developed, where user can post
videos, photos, music, personal profiles and interests.

2004 | Facebook was developed.

2005 | YouTube's video hosting was launched, user admits to watch and

download directly from website.




2006

Twitter microblogging service was developed

2010

Instagram application is appeared in the App Store on 2010 October 6.
Initially, Instagram was called a little differently - Burbn (the‘ project is
named after bourbon, which is very much loved by one of the creators of
the network). He allowed users to “check in” at various locations,
schedule meetings with friends and publish photos. After analyzing the
statistics, the creators Kevin Sistrom and Mike Krieger realized that

people do not check in, but only share photos.

2011

On June 28, 2011, the corporation announced the launch of the social
network Google+, and Google Circles (Circles) became the main
component of this social network. At the time of launching the service,
registration is limited to invitations, but on September 21, 2011, free
registration was opened on Google+. On January 26, 2012, registration on

Google+ became available to any Internet user over the age of 13, instead

of the last limit of 18 years.

Source: computed by author

In the modem century virtual platforms connected with technologies and

maintain with it. We can classify more popular sites as Wikipedia, YouTube,

Facebook, LiveJournal, Twitter etc.) and they have a special interface which is based

on modern technologies for communication (Tronevskya, 2016).

As part of this work we know that social media is a part of the website where

we can share, discuss, communicate with lots of users. The "social media" means

interactive dialogues of communication when people use mobile and Internet

technologies. Social media to use WEB 2.0 technology and collected as a group and

can create content to share with other people. (Kuznetsova, 2013).

Nowadays, we have many types of social media based on interests. There are a

lot of different kind types of social networks. In order to classify them, all social

networks are grouped according to their basic functionality. Please see appendix A.
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In the dissertation author would like to consider popular authors who investigate
about social media, especially related to SME and give an overview of their value
books. |

Author Ermolova in her book about “SME promotion in social networks Twitter,
Facebook, Google+” considered key areas for creating and maintaining corporate
accounts are reflected, the most common mistakes are described, ‘and a clear strategy
has been drawn up (Ermolova, 2013).

In the book named “Social networks. Sources of new SME customers” authors
describe how we can use social networks for the benefit of our SME: to attract
customers, additional sales, increase loyalty, etc. They give us specific work tools
that can be applied in any small SME (Parabellum, Mrochkoskiy& Kalaev, 2012).

Also we would like to share with three quotes from the book of Jeffry Gitomer
named “SME in social networks which identified the importance of social media in
SME”. "Anyone now has the opportunity to create a new blog that can compete with
the newspaper" New York Times ", "Today is not enough to be the best, if no one
knows about your existence". "The more you offer, the more attractive you become to
others (Gitomer, 2012)."

By Shust Anna who is a popular journalist and SME owner shared her business
ideas in her book “Text that sells a product, service or brand”. She explains how to

create interesting, useful and selling texts. How and why to promote them. How to

gather around your project comparable size audience to the audience federal print
publication.

As suggestion of Li Odden to perform a holistic approach to develop search
engines and social media in the SME, we can practice the different marketing
methods content, starting to set up typical characters to plan and evaluate the content
effectiveness. The practical actions were identified in his book and they support to
improve content quality and SME owners can reach more audience. (Odden, 2014).

As mentioned by Sherbakov and Smirnov a critical book what is happening in

the domestic infobusiness. The authors consistently understand its roots, the
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mechanics of appearance in the RuNet, the consequences and the main question -
“what to do with all this”. The practical part of the book contains recommendations
for consumers of information products (how to choose and use); infobusinessmen or
those who claim; busienssmen who are aware of the promise of info-SME
technologies (Sherbakov & Smirnov, 2015). :

Brendon Mendelson — Social Media Marketing Destroyer, journalist and public
critic. He has collaborated with many publications, in particular the Wall Street
Journal, Mashable, NBC News, CNN, Huffington Post, ComicsAlliance, Forbes, led
a blog on the Albany Times Union site and a “college survival column”. He lectured
on social media marketing myths and debated marketers at events such as Social
Media Explore, The DO Lectures in the UK, Word of Mouth Marketing Summit and
South By Southwest Interactive. In addition, Brandon Mendelsohn discussed the

society social media impact and political processes with Pakistan’s Permanent

Representative to the UN, Abdullah Hussein Harun.

Authors Parabellum A., Mrochkovskiy N., Kalaev V. have written papers social
networks as a source of new clients for SME. Gubanov D., Novikov A., Chhartizhvili
A, wrote about social media: information influence models, management and
confrontation. Also Lon Safko has written The Bible of the Social Media where

described strategies, tools and tactics for success of then SME.

