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In today's digital marketing, lead generation has become one of the most 

important strategies for business development. Lead generation is the process of 

attracting and converting potential customers (leads) into business. For the 

successful development of Internet marketing "AVTOCENTER-KREMENCHUK" it 

is proposed to implement a lead generation policy, thanks to which the company 

significantly increased the rate of return on investment in marketing. In 2024, 

"AUTOCENTER-KREMENCHUK" did not exceed the limits of expenses for 

working with the client base, so the marketing system was effective. The most sales 

were received among the leads from Google Ads, namely 29.22% and Facebook 

Ads (16.24%). Advertising at Auto RIA brought 12.34% of acquisitions, similar to 

RST. Visitors only 6.49%. Advertising on the Internet media did not provide results 

at all. Despite the fact that the conversion rate in Internet resources is much lower 

than among visitors, it is worth noting that it was online sources that were able to 

provide a stable increase in sales volume. Thanks to the measures taken to 

introduce alternative areas of marketing activity, the rate of return on investment 

in marketing has increased significantly. An important complex of marketing 

communications planning, which in the aggregate result, should give you a plan of 

costs, taking into account cost limits. Thanks to the implementation of alternative 

directions of marketing activity and its complexity planning, the approximate 

efficiency is reflected in a significant increased increased profitability ratio of 

investment in marketing. Limits of costs for each car sold are saved at the level of 

4000 UAH, which indicates the rational use of resources. Therefore, the car diller 

in a competitive market should solve the problem of increasing the number of sales 

of cars with a decrease in marketing costs, control of expenditures at the level of 

planned limits and profit sufficient for further development. All directions of multi 

-channel marketing communication policy of the enterprise are aimed at solving 

this problem. It is worth conducting: optimization of online advertising channels, 

testing of new channels of online advertising, actively working with the existing 

base of both individual and corporate clients. 

 



У сучасному цифровому маркетингу залучення потенційних клієнтів 

стало однією з найважливіших стратегій розвитку бізнесу. Лід-генерація – 

це процес залучення та перетворення потенційних клієнтів (лідів) у бізнес. 

Для успішного розвитку інтернет-маркетингу «АВТОЦЕНТР-

КРЕМЕНЧУК» пропонує впровадити політику лідогенерації, завдяки якій 

компанія значно підвищила показник окупності інвестицій у маркетинг. У 

2024 році «АВТОЦЕНТР-КРЕМЕНЧУК» не перевищував ліміт витрат на 

роботу з клієнтською базою, тому система маркетингу була ефективною. 

Найбільше продажів було отримано серед лідів від Google Ads, а саме 

29,22% та Facebook Ads (16,24%). Реклама в Auto RIA принесла 12,34% 

покупок, як і в RST. Відвідувачів лише 6,49%, а реклама в інтернет-ЗМІ 

взагалі не дала результатів. Незважаючи на те, що конверсія в інтернет-

ресурсах значно нижча, ніж у відвідувачів, варто відзначити, що саме 

онлайн-джерела змогли забезпечити стабільне зростання обсягів продажів. 

Завдяки вжитим заходам щодо впровадження альтернативних напрямків 

маркетингової діяльності значно зросла норма окупності інвестицій у 

маркетинг. Важливий комплекс планування маркетингових комунікацій, який 

у сукупному результаті повинен дати план витрат з урахуванням лімітів 

витрат. Завдяки впровадженню альтернативних напрямів маркетингової 

діяльності та її комплексному плануванню приблизна ефективність 

виявляється у значному підвищенні коефіцієнта рентабельності інвестицій у 

маркетинг. Ліміти витрат на кожен проданий автомобіль зберігаються на 

рівні 4000 грн., що свідчить про раціональне використання ресурсів. Тому 

автодилер на конкурентному ринку повинен вирішувати завдання збільшення 

кількості продажів автомобілів зі зниженням маркетингових витрат, 

контролем витрат на рівні запланованих лімітів і прибутку, достатнього 

для подальшого розвитку. На вирішення цієї проблеми спрямовані всі 

напрямки багатоканальної маркетингової комунікаційної політики 

підприємства. Варто проводити: оптимізацію каналів онлайн-реклами, 



тестування нових каналів онлайн-реклами, активно працювати з наявною 

базою як індивідуальних, так і корпоративних клієнтів. 
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Introduction. Today, the trend of migration and transformation of 

