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SOCIAL AND ECONOMIC ACTIVITY OF THE ENTERPRISE:
THE ROLE OF INTERNET MARKETING IN CRISIS CONDITIONS

The rapid evolution of the economy and technological progress creates new conditions for interaction between busi-
nesses and consumers. In the digital era, the Internet has become a key channel of communication and information ex-
change, empowering companies to rethink their marketing approaches and integrate online tools to maintain their com-
petitive position. The modern consumer is characterized by high information awareness, mobility, and demanding service
quality. This requires businesses not only to engage their audience through digital platforms, but also to ensure effective
interaction that builds trust and loyalty. Thanks to online marketing, businesses can strategically segment the market,
optimizing advertising campaigns and reducing the cost of attracting new customers. The integration of online marketing
with anti-crisis strategies, which are proactive measures taken to mitigate the impact of potential crises, opens up new
avenues for stimulating the social and economic activity of companies through digital channels such as social media, e-
commerce platforms, and online advertising. It also contributes to the development of long-term relationships with cus-
tomers and partners, which is especially important in times of economic instability. The study of this issue is of practical
importance for businesses seeking to remain competitive and adaptive in a dynamic market and is particularly relevant
in view of the digital transformation of business and global economic challenges. Internet marketing tools used as part
of an anti-crisis strategy play an important role in increasing the social and economic activity of an enterprise in times
of economic instability. They ensure quick adaptation to the changing market environment, effective communication with
the target audience and maintaining interest in goods or services. Most importantly, they help to maintain and strengthen
customer loyalty, which is critical during crises, as a stable customer base provides the company with the necessary
financial resources to overcome difficulties. This article defines the features of crisis management, considers the classi-
fication of marketing strategies for crisis management, analyzes the essence of Internet marketing, its advantages, such
as cost-effectiveness and global reach, and disadvantages, such as potential for negative feedback and data privacy con-
cerns, as a tool of crisis management strategy for increasing the socio-economic activity of enterprises in the context of
economic instability; describes the key tools of Internet marketing and their impact on increasing the socio-economic
activity of an enterprise in the context of economic instability.

Keywords: social activity, economic activity, enterprise activity, Internet marketing, crisis.
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COUIANTbHO-EKOHOMIYHA AKTUBHICTb NIANPUEMCTBA:
POJ1b IHTEPHET-MAPKETUHIY B KPU3OBUX YMOBAX

Cmpimka e8ooyis eKOHOMIKU MA MEeXHOA02IUHUL NPocpec OUKMYIOMb HO8I YMO8U 83aEMOOIL Midic Oi3HecOM ma Cho-
orcusauamu. B enoxy yugposux mexnonoeitl inmepHem cmag KiroY08UM KAHALOM KOMYHIKAyii ma inghopmayiiino2o o6-
MIHY, WO 3MYULYE KOMNAHIT NEPeOCMUCTIOBAMY C80T MAPKEMUH206I NIOX00U Ma iHmezpyeamu OHAQUH-IHCIpPYMeHmu 015
30epedicentsi KOHKYPEHMHUX NO3UYIL.

Cyuachuil cnoxcugay Xxapakmepusyemucsi 6UCOKOK IHPOPMAYIUHONW 00IZHAHICIIO, MOOLIbHICINIO MA SUMO2IUBICINIO
00 saixocmi oocayeogyeanns. Lle eumaeae 6i0 Oiznecy ne nuwe 3anyuenus ayoumopii uepes yugposi nnameopmu, ane i
3abesnevenns eghpekmusHoi 83acMo0ii, Wo cnpuse 3MiyHeHHI0 d08ipu ma 10AnbHOCMI. 3a680aKuU iHMepHem-MapKemuHay
niONPUEMCMBA OMPUMYIOMb MONCIUBICIb OLIbUL MOYHOT CeeMeHmMayii pUHKY, wWo 003601A€ ONMUMI3Y8AMU PEKIAMHI
KaMnawii ma ckopomumu 6Umpamu Ha 3a1y4eHHsA HOBUX KILIEHMIE.

