R E S E AR C H :

How Ukrainian Businesses
Used Internet Marketing in 2016

Methodology
This report was based on interviewing 215 Ukrainian companies in March 2017.
We asked business owners, top level managers, and marketers to ﬁll in our online questionnaire.
The respondents were veriﬁed by corporate emails.
The results showed that Ukrainian companies used plenty of Internet marketing tools and channels.
However, there was still potential to improve their online advertising strategies.

The main challenge for Ukrainian companies was to increase their level of knowledge about
Internet marketing. First of all, this referred to management: managers should understand
what tools exist, how to use them in a professional manner, and in which situations it is best
to action them.
The purpose of this research was to provide Ukrainian companies with statistical data, which
would help them make strategic decisions in Internet marketing.
This report was an opportunity to look at how Ukrainian companies were using advertising
on the Internet and what results they received; what tools were used more often and what was
their effectiveness; what goals for Internet marketing were set and how they were measured;
what part of the advertising budget was spent online and who was responsible for managing
advertising campaigns.

M AIN R ES U L T S

Internet marketing tools
Among the most popular Internet marketing tools were mentioned in the following:
– A corporate page on social media (89%);
– Search engine optimization (77%);
– Contextual advertising (75%).
Contextual advertising and search engine optimization brought majority of the clients.
These tools were also identiﬁed as those that paid back.
Among social media used for advertising, the most popular choices were Facebook (93%),
Vkontakte (55%), and Instagram (50%).
94% of companies created their own content: articles (74%) and video (40%) were the most
popular options. Among non-standard methods of Internet marketing, reputation management,
native advertising, and price aggregators/marketplaces were used.

Who managed Internet marketing?
Most companies managed their pages on social media (75%) and generated content (65%) using
on-site specialists. Agencies worked with contextual advertising, such as search engine optimization,
and applied other complex tools. 40% of companies outsourced these complex tools.

Efficiency of Internet marketing
78% of Ukrainian companies measured the effectiveness of Internet marketing by a number
of attracted customers. However, 63% of them used only standard Web analytics reports.
58% of companies were dissatisﬁed with their Internet marketing and the main reason highlighted
was a lack of knowledge about Internet marketing.
75% of companies indicated that they had competitors in their niche with well-developed Internet
marketing strategies.

Mobile
Almost all companies took into account the trend of mobile trafﬁc:
81% adapted their sites, and 52% ran ads, opted for mobile devices.

Budget
75% of the companies increased their budgets for Internet marketing in 2016
and 59% of them planned to increase their budgets in 2017.

IN T ERN ET M A RKET IN G
IN ST RU M EN T S

1/20. What Internet marketing tools did you use?
The most well-known and popular Internet marketing tools were search engine optimization
and contextual advertising in search. 85% of companies were represented on social media.
The respondents hardly used display advertising. Maybe, this was due to the fact that the instrument
was quite a complex task, so to make it effective, special knowledge was required. In addition, this
instrument was considered more effective for building a brand, rather than for direct sales.

75% of Ukrainian companies used contextual advertising.
Search engine optimization

166 (77,2%)

Contextual advertising in search

160 (74,4%)

Display/banner advertising

117 (54,4%)

Social media page/posting

182 (84,7%)

Social media targeting

135 (62,8%)

Email marketing

131 (60,9%)

Other

47 (21,9%)

We don’t use any of these tools

5 (2,3%)

0

20

40

60

80

100

120

140

160

180

2/20. What channel brought you the majority of customers?
Leaders in terms of the number of customers were search engine optimization and contextual advertising.
However, there is a following trend: social media became a powerful channel for obtaining customers.
15% of companies noted the effectiveness of targeted advertising.

30% of companies mentioned that contextual advertising helped them to gain majority of their clients.

Having a corporate page/posting on social media 5,1%
Display/banner advertising 6%
Email marketing 6,5%

Targeted advertising 14,9%

Other 15,3%

29,3% Contextual advertising in search

Which channel brought you
the majority of customers?