traditional media into the online environment remains a steady, and the network 

itself already performs the function of an independent integration system of both 

social and marketing communications. New forms and categories have emerged, 

among which marketing are the most attention. Studies [15] show that online 

platforms have played an increasingly important role in the communication process 

in recent years. The production disseminates product information both through the 

platform channels and through the seller's channels. There are currently two 

different sales structures: a traditional resale model (in which platform acts as a 

reseller) and a model of agency/marketers (in which platform acts as an agency). 

For both sales formats, the platform always has to share information with at least 

one party (manufacturer or seller, or both). The market for marketplaces is more 

focused on communication with the seller.  

Marketing Internet communication is a modern set of communication 

information and measures aimed at achieving the marketing goals set by the 

company through its implementation on the Internet. Due to the constant 

development of reliable Internet communications, virtual space users are 

influenced by production messages from production or product sellers daily[4]. It 

is that online demonstrations of consumers distributed on social networks are very 

important for both manufacturers and public buyers. Ideally, online demonstration 

of goods by consumers should be an accurate and truthful manifestation of feelings 

and experience of consumption of a particular product. This research also found 



that there is a significant restraining impact of online demonstration on the 

purchase decision, confirmed by the review of reviewers. 

The lack of a generally recognized classification of marketing Internet 

communications is due to the fact that scientists' approaches to this issue are 

significantly consolidated, since there are a number of unresolved problems, 

among which the following should be noted: 

1) traditional scientific and methodological approaches do not take into 

account the features of the Internet as a media resource; 

2) the development of software technologies and technical means of 

promoting products through the Internet occurs in the practical sphere of activity 

and only then finds its place in theory and scientific and methodological principles, 

which requires considerable time; 

3) constant change and emergence of new means and technologies of 

communicative impact on the target audience. 

Approaches to the classification of Internet communications by the leading 

mar-keters are significantly different. Oklander and others [9], along with 

traditional tools for marketing Internet communications (Internet advertising, 

Internet-PR, sales stimulation, direct marketing) distinguish interactive pro-gaps, 

search optimization and virtual communities, defining them as special forms of 

communication. We believe that these elements are not full of marketing 

communications tools on all grounds, and, indeed, are certain forms of Internet 

environment such as technologies and tools. 

Ilyashenko [7], which also expanded the classification of marketing Internet 

com-munications with the latest forms and presented it in the following form: e-

mail, elec-tronic advertising board (BBS), contextual (search) advertising, media 

(banner) advertising, video Digital) Advertising, Background Advertising, Rich 

Media, Lidogeneration, Site Sponsorship, Targeting, search marketing (SEM), 

search optimization (SEO), optimizing the site under social networks, social media 

marketing, viral online marketing, direct online marketing. However, in later 

publications, he transforms this classification through the prism of different types 



of marketing (search, viral, SMM marketing, etc.), taking into account their 

features and technologies used, which distinguishes this approach from others. 

Many contradictions arise regarding the identification of the site as an 

element of the Internet environment system. In addition to traditional tools, a 

number of authors distinguish the site as a separate tool for marketing 

communications, but in our opin-ion, the site (as a webresurs) is a means of 

marketing communications. At the same time [11]. 