Inmezpayis inmepuem-ywapkemuney 3 aHMUKPU30GUMU CIMPAMEIAMU 8IOKPUBAE HOBI NEPCHEKMUBU 0Nl CIUMYIO-
BAHHA COYIANbHO-EKOHOMIUHOI AKMUBHOCMI KOMNAHIT 3a O0NOMO20I0 YUDPOBUX KAHALI8, MAKUX AK COYIANbHI Mepedici,
nramgopmu erekmpouHoi Komepyii ma owunaun-pexiama. Lle makodc cnpuse po3eumky 00820MPUBAIUX GIOHOCUH 3
KAIEHMAaMy ma napmuepamu, wo € 0COOIUBO BANCTUBUM 8 YMOBAX eKOHOMIYHOI Hecmabinonocmi. [ocnioscenns yiel
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npooOIEMAMUKY MAE NPAKMUYHE 3HAYEHHsL OJ1s NIONPUEMCME, KL NPAZHYMb 3ATUMAMUCS KOHKYPEHMOCNPOMOICHUMU MA
A0anmueHUMU 8 YMOBAX OUHAMIYHO20 PUHKY, MA € 0COOIUBO AKMYATbHUM 3 0271510V HA Yu@dpogy mpancgopmayiro Oiznecy
ma 2nooanbHi eKOHOMIYHI GUKTUKU.

Incmpymenmu inmepHem-mapKemunzy, Wo 3acmoco8yIOMbCs 8 pAMKAX AHMUKpU30680i cmpamecii, i0iepaioms 8aic-
JIUBY POib Y NIOSUWEHHI COYIATIbHO-EKOHOMIYHOI AKMUGHOCMI NIONPUEMCIEA 8 NEPIO0U eKOHOMIYHOI HeCMAabIIbHOCMI.
Bonu 3abe3neuyroms weuoxky adanmayiio 00 MiHAUBO20 PUHKOBO20 Cepedosuyd, eekmusHy KOMYHIKAYiio 3 Yilbo8o
ayoumopiero ma niompumanHs iHmepecy 00 mosapie abo nocaye. Kpim mozo, eonu cnpusiome 36epedcennio ma
3MIYHEHHIO I0AbHOCMI KIIEHMIB, WO € KPUMUYHO 8ANXCIUBUM NIO YAC KPU3, OCKIIbKU CAOiIbHA KAIEHMCbKA b6a3a 3a6e3-

neyye Komnauii HeoOXiOHi (hinaHco8i pecypcu OJi NOOONAHHA MPYOHOUIS.
YV oaniii cmammi 6yno eusnaueno ocobaugocmi aHMUKPUI08020 YRPABTIHHA, PO3LIAHYMO KIACUDIKAYII0 MAPKEMUH-
208UX cmpameziti AHMUKPU3I06020 YNPAGTIHHA, NPOAHANIZ08AHO CYMHICMb IHMEPHEM-MaAPKemuney, 1020 nepesazu ma

HeOoNiKU SK

IHCmMpYyMeHmy aHmuKpu3z080i cmpamezii 011 NiOSUWEHHA COYIANbHO-eKOHOMIYHOI aKMUBHOCHI

nionpuEMCMa 8 yMo8ax eKOHOMIUHOT HeCMabiibHOCMI; ONUCAHO K008I IHCIMPYMEHMU IHMepPHem-MapKemuney ma ixHiu
6NIUG HA NIOBUYEHHSL COYIAIbHO-EKOHOMIYHOL AKMUSHOCME RIONPUEMCMEA 8 YMOBAX eKOHOMIUHOI HecmabiibHOCMI.
Kniouogi cnoea: coyianvua akmugHicms, eKOHOMIUHA AKMUBHICMb, AKMUBHICIb NIONPUEMCMEA, THMepHem-MapKe-

muHre, Kpusa.

Statement of the problem. Today's rapid economic
and technological changes dictate new rules of interaction
between businesses and consumers. In the digital era, the
Internet is becoming the main channel of communication
and information exchange, forcing businesses to review
their marketing strategies and integrate online tools to
maintain competitiveness.

The modern consumer is information-savvy, mobile,
and demanding of the level of service. This necessitates
businesses to engage their audience through digital chan-
nels and maintain a high level of interaction that builds
trust and loyalty. Online marketing empowers businesses
to perform more accurate market segmentation, thereby in-
creasing the effectiveness of advertising campaigns and re-
ducing the cost of attracting new customers. This sense of
control over their marketing strategies can instill confi-
dence in businesses.

The combination of online marketing and anti-crisis
strategies, which are proactive measures taken to mitigate
potential crises and maintain business continuity, opens up
new opportunities to stimulate enterprises' social and eco-
nomic activity through digital channels such as social net-
works, e-commerce platforms, and online advertising. It
also contributes to forming long-term relationships with
customers and partners, which is important in economic in-
stability. The study of this topic is of practical value for
businesses seeking to remain competitive and adaptive in a
dynamic market environment. It is particularly relevant
given the digitalization of business and global economic
challenges.