2.3 The peculiarities of social media use in Central Asia,
Proper SME promotion in the Internet space can become the key to success. |
We should mention that trading by Internet has become a serious competition for
regular stores, and the Internet hag won customer confidence. In conditions of
economic instability, people spend a lot of time for searching useful market
suggestions. We waste time to spent on making a purchase decision increases.
Social media support SME owners to develop relationship for a long time with

vendor, develop reputation and loyalty, solve many different SME objectives and
growth sales as well.

12



The advantages of online and digital media resources are, firstly, that online
technology offers a flexible interaction system. Participation in various social media,

communities allows us to talk about the transparency of the company, therefore, the

growth of consumer confidence.

Secondly, modern online technology functions to provide a better level of
customer relationships, allow communities to be formed around a brand, brand or
product, and also forge relationships at the company-client level.

Thirdly, the use of such technologies is extremely important for medium and
small regional companies, when reaching a wider audience and promoting their brand
outside the region.

Fourthly, representatives of many target groups are active users of the Internet

and social media, where they are more accessible and are predisposed to active

dialogue.

Fifth, today online and offline communication are closely related, as evidenced
by the fact that online activity is a reflection of the continuation of activities in offline,
and in the absence of the possibility of active actions in real life, intentions and
desires are transferred to social media.

According to a study by Ingate Digital Agency, about 11% of all those present
in social networks use them in order to promote themselves or their SME.

If we talk about social networks, as a new information space, then this type of
PR can be described as an improved technology of interaction between the company
and its brand with its target audiences, based on openness, honesty and mutual
support, which allow to realize all the innovations relating directly to the SME -
promotion in the social networks.

In accordance with social media statistics report the worldwide internet users
number in the 2018 is four billion, up seven percent year-on-year. The worldwide
social media users in 2018 is more than three billion, up thirteen percent year-on-year.

The mobile phone users number in 2018 is five billion, up four percent year-on-year
(“We are social”, 2018).
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According to a poll of Connected Consumer Survey, conducted by Google in
Kazakhstan in 2016 86% of respondents visited the Internet daily and only 2% of
respondents did it less often than twice a month. In Tajikistan; according to a poll
presented by the local media consulting NGO in April this year, 30% of respondents
are never disconnected from the Internet at all, yet the same amount is spent online
for several hours a day, and almost 18% of respondents 3-4 tifnes a week Internet.
Despite the technical and financial difficulties with Internet access, the number of
users in Tajikistan is growing. Among those who do not use the Internet in Tajikistan,

according to this poll, half simply do not have the financial capacity (no gadget

and/or money).

The most popular Internet resources in Central Asia are entertainment or

informational. Here are the twenty most visited sites in the republics of Central Asia
in 2017.

Figure 2.1 Ranking of top vebsites
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Source. https.://wearesocial.com/blog/2018/01/global-digital-report-2018

Assessing the popularity of social networks in Central Asia is a visit to the sites
according to the “2018 Global Digital” report. But even here its oddity - Facebook is

among the top-visited sites only in Tajikistan and everywhere in the region is inferior
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to Instagram, although,‘ in accordance with the same report, the Facebook users
number in each country is ahead of the Instagram users number. |

The popularity of social media in the republics of Central Asia. Rank in the
ranking of top visited websites in 2017 according to the 2018 Global Digital report.

Table 2.2 — The popularity of social media index of Central Asia

Country Vkontakte | Ondnoclassniki ][n-stagram
Kazakhstan 3 8 12
Kyrgyzstan 4 : 5 14

Tadzhikistan 7 4 ‘ 17
Turkemistan 12 , 4
Uzbekistan 6 3 14

Source: 2018 Global Digital Report, We Are Social and Hootsuite

In the free version of the popular web traffic analysis platform SimilarWeb, you
can see that Kazakhstan is among the top five countries from which the social
networks VKontakte and Odnoklassniki receive the most traffic. In March 2018,
2.81% of VKontakte traffic and 3.58% of Odnoklassniki traffic accounted for
Kazakhstan. On Liveinternet.ru, which collects statistics on sites, mainly in the
domain names of the CIS countries, more complete information about traffic
Odnoklassniki by country.

In the free version of the popular web traffic analysis platform SimilarWeb, you
can see that Kazakhstan is among the top five countries from which the VKontakte
and Odnoklassniki receive the lots of traffic. In March 2018, 2.81% of VKontakte
traffic and 3.58% of Odnoklassniki traffic accounted for Kazakhstan. On
Liveinternet.ru, which collects statistics on sites, mainly in the domain names of the

CIS countries, more complete information about traffic Odnoklassniki by country.

15



Figure 2.2 The number of visitiors of Odnoklassniki by countries (April 2018)

1372480

Taikistan Torhioons

Source: inozpress.kg/news/view/id/52773 retrieved on 02 Mar 2019.

In accordance with chart Kazakhstan is first and has 1,372,480 visitors of

Odnoklassniki, second place belongs to Kyzgyzstan with quantity of 726,187 and the

last position is Turkmenistan 25,744 visitor.