Kozhukhivska [8] consider marketing Internet communications as a 

component of the system of formation of Internet strategies, although the detailed 

classification of communication tools is not given. Voronenko, Bozhkova etc., 

exploring the general classification of integrated marketing communications, pays 

considerable attention to non-standard forms using tools, technologies and tools 

responsible for the features of Internet communications [14]. For example, non-

standard marketing communications include guerrilla marketing, horror marketing, 

provocative marketing, surrounding media, parasitic marketing, flash mob, 

scandalous strategies that, in our opinion, are not tools but technologies and 

techniques. in the system of marketing Internet communications. 

Although it is impossible to disagree with the authors that they belong to the 

TTL-group in the modern classification of marketing communications (distribution 

by ATL-, BTL-, TTL-instruments), because they have a bilateral direction of 

influence, personalized character, personalized character, by the main 

characteristics. The short-term period of high efficiency and the achievements of 

modern science and technology are used.In our opinion, the marketing internet 

communications complex should be represented by traditional tools that will be 

different by means and technologies of influence: 

1) online advertising (media, banner, contextual, background, video, staff, 

etc.); 

2) public relations (public relations) ("good deeds" on behalf of the 

organization or personal PR of the manager, promo-rollers on YouTube, etc.); 



3) sales promotion (discounts on-line, discount coupons, order gifts, 

wholesale discounts, etc.); 

4) personal sale (interactive sale on-line, personal communications using 

chats or programs Skype and Viber, on-line-consultation for sale); 

5) direct marketing (e-mail, reference through personal pages on social 

networks, etc.). 

Therefore, summarizing the above, we will note a special place and role of 

marketing communications in the general system of communication management 

of the enterprise as a whole and marketing Internet communications in particular. 

The communications system of the Internet environment and elements of the 

communications complex as marketing Internet communications, which differ in 

means and technologies of influence. 

In [2], exploring the marketing of car dealer co-municipalities, found that 

these companies are increasingly using online channels to generate ice. The 

volume of a client base seeking information about products on the Internet but 

buys offline products is estimated at 40% for the automobile sector.If the car 

dealership receives Lida from a partner site, the firm can provide various contracts 

to its agents who develop content for the site and generate Lida. Once contractual 

mechanisms for finding ice have been implemented, marketing agents can make 

efforts to provide informative and convincing content. These reinforcements bring 

in sales based on customers' requests through web form, web calls or emails. Lida 

is distributed to the local department of dates, which follows the closure of sales. 

However, the stimulation of the marketing agent and the trading employee is 

difficult, since the quality of the intermediate re-insult (the quality of Lida) is often 

uncertain and is not observed. For example, the ice sales in the form and e-mail 

address or phone number may be for a client with a hidden interest in buying 

products from a firm or for a client who is going to spend time seller and buy 

nothing. As the information provided in web forms by potential clients is 

insufficient to estimate the probability of sales from ice, there are problems of 

attribution when trading representatives track Internet leaders.  



In [3] claim that multi-channel marketing is the most effective when using 

digital platforms. They argue that optimal online marketing investments do not 

always exceed offline investments, even if the impact of online advertising is very 

significant.They found that the effect of using integrated multi-channel marketing 

exceeds the results obtained from both channels that function indistinctly. In [2] 

consider it necessary to use lida as the necessary information for sales.  

Google's research [5] shows that 48.6% of financial products sold by clients 

searched for information on the Internet, but bought offline products. Business 

press surveys show that 65% of consumers are looking for information about 

products on the Internet before entering the store. The size of the client base, which 

is looking for information about the Internet but buys offline products, is estimated 

at about 40% for the automotive sector. There are two important aspects in the 

aforementioned multi-channel systems. First, the Leaders of the General are a 

marketing agent that is different from the trading representative. For example, in 

the case of online content marketing, a web-publisher can act as a marketing agent 

and generate Internet leaders from his web page. Secondly, although the quality of 

each Lida (that is, the likelihood that a potential customer will eventually buy a 

product) depends on the effort added by a marketing agent, it is often difficult to 

measure and check these efforts. While the sales representative does not make 

efforts to convert a potential client, it is unknown whether the client will buy the 

company's product. [6]. Firms are watching the final sales, but it is difficult for 

them to distribute the income between two agents. These two characteristics of the 

context of lid generation create an opportunity for a marketing agent and a trading 

representative to enjoy each other's efforts.  