22,8% Search engine optimization

3/20. What instrument was the most effective in terms of paying back?
And again, the leading factor was contextual advertising and search engine optimization.
They were followed by targeted advertising on social media and email marketing.
25% of companies reported search engine optimization as the most effective online marketing channel.
Display/banner advertising 3,3%
Having a corporate page/posting on social media 6,5%
24,3% Search engine optimization
Targeted advertising 13,6%

What instrument was the most
eﬀective in terms of paying back?
Other 14,5%
22,4% Contextual advertising in search

Email marketing 15,4%

4/20. What social media did you use
for content publication and advertising?
The vast majority of Ukrainian companies preferred using Facebook.
Almost 2 times fewer companies used Vkontakte, Instagram, and YouTube.
93% of companies used Facebook for advertising.
Facebook

199 (92,6%)

Instagram

103 (47,9%)

Youtube

85 (39,5%)

Vkontakte

119 (55,3%)

Other

42 (19,5%)

We don’t use social media

6 (2,8%)
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5/20. What content did you create?
74% of companies wrote expert articles, and 40% created video content.
And only 14% did not use content marketing at all.

Articles

159 (74%)

Case studies

45 (20,9%)

Infographics

42 (19,5%)

Video

85 (39,5%)

Guides

20 (9,3%)

Webinars

17 (7,9%)

Blog

67 (31,2%)

Other

44 (20,5%)
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6/20. In addition to the above, what other
Internet marketing instruments did you use?
The most popular non-standard Internet marketing instruments were reputation management,
native advertising, marketplaces, and price aggregators. Respondents also mentioned programmatic,
metasearch, RTB, CPA, SMS-mailing, teaser advertising, telemarketing, opinion leaders, media publications
and crowdmarketing.

7/20. What did you do yourself?
Companies preferred to manage social media pages and create content. The rest of the instruments,
majority of companies outsourced this to agencies. Only 5% of respondents outsourced all their
Internet marketing activities to contractors.

75% of companies managed their pages on social media.

Search engine optimization

95 (44,8%)

Contextual advertising in search

91 (42,9%)
61 (28,8%)

Display/banner advertising

158 (74,5%)

Page/posting on social media
86 (40,6%)

Targeted advertising

112 (52,8%)

Email marketing
Content creation

137 (64,6%)

Contractor is in charge of everything

11 (5,2%)
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8/20. What kind of tasks did you outsource
to an agency/freelancer?
30% of companies conducted all Internet marketing activities on-site.
Others hired an agency to outsource one or another instrument.
Typically, search engine optimization and contextual advertising were outsourced.
70% of companies used the services of agencies or freelancers.
Search engine optimization

80 (39,4%)

Contextual advertising in search

83 (40,9%)
61 (30%)

Display/banner advertising
27 (13,3%)

Page/posting on social media

39 (19,2%)

Targeted advertising
25 (12,3%)

Email marketing
Content creation

43 (21,2%)

On-site team is in charge

60 (29,6%)
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M O BIL E

9/20. How many of your visitors came from mobile devices?
The volume of mobile trafﬁc was playing an increasing role in Internet marketing.
50% of companies received from 20 to 50% of trafﬁc from mobile devices.

< 30% 0,5%
> 70% 2,8%
50-70% 9,3%
26,6% 20-30%
Don’t know 9,8%

How many of your visitors
came from mobile devices?
< 10% 12,1%

22,9% 30-50%
10-20% 15,9%

10/20. Was your site optimized for mobile?
Most companies understood the importance of mobile trafﬁc and had adapted their sites.
80% of companies optimized their sites for mobile devices.

Don’t know 0,5%
No 9%

We’re working on it 11,3%

Was your site
optimized for mobile?

79,2% Yes

11/20. Did you launch advertising campaigns for mobile devices?
34% of companies launched advertising campaigns for mobile devices.

We’re working on it 18,8%

Did you launch advertising
campaigns for mobile devices?

Yes 33,8%

47,4% No

D IG IT AL MAR K ET IN G
EF F EC T IV EN ES S

12/20. What goals did you set for Internet marketing?
The vast majority of companies measured the effectiveness of Internet marketing by a number of clients attracted.
78% of companies aimed at gaining new customers/leads.