Figure 2.3 Total quantity of monthly active users of Facebook and Instagram
(mln, January 2018)
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Source: digitalreport.wearesocial.com Global Digital Report 2018 -
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As we see in the lines Facebook (5,80 mln) is more popular than Instagram
(5,10 mln). But nowadays, SME has been promoting by Instagram only. Because
Facebook is used as news reading source and opinion sharing platform.' It means that
SME owner should understand people’s demand and cover Facebook source as a
main tool for SME promotion.

Figure 2.4 Increase the number of users of Facebook m January 2018 in
comparison with January 2017 year.

Uzbekistan Kazakhstan

69" (4] b‘?f) a
Turkmenista
n
32%%
Kyrgyzstan
117%
Tajikistan
1829%,

Source: digitalreport.wearesocial.com Global Digital Report 2018

Unfortunately, Kazakhstan (87%) has third position which identify that we are
moving by small steps for being active users in Facebook. First place belongs to
Tajikistan (182%) and the second one belongs to Kyrgyzstan (117%).

We would like to mention key feature of social media as maximum opportunity-
to segment your target audience. We can customize targeting not only by gender,
geographical location and interests, users themselves provide us with all the
necessary information.

The volume of the audience of a group or page and the dynamics of its growth is

the main an indicator that shows the number of real people visited an online resource

for the time given.
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Source: digitalreport.wearesocial.com Global Digital Report 2018

This chart shows that Tajikistan’s men are active users than woman. The second
place refer to Uzbekistan almost 70%. Kazakhstan has only 4t position. We can see
Insragram and Facebook users mostly are women. Men use Facebook as well.

During writing thesis work we understand that social media is an excellent
advertising platform in several ways:

I) wide targeting options, quick search of the target audience;

2) the target audience to grow, given the total number of users of social

networks;

3) pages in social networks are indexed in search engines.

But we should know this advantage creates a disadvantage. In addition, there are
restrictions regarding the design of the group: you can use only those editing tools |
that this social network offers. It is no longer possible to make a unique page design,
change the location of elements, install additional services, such as a calculator,
online payment, etc., for the convenience of their customers. Either these options are
very limited.

Along with reaching the audience you need to track the number unique visitors.

One of the main tasks of content marketing is increase the number of unique visitors.
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More unique visits - the greater the reach of the audience. Ideally, one should strive
towards growth of new visitors by at least 5-15% per month. Should also track
number of subscribers. If the unique visitors number were satisfied, but the
subscribers number is not growing, which means there is a problem either in
community content, or for group purposes.

Low cost is very attractive advantage of social media. P_rice for attracting one
visitor relative low than when usiﬁg other services. The fact is most attractive in
using SME promotion. For to increase the number of friends create a sales team is not
required high costs. The main cost is time to gather information her processing and
bringing for potential customer. . _

For example, you can find advertising agents who can develop your SME on
social media from 50,000 tenge till 80,000 tenge within shortest time.

Good development prospects. As you know, social networks are actively
develop. More users becomes every minute and this number constantly increasing.
Also most internet users begin your acquaintance with the network through social
platforms.

To make conclusion for above mentioned functions we could like to consider
advantages and disadvantages of social media by prepared by author table below.

Table 2.3 - The advantages and disadvantages of social media

Advantages of social media use Disadvantages of social media use

High viral effect. It means in shortest | You can not ger moment results; you
time you can increase the coverage of | have to spend some priod of time to
your page by viral spread effect get effective investigation. Perhaps of
information.  If  posted material | all Social media tools has very quick
interesting, unusual, exciting, then he résult when you start viral content.
can collect quite large public. First However, the impossibility to predict
friends will see him, then they will | the reaction of users to to make viral
want to share it with others, and those advertising difficult tool to promote.

In turn, will send to someone else. This | The remaining tools show the result
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creates the effect of virality. And
through some time this material will

see already thousands of people.

after long time.

Targeting is the way to implement the
economic policy of the state or an
individual enterprise, expressed in, the
choice of any economic "target" that
must be influenced in order to achieve
certain results, set goals. Attend to the
communities, reviews, comments,
surveys supports to set up user’s image
without its personal profile. These data

are used to form the target audience.

Companies providing serious services
SME
For

have difficulties in the

promotion in social media.

example, banks, manufactory and etc.

Open contact - working with the target
audience in places presence (inﬂuence

and audience involvement).

Social media will not provide fully

quarantee

Trust - instead of intrusive and
annoying social media allows you to
effectively manage the views of the
target audience and build trusting

relationships with consumers.

The possibility to damage brand,
reputation by making little mistake in

the topical blog or content.