In the context of retailing cars, the problem of multi-channel AT-Ribuce was 

considered in Google's research [5]. This research also states a significant potential 

for increasing the efficiency of sales promotion from marketing and sales in ice 

generation. 

Thus, a dealer maximizes profit when engaging in marketing agents who 

generate sales lida through web content or telemarketing, and trading 



representatives tracking lida for sales conversion. The sales response function is an 

additive function of the quality of ice, which is a function of efforts of marketing 

agent and a trading representative. 

Analysis of recent research and publications. Scientific works are devoted 

to the issue of digital marketing. In particular, Abbonizio S., Sernani P., Dragoni 

A.F., Rinaldesi P. [1], Banerjee S., Bhardwaj P. [2], Cai Y. & Choi T. [3], 

Chatterjee S., Chaudhuri R., Kumar A., Wang C.L. and Gupta S. [4], Gevelber L. 

[5], Goić M., Jerath K., Kalyanam K. [6], Illiashenko S., Shypulina Y., Illiashenko 

N., Golysheva I. [7], Kozhukhіvska R., Sakovska О., Skurtol S.,  Kontseba S., 

Zhmudenko V. [8], Oklander M., Oklander T., Yashkina O., Pedko I., Chaikovska 

M. [9], Terho H., Mero J., Siutla L., & Jaakkola E. [12] and others. 

Basic material. For the successful development of Internet marketing, a 

phased system for improving Internet advertising channels was proposed for 

"AUTOCENTER-KREMENCHUK". 

1. Optimization of Internet advertising channels. 

Usually, the advertising budget for Internet promotion is distributed between 

sev-eral channels (contextual advertising, SMM, targeting, and others). The goal of 

opti-mization is to improve performance. 

Such optimization of Internet advertising includes: 

- studying the target audience; 

- analyzing key queries that give high conversion; 

- determining the geography of advertising display; 

- determining the most effective display time; 

- taking into account behavioral factors. 

At the same time, optimization of contextual advertising in general is 

considered, as well as by traffic sources. 

Since one of the key factors for the success of an advertising campaign is 

consid-ered to be reducing the cost of a click, the activities of optimizers are 

primarily con-ducted in this direction. This can be achieved by focusing on 

working not with high-frequency queries, but choosing non-competitive, 



inexpensive queries for your ads. Since audience reach increases with the cost of a 

click, it is worth researching and making predictions about the size of traffic when 

implementing different scenarios of an advertising campaign and with variability 

in pricing policies. It is known that con-textual advertising systems give preference 

to ads with high click-through rates, and for low click-through rates - increase the 

cost of a click. Therefore, it is profitable to pay maximum attention to the ad text, 

and then monitor the effectiveness of banner advertising. High conversion in 

contextual advertising systems also depends on the correspondence of the 

information posted on the website to the user's expectations, as well as the 

convenience of his navigation and use of the interface. Precise setting of geography 

allows you to significantly save on the advertising budget, although it reduces the 

coverage of the display. 

However, it is necessary to take into account that the low cost of a click does 

not guarantee the advertiser a high conversion. The interested audience is not 

always the cheapest. 

To attract a hot audience from social networks, it is necessary to work 

simultane-ously in two directions - on its segmentation and studying behavior. Test 

campaigns together with marketing analysis allow you to identify the most high-

converting audi-ence for which special ads for social networks should be created. 

Media advertising on the Internet is focused on the use of visual 

transmission channels. Therefore, to increase efficiency, it is necessary to pay great 

attention and perform testing of banner ads, which will allow you to optimize the 

costs of the ad-vertising budget. In addition to the content, it is equally important 

that a banner with a lot of text has a memorable design - this also significantly 

affects its clickability. 