Internet marketing provides opportunities to measure
an enterprise's social activity. Analytical tools allow you to
track engagement rates, user behavioral patterns, and the
level of social interaction through various digital plat-
forms. This contributes to the formation of an effective
Strategy for managing customer and stakeholder relations,
which can lead to increased customer satisfaction, im-
proved brand reputation, and ultimately, higher sales and
profits, positively impacting social and economic results.

Social media, email marketing, and content marketing
are tools that can increase an enterprise's social activity,
contributing to brand awareness and building a positive im-
age. More importantly, they allow businesses to connect

196

with their customers on a personal level, integrating their
feedback into decision-making processes. This not only in-
creases adaptability to market changes but also makes cus-
tomers feel more engaged and valued.

Online marketing, in addition to its economic benefits,
has a significant social aspect. It promotes the active in-
volvement of businesses in socially responsible initiatives,
including through the support of environmental, educa-
tional, or charitable projects. This not only improves inter-
action with the public and increases the level of trust in
businesses but also fosters a sense of social responsibility
and commitment.

Thus, online marketing is a success factor in today's en-
vironment that allows businesses to increase their socioec-
onomic activity by adapting to dynamic changes in the
global economy.

Analysis of recent research and publications. The
following scholars have devoted their works to the issues
of this research topic: Lucius O. P., Skakun O. M. [1] stud-
ied the possibilities of using Internet marketing in agribusi-
ness; Opashnyuk Y., Shyrshykov N., Kostiuk M. [2] con-
sidered Internet marketing as a means of improving the ef-
ficiency and competitiveness of companies in the tourism
industry; Naumchuk V. V, Shmarovoz O. V., Pinchuk A.
P. [3] studied Internet marketing given its role in the for-
mation of the marketing Strategy of the enterprise; Zem-
lyakova O. D. and Taranych O. V., Novosad O., Opash-
niuk Y., Bereziuk M., Korytko M. [4] studied the use of
Internet marketing tools in the service market. Despite nu-
merous scientific works on this topic in the professional
literature, certain aspects remain poorly understood. In par-
ticular, little attention is paid to using Internet marketing as
a tool of anti-crisis Strategy to increase the socio-economic
activity of an enterprise in conditions of economic instabil-
ity [2, 8, 11, 12, 13].

The purpose of the study is to analyze the effective-
ness of using Internet marketing to increase the socio-eco-
nomic activity of an enterprise, to determine the optimal
tools and strategies of digital marketing, as well as their
impact on business development, attracting new custom-
ers, increasing profits and forming a positive image of the
enterprise in the context of economic instability.

To define the features of crisis management; to describe
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the classification of marketing strategies for crisis manage-
ment; to characterize the essence of Internet marketing, its
advantages, and disadvantages as a tool of crisis manage-
ment Strategy to increase the socio-economic activity of
enterprises in conditions of economic instability; to de-
scribe the main tools of Internet marketing and their role in
increasing the socio-economic activity of enterprises in
conditions of economic instability.

Presentation of the main research results. In today's
environment of economic instability, businesses are forced
to look for new approaches to maintaining and strengthen-
ing their social and economic activity. Internet marketing
plays an important role in this, as it optimizes marketing
costs and provides flexibility and speed of response to mar-
ket changes. Using digital marketing tools such as social
media, online advertising, and e-commerce allows busi-
nesses to effectively interact with consumers, adapt strate-
gies in real time, and expand markets even in times of cri-
sis. Combining Internet marketing with anti-crisis strate-
gies allows businesses to increase their resilience to exter-
nal challenges, ensuring long-term stability and competi-
tiveness.

Strelchuk R. M. believes that “crisis management in the
context of managing the strategic capabilities of an enter-
prise is a process of detecting and identifying signs of crisis

phenomena to prevent their negative impact on the ability
of an enterprise to achieve its strategic goals and objec-
tives” [14].

The development of an anti-crisis strategy involves a
comprehensive analysis of internal and external factors af-
fecting the enterprise's activities, identification of key risks
and weaknesses, adaptation of business processes, optimi-
zation of resources, and the use of effective marketing
communications tools, including Internet marketing, to
maintain demand, attract new customers, and strengthen
customer loyalty.

In today's economy, an anti-crisis strategy is key to en-
suring an enterprise's stable functioning and efficiency in a
competitive market. It acts as a tool for change manage-
ment and is focused on developing alternative ways to
overcome crisis situations, which allows the enterprise to
restore stability and continue development [15].