Responsiveness - responding  to

customer questions, and maintaining

audience activity in real time.,

To ensure a long-term result, the need

for  continuous of

monitoring

promotion social

strategies  in
networks, as well as the need to

constantly create new strategies.
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Low cost of contacts, which is much
cheaper traditional media channels,

including banner and contextual

Internet advertising

(Kotler& Armstrong. 2009).

It is hard to manage budget and

calculate  correctly the SME

promotion campaign. You can waste
external,

money for additional

internal multiplier.

Rapid reaction to advertising means it
takes very short time to publish and to

share and collect

necessary

information.

Users mostly like to search necessary
information or products by quiry in
the internot. But searching in the
social media groups is more fater than

classic method of searching.

Low competition. In social networks
do not invest yet big funds big
companies therefore, at low cost you

can get a positive return for your SME.,

Users who have more experience can

distinguish useful information tha

advertising content.

Relatively  limited  opportunities,
because each social network has its
own rules, allowed and prohibited
methods of promotion. Therefore,
when promoting a group, you have to
understand the algorithm of a
particular social network in order to
minimize the risk sanctioning the
promoted group. It is important to
mention increasingly, social media
users prohibit inviting themselves into
communities and meetings, which
significantly reduces the chance to

"reach out" to the target audience.
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low requirements to experience and very high competition, because the
knowledge. So, any schoolchild can | lack specialized knowledge attracts
create a group, because to create their | many. The company may also face
own  pages with photos and | the effect stereotypes, for example,
descriptions of the goods and services | when several companies are engaged
provided are not required at all Special | in providing the same services or
Skills. goods. In this case, the group of the
company will not be very different
from the groups of competitors. Yes,
and make it interesting will be more
difficult.

Source: computed by author

Insufficiency of information in analytics. At the moment very not easy to learn
and analyze actions of visitors on the page. Complicated say where and from what
services they learned and moved to a specific page. Unfortunately, there are no such
sites with analytics that provide Yandex or GoogleAnalitics. It all depends on
observability and intuition of SME owners.

Control by the network moderators. For spam or excessive activity on your page
you can easily get banned or freeze the page. Because of can block page with the
company’s activities, many people scary and they begin to "unsubscribe" with pages,
thereby the company loses accumulated subscribers. Therefore need well know the
rules of social networks, so as not to face this unpleasant situation and effectively
promote your interests.

The presence of a promoted brand or site. If the brand is promoted at the hearing,
then much easier through him to bring the necessary information to a potential
customer, and vice versa. Little-known brand requires more effort to gain attention.

To support vital functions social group has to be paid quite a lot of time.

Especially if the group is large and has thousands person. In this case it is necessary

allocate a person to administer.



In the summer of 2018, the Eurasian Media Forum was held in Almaty, an
international communication platform that annually brings together over 500
delegates from 60 countries and every continent of the world in its information field.
The theme of these forum was How can traditional media compete with social media?

Hushtag our stories founder Yusuf Omar (Great Britain), war correspondent |
Shahid Tulyaganova (Great Britain), international Journalist Tyra_ Schubart (Great
Britain), media manager Select Communication Group Victor Eliseev (Kazakhstan),
publishing editor of international CNN's TV projects Ryan Smith (UK), journalist,
UN-Women Europe and Central Asia PR Coordinator, Gizem Yarbil (Turkey).

The current media reality is such that social media becomes the source and main
channel for broadcasting news. Experts predict that by 2020, traditional media will
lag far behind social networks in terms of speed of information dissemination.

Yusuf Omar, a journalist and founder of Hashtag Our Stories, in his speech.
Seven billion people with cell phones can become news makers. What is the role of
traditional media at this time? I think traditional media should give analytics and
context, and not chase those who will first highlight this or that news, take a camera
or send a reporter. The media should also teach the audience to distinguish fake from
the truth. These things will be advantages that will help keep a media place in the
world” noted

Already today, almost 40% of people receive information on YouTube channels
and on the social networking site Facebook. Around the world, there is a tendency
like clip thinking.

As mentioned Viktor Eliseev managing director of Select Communication
Group We live in the era of the heyday of clip culture. 140 characters on Twitter, |
second on Instagram to make a decision and move on. Now everything depends on
the mobile phone, they fall asleep with it and wake up with it. Adaptation for a
mobile format is of great importance, - stated Kazakhstani media manager.

Today, the Internet is becoming worldwide market research instrument. It is

unlikely that the consumer will make a purchase without first having studied the
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reviews about the product and the manufacturer of the network. More and more
people need to get ratings about several users and review them. It supports to grougth

of social media, price comparison, benchmarking, enigine and technical specification

2.4 SME improvement methods in social media on the example of
educational centers. ' |

According to observations almost all SME owners quickly try to open their
social media profiles. Because social media is very big field to promote services and
products and it has effective results.