It is necessary to compare the effectiveness of advertising on banners and 

each in-dividual advertising channel, as well as promptly change the share of the 

budget allo-cation for advertising, focusing on the obtained statistical data. 

Integrated advertising provides many opportunities for its optimization and, with 



the right approach, allows you to achieve maximum results with minimal audience 

coverage. 

2.Testing new Internet advertising channels 

Increasing the share of organic traffic using SEO (Search Engine 

Optimization) - a set of works on site development, changing its environment, 

analyzing user behavior, aimed at improving existing positions for target queries in 

the Google search network and other search engines, as well as obtaining good 

positions (in the TOP-10) for new queries of interest. 

The total number and popularity of queries directly affects the site's search 

traffic and, therefore, the number of leads. 

The set of queries for which promotion is carried out is called the semantic 

core of the site. 

Influence marketing, or working with bloggers, is a full-fledged and 

independent promotion tool. Previously, it was used mainly in selected segments: 

beauty bloggers advertised cosmetics, food bloggers - restaurants, etc. Today, 

influence marketing is used for almost any niche - you just need to find the right 

approach to opinion leaders and build a long-term strategy for working with them. 

Unlike CPC (Cost per Click) channels, promotion through bloggers is a 

story about popularization, recognition of a particular product and friendship with 

the target audience through an influential opinion leader. But, of course, this 

approach to promotion has its own nuances: influencers need to be selected in 

accordance with the brand values, and the advertising itself should organically fit 

into their content. 

Working with marketplaces. The marketplace market is gaining momentum 

along with all online trading. Some platforms are showing growth of up to 140%.  

A marketplace is an Internet platform where sellers and buyers find each 

other and interact with each other. 

Such platforms have very different specializations - from universal trading 

plat-forms with goods for all occasions to industry marketplaces of services. For 

example, financial, insurance or consulting. 



Depending on the specific platform, both companies and individuals can act 

as sellers. For the car sales market, the following Internet platforms can be 

distinguished: Auto Ria, RST, OLX. 

3. Active work with the existing customer base, with the aim of making 

repeat sales. Both with the audience that was served at the service station and those 

who have already bought a car in a car dealership. For each of these consumer 

groups, it is worth highlighting separate offers and communication channels. 

4. When studying the advertising costs of the enterprise, it was found that 

the com-pany spends money on participation in non-core mass events and those 

that form the image. However, to form networking, connections and new sales 

channels, it is worth introducing participation in industry events, car exhibitions.  

5. Work with corporate clients. A separate important proposal for alternative 

direc-tions for improving the enterprise's marketing activities is more concentrated 

work with legal entities, tenders, farmers, government orders.  

So, in a competitive market, the official dealer managed to solve the 

problem of increasing the number of car sales with a decrease in marketing costs, 

controlling expenses at the level of planned limits and obtaining a profit sufficient 

for further development.  

All alternative directions for improving the enterprise's marketing activities 

are aimed at solving this problem. Each problem is an opportunity for the 

enterprise's multiple growth, and to effectively achieve results, it is worth 

considering complex ways to solve problems. It is worth carrying out: optimization 

of Internet advertising channels, testing of new Internet advertising channels, 

active work with the existing customer base, participation in specialized events, 

work with corporate clients. 

To develop a plan for marketing activities, we will choose 2024, in which 

the sales plan for new cars is 154 units. To achieve this goal, we have carefully 

developed alternative directions for improving marketing activities, which are 

presented in the table. 1. 



Table 1. Directions for improving Internet marketing of the enterprise 

№ The direction of 

improvement 

Tools 

1 
Optimization of Internet 

advertising channels 

Analysis of key queries that give high conversion. 

Determining the geography of ad impressions. 

Determination of the most effective time of impressions. 

Analysis of an advertising campaign in social networks. 

2 
Testing of new Internet 

advertising channels 

Increase the share of organic traffic with the help of SEO. 