The main feature of marketing strategies for crisis man-
agement is their ability to quickly adapt to changes in the
external environment and create new business opportuni-
ties, stabilizing the enterprise's financial condition and
strengthening its position in the market.

Consider classifying marketing strategies for crisis
management according to the approach of Tereshchenko
D. A. and Titova N. O. (Table 1).

Table 1

Classification of marketing strategies for crisis management

Classification feature

By the stage of crisis management
fense);

Type of strategy

- Pre-crisis management - preventing crisis situations (positional/flank/maobile de-

- crisis management - smoothing the impact of crisis phenomena, activating the way
out of the crisis (retreat, diversification);

- post-crisis management - aimed at eliminating the consequences of the crisis, search-
ing for new opportunities (market/product development, deep market penetration).

Depending on the nature of the impact
of the crisis on the company's opera-
tions

Source: formed by author based on [15]

When applying crisis management strategies, a com-
pany should implement a change monitoring system that
tracks the positive results of its implementation and
promptly identifies negative factors that may affect its ef-
fectiveness.

Marketing in crisis management is not just one of the
functional systems of the enterprise but is a key basis that
ensures the stability and efficiency of all its departments.
The development of an anti-crisis mechanism should be
based on the enterprise's internal resources, in particular on
the development of such management elements as forecast-
ing, planning, information support, staff motivation, bal-
ance between centralization and decentralization, integra-
tion and diversification of management processes, and or-
ganizational structures and control mechanisms [10].

Internet marketing as an anti-crisis Strategy tool is “a
set of online activities aimed at promoting a company's
products, increasing sales, increasing its recognition, and
retaining customers using various tools” [1].

Its key features make it particularly effective in

- "reduction" strategies (freezing strategy, cost optimization);
- market capture strategy (diversification, regional expansion, direct integration)

challenging economic conditions. First, it provides flexi-
bility and speed of adaptation, which allows businesses to
respond quickly to changes in the market situation. Sec-
ondly, targeting capabilities allow you to focus on specific
consumer groups, which is important in a crisis.

Internet marketing is also characterized by low adver-
tising costs compared to traditional methods, and its weath-
erability of results helps businesses accurately assess the
effectiveness of campaigns. Interaction with customers
through social media helps to increase loyalty, and the
broad audience reach allows new consumers to be at-
tracted. The relevance of content, a variety of communica-
tion formats, the possibility of testing and optimization,
and integration with other crisis management tools increase
the overall effectiveness of Internet marketing in support-
ing businesses in times of economic instability.

Krainiuchenko O. F. and Poltavtsev V. O. believe In-
ternet marketing is an important e-commerce component.
They emphasize that it is critical for an enterprise to imple-
ment online marketing promptly and effectively.
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According to the researchers, Internet marketing can cover
key elements of managing an enterprise's marketing activ-
ities, such as PR, sales strategy, marketing management,
online services for working with buyers and customers,
online advertising, and information management [4].

According to Mozgova G. M., “Internet marketing is
the process of using modern information Internet technol-
ogies in conducting marketing research, product develop-
ment, pricing, bringing to the consumer and introducing
new approaches to stimulate sales in order to maximize
consumer satisfaction through the innovative organization
of material and information exchange” [9].

Krasovska I. Y. interprets Internet marketing as “a so-
cial and managerial process aimed at meeting the needs of
consumers on the Internet when creating an offer and ex-
changing goods/services through information and commu-
nication technologies” [5].

Internet marketing is a set of strategies and methods for
promoting goods and services via the Internet, including
tools such as websites, social networks, e-mail, contextual
advertising, and content marketing. Its main goal is to at-
tract new customers and retain existing ones by creating
high-quality content that meets consumers' needs. Internet

marketing is flexible, responsive to market changes, and
allows for precise targeting, making it a cost-effective tool
for modern businesses.

Let's examine the advantages and disadvantages of In-
ternet marketing as an anti-crisis strategy tool for increas-
ing the socio-economic activity of enterprises in the face of
economic instability.

First, one of the main advantages of Internet marketing
is its flexibility and speed of adaptation. In crisis situations,
businesses can quickly adjust their marketing campaigns to
reflect changes in consumer preferences or market condi-
tions.

Second, online marketing provides significant cost sav-
ings compared to traditional forms of advertising. Online
channels allow businesses to reach a larger audience for
less money, which is especially important in times of fi-
nancial difficulty. With the ability to target advertising,
companies can focus on specific market segments, increas-
ing cost efficiency and the chances of attracting new cus-
tomers.