Having started writing about SME promotion in soial media we have to
confimedr social media optimization and marketing infruments. These instruments
have been entered from the West. We would like to start from social media marketing
because it means to promote producst and service by web page of the company. SME
owners can get their target audience by social media recources. This way support to
get user traffic within social media not by search engine. We can consider blogs,
forums, differend media and active communication as a social media marketin
instruments.

Considering social media marketing tools we should identify longevity. It
means SME owner can set up effective brand recognition and image for the target
audience.

Today, internet became worldwide everywhere and has lots of SME promotion

methods in the social media, more than one hundred. It is divided into several

Categories as belows:

I Brand community promotion and create. Groups supporting, community

development for service or product of the company, events and meetings.
2. SME promotion on social media niche. To promote in the mobile application,

use recommended sites, news promotion, to promote thematic content, to recognize a
brand.
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3. Set up and develop site of your information, for example online TV, writing
guest posts, blogging, set up a corporate platform, to build effective partnership and
ceation of personal brand. | |

4. To develop content — video, audio, photo, writing articles.

5. Set up online promotion: surveys, consulting stocks, virtual flash mobs |

webinars.

6. To promote and create interactive elements: gadgets, supplements to promote,
representive office promote.

7. To work closely with leader’s opinion: invite leader to attend in the online
events, discussion platforms, blogging.. ‘

8. To develop channel of viral marketing, viral sites, content, memes and make

them well known widely.

9. To popularize personal profile, blog and promote it within SME
communication networks.

10. To communicate with representative of Internet communities and forums. To
post content on the topical resources, to present brand on popular platforms.

I'l. To get access on ratings: Livejournal’s posts, Yandeks.Blogov’s posts etc.

12. Other instruments like to communicate with agent of social media platforms,
targeted advertising.

In this dissertation we would like to consider some SME instruments to promote
SME successfully and show effective real. Here are some of the most famous on the
world:

I. The Swedish association Ikea held a marketing campaign on Facebook,
planning to promote 2 certain resource and generate interest in the showroom
furniture brand. The profile of the director of the company was loaded photos of the
premises of the store with the available goods. Users who lived near the store could
put their mark on the product that they would like to receive as a gift. The results of
the action were not published, but it is absolutely certain that those who were the first

to take part in the action really received furniture.
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2. The Petrovich Building Trading House in St. Petersburg recorded a small
viral video: the usual gazelle appeared in it as a sports car, drifting and performing
incredible stunts on the ice. The yellow awning of the car and the cheerful inscription
“You are lucky! Petrovich "attracted additional attention to the brand. The “seeding”
of the video took place on entertainment sites and forums, and the activity on
YouTube was simulated. As a result, in the first 2 weeks after launch, the “virus”
gathered more than 100,000 views on YouTube, hundreds (;f live comments and
reposts on other social platforms and forums.

3. Microsoft has optimized its search engine Bing, and Facebook fans for their
virtual money, the currency of the game Farmvill, was used as the main promotion
tool. In one day, the number of search engine friends on Facebook increased by 360%,
reaching 425,000 users. Evaluating this campaign, analysts recognized that not every
traditional marketing campaign (conducted through the press, TV or radio) can be so
effective.

4. TNK has used an unusual approach to promote its new brand, TNK Pulsar
(brand of gasoline). Instead of creating a corporate blog or group on social sites, the
company began working with so-called opinion leaders - the most active characters
or moderators of car forums. They made an offer to refuel at TNK-BP stations free of
charge and carry out vehicle diagnostics; instead, some were supposed to share
feedback on the forums based on test results. Customers acknowledged that they were
very pleased with the results - the number of users willing to refuel only with TNK
Pulsar gasoline increased from 26% to 70%, more than 1,200 forum participants
became loyal to the brand. At the same time, the costs of the campaign paid off after -
the first 100 users were attracted.

Having considered the main directions and components social media
communications in social networks, select a number problems in their development

and operation:

I. With insufficient experience in social media we have a risk to waste time and
money.
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2. We have risks to choose the wrong target audience.

3. When monitoring social networks, collection and analysis information is
done manually. It takes quite a lot time at an SMM specialist. It is necessary to
provide speed update information about the target audience, due to the fact that in
social networks everything is changing rapidly.

4. Reputation management in social networks will not imp.rove.situation if there
are flaws in the management structure itself company or the quality of goods or

services is unacceptable.

5.Lack of detailed strategy when positioning companies in social media

platforms.

6. Audience can take conpany’s news like a spam.‘At first, people stop reading
them, and then completely quit community.

7. The problem of forming a quality audience. Often when organizing a
community, attention is paid only to quantity people that is not true, as the core of
loyal customers to the brand forms the target audience.

8. Insufficient knowledge of the community manager. If a the manager
responsible for the development and maintenance of the discussion; is an expert on
this topic, he will not be able to manage dialogue and set the direction of
communication.