Influence marketing, or work with bloggers. 

Work with marketplaces. 

3 
Active work with the existing 

customer base 

Development of proposals for groups of customers of 

service stations and car dealerships, with the aim of 

making repeat sales. 

4 
Participation in profile mass 

events 

Participation in industry events, car exhibitions. 

5 Work with corporate clients 
Work with legal entities, tenders, farmers, government 

orders. Conducting negotiations. 

 

According to Table 1, 5 areas of improvement of marketing activities were 

identified, each of which has its own tools. To plan marketing areas, it is necessary 

to formulate a budget for the year, which is directly correlated with the planned 

number of cars sold. Since the plan is 154 cars sold, the marketing expense limits 

are from 3000 UAH. to 5000 UAH. for each car sold, we can take the average 

value, which is 4000 UAH., thus obtaining the budget amount for the year in the 

amount of 616000 UAH. The largest item of expenditure among alternative areas 

is the purchase of annual packages for placing a car dealership on the Auto Ria, 

RST portals, this is due to the fact that this amount includes not only the placement 

of a car dealership, but also additional promotion on the Google, Facebook, 

Instagram networks. In general, we can see that the amount of expenses for 

alternative areas of improving the enterprise's marketing activities reaches the 

majority of the planned expenses for the year, namely 56.16% (Table 2). 

  



Table 2. The structure of the company's planned expenses for marketing 

activities in 2024 

№ Costs for marketing activities 
Money spent, 

hryvnias 

Share, 

% 

1 Advertising in Google KMS 161000 26,13 

2 Placement on Auto Ria 78000 12,66 

3 Placement on RST 78000 12,66 

4 Advertising in Facebook Ads 70000 11,36 

5 Advertising in the columnists of automotive topics 40000 6,49 

6 Optimization of Internet advertising channels 36000 5,84 

7 SEO promotion 36000 5,84 

8 
Participation in automotive, industrial and agricultural 

exhibitions 
30000 4,87 

9 Printing, installation, dismantling of banners 20000 3,25 

10 Conducting field test drives 20000 3,25 

12 Conducting SMS mailings 18000 2,92 

13 Gifts for customers 10000 1,63 

14 Production of content for social networks 10000 1,63 

15 Printing of polygraphic materials 6000 0,98 

16 Production of advertising plates for license plates 3000 0,49 

Sum 616000 100 
 

We can observe that despite the significant budget in alternative areas of 

marketing activity, advertising in Google CMS remains in first place in terms of 

funding. Considering the proposed innovations in marketing activity, non-core 

mass events were excluded from the plan, the number of printed advertising 

materials was reduced, and Internet advertising and its optimization were 

significantly increased. It can be emphasized that the share of advertising on 

Internet channels reaches 82.61% or 508877.6 UAH, a significant majority, print 

advertising occupies the smallest share of 4.23%, even smaller than other areas of 

advertising, and BTL-measures occupy the second tier of expenses. 

 

 

Fig. 1. Planned shares of the main costs of marketing activities for 2025, 

% 

Internet channels

BTL-activities

Print advertising

Others



Due to the proposed measures in 2024, the achievement of the sales plan of 

new cars of 154 units was realized, the limits of marketing expenses are from 3000 

UAH to 5000 UAH for each sold car, we can take the average value, which is 4000 

UAH, thus we received the budget amount for the year in the amount of 616000 

UAH. The largest expense item among alternative areas is the purchase of annual 

packages for car dealership placement on the Auto Ria, RST portals, this is due to 

the fact that this amount includes not only car dealership placement, but also 

additional promotion on Google, Facebook, Instagram. In general, we can see that 

the amount of expenses for alternative areas of improving the company's marketing 

activities reaches most of the planned expenses for the year, namely 56.16% or 

346,000 UAH.  