Increase the site visits

106 (49,5%)

Increase a conversion on site

125 (58,4%)

Increase brand awareness/customer loyalty

112 (52,3%)

Receive customers/leads

167 (78%)

Increase a number of repeated purchases

84 (39,3%)

Other

14 (6,5%)
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13/20. What was the key metric
of your Internet marketing effectiveness?
Only 27% of companies calculated a return on investment (ROI) of their online advertising campaigns.
This means that many were not fully aware of their Internet marketing efﬁciency, using incorrect metrics.
51% of companies measured the effectiveness of their Internet marketing by a number of customers, not ROI.

Site visits

64 (29,9%)

Number of conversions on site

77 (36%)

Number of customers/leads

109 (50,9%)

Cost of a client/lead acquisition

80 (37,4%)

ROI

58 (27,1%)

Don’t know

5 (2,3%)
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14/20. What complex instruments did you use in Web analytics?
63% of companies used only standard Web analytics reports that did not include multi-channel
and cross-device conversions, calls, and additional visitor data. Only 17% of respondents connected
Web analytics data with CRM.
So, Web analytics as an instrument of sales growth was underestimated.

Enhanced Web analytics reports

53 (25,1%)

Channel attribution

33 (15,6%)

Calltracking

28 (13,3%)

Web analytics and CRM reports

37 (17,5%)

Google BigQuery

1 (0,5%)

Other

13 (6,2%)

Used only standard Web analytics reports

133 (63%)
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15/20. Were you satisfied with the results
of your Internet marketing?
58% of companies were dissatisﬁed with their Internet marketing results.

Yes 42,5%

Were you satisﬁed with the results
of your Internet marketing?

57,5% No

16/20. What prevented you from doing
your Internet marketing more effectively?
Lack of knowledge about Internet marketing and lack of advertising budgets
were the main reasons why this instrument was not effective.
43% of companies believed that they did not have enough knowledge about Internet marketing.

Lack of budget

91 (43,1%)

Lack of knowledge

88 (41,7%)

Diﬃculties in measuring the eﬀectiveness
of online advertising

59 (28%)

Lack of strategy

64 (30,3%)

Other

49 (23,2%)
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17/20. How could you estimate the level
of Internet marketing of your competitors?
37% of companies had competitors with more efﬁcient Internet marketing.

Worse than ours 24,6%

37,9% The same as we had

How could you estimate the level
of Internet marketing of your competitors?

Better than ours 37,4%

BU D G ET

18/20. What part of your advertising budget
did you spend on Internet marketing?
35% of Ukrainian companies spent over 80% of their advertising budgets on Internet marketing.

20-40% 0,5%
30-40% 8,5%

40-60% 9,9%
34,4% > 80%

60-80% 10,8%

What part of your advertising budget
did you spend on Internet marketing?

10-20% 10,8%
13,2% < 10%
20-30% 11,8%

19/20. How did your Internet marketing budget change?
76% of companies increased their Internet marketing budgets in 2016.

Decreased 5,6%

Didn’t change 18,9%

How did your Internet marketing
budget change?

75,5% Increased

20/20. How do you plan to change
your Internet marketing budget in 2017?
19% of respondents were planning to increase their budgets for Internet marketing by 40%
and 59% of companies – by 10-40%.
Decrease by less than 20% 0,5%
Decrease by 10-30% 1%
Decrease by 30% 2,4%
Leave the same17,6%
32,1% Increase by 10-20%

How do you plan to change your
Internet marketing budget in 2017?

Increase by 40% and more 19,6%

26,8% Increase by 20-40%

Respondents’ profile
Number of employees

Occupation

6-10

Other

14,4%

12,1%
29,8%

11-20

51+

34%

Industry

15,8%

Top level manager

Marketer

22,3%

Transport 1,4%
Hobby 1,9%

19,1%
21-50

Finances 1,9%
Tourism 2,8%

20,9%
2-5

31,6%

Medicine 2,8%
Real estate 3,3%

HoReCa
Education

Services

Other
Business owner

22,3%
4,6%

7%
8,4%

19,5%

8,8%
Marketing

Retail

15,3%
IT/communication

If you have any questions regarding
the current research, drop a line to Sergey Korgut
(s.korgut@promodo.com).
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