A separate direction of development will be thematic networks. This trend is
Just beginning to develop, and while it is being used major companies and
corporations that are starting to implement these technology. Networks from such
organizations will be actively developed, and often they will have a number of
features that will allow closely integrate the company-owner into the social network.

Currently, the educational services market is actively developing and expanding.
Educational organizations and educational institutions advertise their educational
services, which contribute to the competitiveness of educational institutions, as

consumers become more informed about issues related to the choice of educational
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services. That is why the necessary special attention should be paid to social media as
the main tool for SME promotion (Dalvort, 2014).

Promotion of educational services contains measured number of aimed

- promotional instruments to spread the main educational services. The possibility of

active advertising via the Internet is especially important for the education segment,
whose target audience is located in other countries or cities, especially since there are
relatively inexpensive and effective' methods for promoting educational services on
the network.

Consumers of educational service.s are increasingly using social copper to get
service instead of traditional channels, such as email and telephone. This form of
communication has been initiated by the younger generation who are comfortable

solving problems, solving and voicing a sentence without leaving the virtual
environment. Users contact social networks for support and expect a backlash.

Education services to be promoted containing the tasks below:
°management of recommendations and opinions of the target audience;
adjustment of unwanted stereotypes
oTo develop competitions where you can identify necessary audience for
education center and increase brand awareness.

*To increase of the target audience loyalty of the company to improve

customer feedback to improve educational services;

eincrease the attendance of the educational services community (Karpenko,
2002).

For the effective promotion of educational services, it is necessary to comply
with the following principles

I. Taking into account the possibilities and wishes of consumers. At the same

time, a specific target audience is being formed.

2. Drawing up a message to the target audience and constant communication

with it regarding the value of the service provided.
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3. Advertising services should not be intrusive, but at the same time should
subtly emphasize the advantages you have in comparison with competitors.

4. Attention on the quality of services, that is, reliability, warranty, timeliness,
responsiveness, and much more.
5. Sales participants must be fairly creative and, of course, professional (Kastele,
2004). ' ' |

Given the characteristics of promotion and the specifics of educational services,
it is necessary to conclude that promotion in social media in conditions of high
competition in the educational services market is important for the effective
achievement of the result of a compﬁny providing educational services. We are
talking about an integrated approach to the developmenf and further implementation
of the promotion program.

When analyzing the market for educational services, it is necessary to take into
account the distinctive features of educational services that are unique to them:

I." Educational services is that, according to many researchers, they belong to

the categories of public goods.

2. A peculiar feature of educational services is the complexity of their direct
monetary measurement.
3. The peculiarity of educational services is also manifested in the fact that

they are, as a rule, combined with the creation of spiritual values, transformation and

development of the student’s personality.

4. Significant features of the provision of educational services are called
co-creation teacher and student.

5. Educational services like no other type of activity are under scrutiny of
public attention.

The solution of these tasks should be carried out on the principles of

transparency, openness and honesty on the part of the educational institution, and

direct communication with users.
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III. METHODOLOGY

3.1 Introduction.
In this chapter we reach important results of research quality and authenticity.
The chapter consists data collection methods and analysis, research methods and

~ authentic results based on analysed data. It described also research methodology with

quality of the data.

3.2 Research methods.

Qualitative research is an area forimed by a rather heterogeneous community of
researchers who share different philosophical views, dévelop different approaches
and interpret the very purpose of qualitative research in their own way. Part of this
community prefers to concentrate on developing ways of collecting, analyzing and
presenting qualitative data, avoiding wide epistemological discussions, contrasting
with the research approaches adopted in science and trying to answer the key
question: “How can we get valid knowledge from qualitative data?” (Strauss A. &
Korbin J., 2008). Another part of the representatives of this community sees the main
mission of qualitative research in criticizing and reforming traditional academic
research in the social sciences and debunking all sorts of discriminatory theories,
attitudes, standards, approaches and research methodologies of individuals and
communities (Ulanovskiy, 2006).

Qualitative data means data without number expression collected by researcher.
It contains data expressed in words received from interviews, documents, materials -
and protocols. The data can be recejved verbally and analyzied by words. Author Y.

Day identified that qualitative data implement with meanings and quantitative data
implement with numbers. (Polkinghorne, 2015).

30



3.3 Data collection method and sampling technique.

To collect data researcher should collect all necessary information from the
different resources and try to reach applicable solutions for the problem of research.
After that researched should check research questions, finalize the data received and
evaluate the solution. According to the Dudovskiy we can divide the method of data
collect into primary and secondary data collection. (Dudovskiy,_ 2018).