Calculation of the effectiveness of selected areas and marketing tools for the 

development of the car dealership "AUTOCENTER-KREMENCHUK". To 

determine the effectiveness of marketing areas, it is proposed to determine the 

number of cars sold through each advertising channel, taking into account the 

indicators of the number of planned total costs and the number of costs per car, 

which reaches 4000 UAH. In total, 7 areas of lead generation sources were 

identified, each of which included several expense items (Table 3). 

Table 3. Profitability of marketing activities relative to car sales in 2024 

№ 
Lead generation 

sources 

Amount of 

expenses, 

UAH 

Number of 

cars sold 

Amount of 

expenses per 

sold car, 

UAH 

Return on 

investment in 

marketing,% 

1 Visitors 39000 10 4000 92,13 

2 Google Ads 179000 45 4000 90,33 

3 Auto Ria 78000 19 4000 87,52 

4 RST 78000 19 4000 87,52 

5 Facebook Ads 98000 25 4000 91,66 

6 Organic traffic 36000 9 4000 89,83 

7 Corporate clients 50000 12 4000 86,23 

8 Advertising from 

bloggers 
40000 10 4000 89,83 

9 Repeat orders 18000 5 4000 99,81 

Sum 616000 154 4000  

 



Analyzing table. 3, we can observe that with expenses of 4000 UAH., we can 

get 154 cars sold, among which the Google Ads channel has the largest share, in 

second place is Facebook Ads, and the third place is shared by Auto Ria, RST. 

Thanks to the correct lead generation policy, the company will significantly 

increase the profitability ratio of marketing investments than in previous years, and 

will not go beyond the cost limits, and accordingly, marketing will function 

effectively. Let's review the approximate number of leads and the conversion rate 

to achieve the efficiency level in table. 4. 

Table 4. Efficiency of lead generation sources relative to car sales in 2024 

№ 
Lead generation 

sources 

Number 

of leads 

Number of 

cars sold 

Conversion, 

% 

Fraction 

leads,% 

Share of sales, 

% 

1 Visitors 62 10 16,15 0,87 6,49 

2 Google Ads 2250 45 2,00 31,56 29,22 

3 Auto Ria 950 19 2,00 13,33 12,34 

4 RST 950 19 2,00 13,33 12,34 

5 Facebook Ads 1470 25 1,7 20,62 16,24 

6 Organic traffic 180 9 5,00 2,52 5,84 

7 Corporate clients 400 12 3,00 5,61 7,79 

8 Advertising from 

bloggers 
667 10 1,5 9,35 6,49 

9 Repeat orders 200 5 2,5 2,81 3,25 

Sum 7129 154 3,98 100,00 100,00 

 

Conclusions. According to Table 4, we can see that the largest sales were 

received among Google Ads leads, it is 29.22%, Facebook ADS 16.24%. 

Advertising at Auto RIA brought 12.34% of acquisitions, similar to RST. Visitors 

only 6.49%. Advertising on the Internet media did not provide results at all. 

Google gave the largest number of lid, Facebook comes in second place. Despite 

the fact that the conversion ratio in Internet resources is much less than among the 

houses, it is worth noting that online sources were able to give a steady increase in 

sales. An important complex of marketing communications planning, which in the 

aggregate result, should give you a plan of costs, taking into account cost limits. 

Thanks to the implementation of alternative directions of marketing activity 

and its complexity planning, the approximate efficiency is reflected in a significant 

increased increased profitability ratio of investment in marketing. Limits of costs 



for each car sold are saved at the level of 4000 UAH, which indicates the rational 

use of resources. 

Therefore, the car diller in a competitive market should solve the problem of 

increasing the number of sales of cars with a decrease in marketing costs, control 

of expenditures at the level of planned limits and profit sufficient for further 

development. All directions of multi -channel marketing communication policy of 

the enterprise are aimed at solving this problem. It is worth conducting: 

optimization of online advertising channels, testing of new channels of online 

advertising, actively working with the existing base of both individual and 

corporate clients. 
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