As for the advantages of Internet marketing that distin-
guish it from traditional marketing, they include (Fig. 1):

interactivity - provides the ability to interact directly with the
audience and maintain customer feedback

(__product or service

Targeting - allows you to identify the target audience among the
general public and show ads only to those who are interested in a

Web analytics - provides tools for operational analysis of the
effectiveness of marketing activities, which helps to quickly
[ adjust the strategy and increase the effectiveness of campaigns

Fig. 1. The main advantages of Internet marketing that differ from traditional marketing
Source: developed by the author

- interactivity - provides an opportunity for direct inter-
action with the audience and maintaining customer feed-
back;

- Targeting - allows you to identify the target audience
among the general public and display ads only to those who
are interested in a product or service;

Web analytics provides tools for operational analysis of
marketing activities' effectiveness, which helps to quickly
adjust strategy and increase campaign effectiveness [7].

However, despite all the advantages, online marketing
also has its drawbacks. For example, high competition in
the online environment can make it difficult to stand out
from other players. Businesses need to improve their strat-
egies to stay relevant and visible constantly. In addition,
rapidly changing consumer habits and preferences require
constant monitoring and analysis, which can be resource-
intensive.

It is also important to note that online marketing re-
quires specific technical knowledge and skills. Not all
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businesses have access to specialists in this field, which can
hinder their practical use. Dependence on technology and
the possibility of negative feedback through social media
can also create additional risks.

Thus, for Internet marketing to be successfully imple-
mented in an enterprise's anti-crisis strategy, it is necessary
to plan carefully and consider its advantages and disad-
vantages.

These tasks make Internet marketing an indispensable
tool for achieving business goals and increasing competi-
tiveness in the current environment.

Internet marketing solves several important tasks: in-
creasing brand awareness, attracting users to the company's
website, analyzing the customer's path through the stages
of the sales chain, determining the most effective advertis-
ing offers, increasing customer loyalty, providing quick ac-
cess to information about goods and services; the possibil-
ity of detailed targeting to show ads only to the target au-
dience; choosing promotion channels by the specifics of
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the target audience; supporting the launch of new products
on the market through information campaigns [6].

The main tools of Internet marketing are (Fig. 2):

Website is a key tool for online marketing

advertisement

search engine marketing

email marketing

social media marketing

video marketing

SEO optimization

T 1T -7 /| /| /|

RAREMRARARARRRRE

viral marketing

S

Fig. 2. Basic tools of Internet marketing
Source: developed by the author

- A website is a key tool for online marketing. Its crea-
tion, placement in the online environment, and competent
use provide the owner with broad competitive advantages,
help to gain market leadership, and increase brand aware-
ness of the company;

- advertising (search, display, banner, contextual);

- search engine marketing - a distinctive feature is that
the choice of advertising messages to be displayed is deter-
mined based on the user's search query;

- email marketing (direct marketing) is a form of adver-
tising with an individual approach that allows you to estab-
lish personal contact with each user. It is based on direct
communication with the recipient of the message to de-
velop relationships and generate revenue;

- Social media marketing is the process of promoting a
brand, goods, or services through social networks and plat-
forms to attract an audience, increase awareness, interact
with customers, and drive sales;

- video marketing is a Strategy for promoting goods,
services, or a brand that covers various formats, such as
commercials, training videos, customer testimonials,
vlogs, and streams, which can be distributed through social
networks, video platforms, and company websites;

- SEO optimization - search engine optimization of a

website, its promotion or promotion;

Viral marketing is a popular type of advertising that
uses entertaining or humorous videos that spread quickly
among users and reach a wide audience [3].

Internet marketing tools used in the anti-crisis Strategy
significantly contribute to the increase of socio-economic
activity of the enterprise in the conditions of economic in-
stability. They allow you to adapt to a changing market en-
vironment quickly, ensuring effective communication with
the audience and maintaining interest in products or ser-
vices. They also help to maintain and strengthen customer
loyalty, which is very important in times of crisis, as main-
taining a stable customer base provides the company with
the necessary financial resources to overcome difficulties.

Conclusions. The article defines the features of crisis
management, describes the classification of marketing
strategies for crisis management, characterizes the essence
of Internet marketing, its advantages and disadvantages as
an instrument of crisis management Strategy for increasing
the socio-economic activity of enterprises in conditions of
economic instability; describes the main tools of Internet
marketing and their role in increasing the socio-economic
activity of enterprises in conditions of economic instabil-

ity.
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