The researcher uses open-ended questions in his interview. All interviews
performed individually with each SME owner. Also secondary data is used,
especially articles, economical books, reports, company web pages and other
secondary data resources. Researcher collects primary data from the interviews with
SME owners in accordance with their objective reéponces. During interview
researcher give fully freedom to the respondents to get completed answers. All
respondents share with their experience and opinions without any barrier. As

conclusion of above mentioned information author used qualitative data analysis with

using oped questions in the interviews,
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IV.DATA ANALYSIS AND RESULTS

For the research, an interview was conducted with SME owners in the sphere of
educational centers in order to reveal their attitude to social media and determine
their awareness of social media SME promotion tools. '

Questioning - the method of collecting primary data, which is a survey of
respondents in order to obtain information about the phenomenon under study.

Previously, the questionnaire was tested on a small circle of people in order to
avoid mistakes. After the questionnaire was corrected and supplemented. The
questionnaire contains 11 open questi(;ns. The process of filling in the questionnaire
is 10 minutes for each question. The questionnaire does not take a lot of time from
the respondents, and therefore the probability of filling out the questionnaire is
completely higher. Surveys conducted in person and online. Time limits were

determined.

To get faithful data, a number of actions were taken, leveling the risk of

restrictions, which includes the following:

* The questionhaire was designed in such a way that the respondent did not

shy away from answering the questions and also in such a way as to achieve accurate

data from the respondents;

* The questionnaire gave the most detailed instructions to fill out;

* The questionnaire could not be replied to the question, in the absence of a

comment on the subject;

* Participation of respondents was conducted in person by recording on a
voice recorder;

e Before the questionnaire, some terms were clarified which made the
respondent’s understanding difficult.

Thus, actual data was obtained on how SME owner understand social media in

SME and how they can be used to their advantage.
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To develop a method of using social networks in SME promotion, interviews
were conducted with SME owners mentioned on the appendicies B, C, D, E.

Having considered all the answers from our respondents, the author has
compiled a short table for further analysis of the situation.

The interview resulted in detailed answers from SME owners to the questions
posed, which later helped to draw up recommendations for bp'iv]ding a methodology
for using social networks.

All respondents are owners of a small enterprise with a staff of no more than 50
people. Next, we consider their relationship to social media and the possibility of

using in SME with benefit.

Table 4.4 - Interview resu?ts

Social network awareness and | Positive relationship
attitudes Useful opportunities of social media
Powerful advertising engine

Platform to find and get information

Social media usage in SME Rare usage

High priority but not effective
Information providing

Introduction to SME

The impact of social networking | Informative (people can see information about
on the SME educational center in their page)

Support with new clients (clients can check
recommendations about educational center)

To get new clients

Hook the audience

SME  promotion methods in Telegram channels

social media Instagram
Targeting

Free methods
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Paid methods

Advantages of the SME | Young users in social media

promotion in the social media in | Old users in traditional media

comparison  with  traditional | Cheaper than traditional media

media Improve budget tracking

Small budget and more profit in social media
Large budget and less profit in traditional media
Advertising move much faster than traditional

media

Cost of SME promotion Salary for person who promote SME
Advertisement campaign 100$ min

Doesn’t know exactly

Suitable content in the SME Informative — video, photo, images

Educational - text

Example of successful social | Common idea of successful experience
media usage in SME Rare usage of Instagram page

Coming of new clients

KPI identified effectiveness of | High profit
SME promotion Increasing of clients
Good recommendations

Cost of new customer

Site to promote SME Instagram
Facebook
Vkontak_te

Prospects in the market Brand recognition

Client quantity increasing

Affect to educational sphere
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According to the Q1 it can be determined that all owners of the educational
center have a positive attitude towards social networks. There is an understanding
that social media is the main tool for SME promotion.

Absolutely all respondents use social media in SME, but rarely and not in full. It
identifies the need to explore all the tools of SME promotion, which are more
acceptable for educational services.

For most respondents, the benefit of social media is to increase the number of
Customers and, accordingly, the profitability of the company. But not everyone
understands what methods social media can influence to the SME.

Unfortunately, small enterprise owners confidently know only targeting and
have a general idea of promotion methods. Respondents believe that Instagram is the
best platform for promotion and advertising.

Respondents know the benefits of social media over the traditional method of |
promotion. They all make up the age differences and the speed of information
dissemination, and the main criterion is the reduction of the budget in favor of the
entrepreneur.

None of the respondents know how much is spent on the promotion of SME in
social media. Half of the owners have ideas that this is expensive, which the company
cannot afford.

For all respondents, the appropriate content is informative, in the form of videos,
photos. Because such information is quickly absorbed by the client and remembered
for a long time. But unfortunately, none of them have any idea of successful SME
promotion in social networks.

The owners of educational centers theoretically clearly understand the criteria
for evaluating social media. High proﬁtability, good recommendations are the main
criteria for evaluating effectiveness. But in SME no one accepts and does not value.

All respondents point out Instagram as a successful SME development platform.

Social media like Facebook and Vkontakte are used for informational purposes, but

they are not practiced in the SME.




Respondents understand the social media importance in the development of
their SME. But can not determine the appropriate methods of promotion. All have
theoretical knowledge and basic tools for advertising. |

After analyzing all respondent’s answers we can determine that our research
question has been answered. SME owners do not know how to use social media in
their SME because they don’t have enough knowledge. Th;éy should study more |
about SME promotion because we have many different free cources in Kazakhstan.
SME owners don’t use social media tools to promote their SME because it is
expensive. As we understand SME owners are not ready to pay more for SME
promotion. So that is why they can do promotion action by themselves.

We should understand that successful SME requireé an active position in social
networks, which in turn will ensure the development of SME and profitability in
general. In this dissertation, I will prepare recommendations for educational centers
whose owners were my respondents, in order to show them methods of promotion in

social networks suitable for their SME.

36



V. CONCLUSION AND SUGGESTIONS

The interviewers were held with owners of three educatiohal centers in the city
of Almaty (Kazakhstan), which in turn comprise several branches.

So, what kind of audience can educational centers find on social networks, and
what goals does it have in doing so? As the answer of this qﬁestion we determine
audience as SME owners, decision makers, employees who have been delegated
authority to preliminary search for potential customers, potential employees who will
be hired in case of expansion of the SME.

It should'be determined goals as:

* to increase the popularity of the educational center in the field of
educational services;

* to gather a community (group) of loyal users to increase potential
customers through word of mouth;

* track and respond to mentions of the online education center;

* educational center’s positive review improving;

 social media traffic growth;

* an additional service will be the sale of textbooks or manuals via the

[nternet.

The reasons for choosing social networks to achieve the goals outlined above:

- it covers wide audience. It has an audience reach several times higher than
other popular communication channels;

- cheaper message cost. User can post content and avoit noise from social
media;

- the user can write down a story about educational center development, service
and proke it down into several parts starting from introduction.

- instruments wide selection, Multimedia as a means of attracting and holding

attention when reporting can work great for increasing awareness and partly for
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forming a relationship. In social networks, multimedia can be considered as an
opportunity to use various formats in a message. | |

After analyzing his audience and setting goals, the educational center faces the
most serious task, the solution of which determines the further success of the entire
campaign: the choice of a social network. At this stage, an error can lead to the fact
that the educational center does not implement any of the goals set and does not reach
the goal until its target audience. |

In order to avoid this error, it is supposed to consider the following factors:

e a breakdown of the audience of the site on demographic, social and other

grounds:

 the popularity of the social network among representatives of the target
audience of the project;

* the types of content preferred by the audience of the site and your SME;

¢ the goals of the social network (for example, the goal of LinkedIn is the
development of professional contacts, and the Vkontakte network was initially
conceived as a platform for communication of university graduates);

e tone of comfnunication in a social network;

* the level of audience involvement;

* availability of tools that can be used to sell textbooks and manuals.

Internet space is transformed every day, social networks are created, trends and
user behavior are changing. Today, the majority of users are registered participants in
several networks at once, including the niche ones. We will review the main social.
networks that are most suitable for the promotion of educational centers:

1. Linkedin. This platform supports you to create your professional field and
promote your SME. User can get further clients and share with SME experience
therefore create SME communication. The main advanteges is to use this network as

a tool for SME promotion are: personal branding of SME owners, attracting new

consumers.
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2. However, it should be noted that in the Kazakhstan market LinkedIn is often
referred to as overvalued social networks, discredited and turned into a “spam
machine offering to expand the network of contacts indeﬁnitely,” jJust like Facebook.
We have to understand that LinkedIn is important to understand that this platform is
the most developed and has the greatest degree of trust, primarily in the western
market. |

3. Twitter. This is microblégging service where user can is fast make
conversation with different SME owners via ﬁqessages and link to important web
pages. In general user can get new customers and learn their interests in advance as
effective interaction. | ‘

3. YouTube. The popular content in the world is video. If you still regard
YouTube as a huge collection of videos with cats, then we hasten to disappoint you:
in accordance with data from Forbes, company’s managers of fifty two percentages
watch educational videos one time per week.

If you want to donate a human face to your educational center, then it’s better to
show this face with the help of a video, rather than a boring text that risks losing itself
against the background of thousands of similar messages. Of course, they are 100%
suitable for a company website, newsletter or SME news, but not for a social
network.

With all this we must not forget that the audience of YouTube exceeds one
billion people worldwide (one third of Internet users) who watch hundreds of hours
of video every minute.

4. Facebook. This is the big platform to promote any SME. The major
instruments to promote SME are thematic groups and SME pages. Every SME pages
can send any link or advertising tool to the SME groups which can be identified as a
modern PR element. The network also has the possibility of personal communication
"company-client" and the ability to purchase and send messages directly through

advertisements. FB supports SME owners to get customers from other foreign

countries.
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