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TARGET ADVERTISING TECHNOLOGIES: ESSENCE AND EFFICIENCY
Abstract. The article develops and substantiates the areas of evaluation of the
effectiveness of targeted advertising, clarifies its essence, and identifies key technologies for
targeted advertising in modern business conditions. Targeted advertising is considered to be one
of the types of advertising used in the Internet environment, aimed at a specific audience, the
parameters of which are set by the advertiser. The following factors of targeting advertising are
substantiated: demographic data about consumers (age, sex, marital status), geographical data of
consumers (country, city, region), social status of consumers (place of work or study, position),
interests, hobbies, programs, communities consumers. The results of the effectiveness of targeted
advertising are determined, which include: increasing the loyalty of visitors; increase conversions;
saving the advertising budget. The key technologies of targeting advertising are the following:
keyword targeting, geographic targeting, time targeting, socio-demographic targeting, thematic
targeting, behavioral targeting, dynamic retargeting, search retargeting, CRM-retargeting. The
following algorithm for determining the effectiveness of targeted advertising is proposed:
calculating the cost of transition, determining the price of ice, calculating the size of the
conversion, determining the CPA, calculating the ROMI, calculating the ROI. Based on the
proposed algorithm, the effectiveness of the targeted advertising campaign was evaluated on the
example of the Instagram page of the Avel.shoes shoe store. It has been proven that targeted
advertising is one of the promising marketing tools in the context of doing business with the use
of Internet technologies, which helps to improve the efficiency of the business entity in the field
of sales and in general in the context of financial performance.
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TEXHOJIOI'TI TAPTETUHI'OBOI PEKJIAMH: CYTHICTH TA EOEKTUBHICTH

AHoTanisi. Po3pobreHo Ta OOTpyHTOBaHO HampsIMU OIlIHIOBaHHS €(EKTHBHOCTI
TapreTUHTOBOI PEKJIaMH, 3’SICOBAHO ii CYTHICTh 1 BH3HAYEHO KJIFOYOBI TEXHOJIOTI 3M1HCHEHHS
TapreTUHroBOI PeKJIaMH B Cy4acHUX yMoOBax BeleHHs Oi3Hecy. Ilil TapreTHHroBoIO peKIaMolo
BCTAHOBJICHO BBaXKaTH OJUH 13 BUJIB pPEKJIaMH, SIKa 3aCTOCOBYEThCS B IHTEpHET-CepeaoBHIII,
CIIpSIMOBAaHMN Ha KOHKPETHY ayJIuTOpil0, MapaMeTpu SKOi CTaBUTh CaM PEKJIaMOJaBellb.
OOrpyHTOBAaHO TaKi YMHHUKH HAIIJTIOBAaHHS TAapreTHHTOBOI pekiaMH: jaemorpadiuxi maHi mpo
CIIOXXHBaviB (BiK, CTaTh, CIMEHHUH cTaH), reorpadiyHi TaHl CroXuUBadiB (KpaiHa, MicTO, 00J1acTh),
COIIAJIbHUH CTaTyC CIOXHUBadiB (Micile poOOTH YW HaBYaHHs, 10cajaa), 1HTEPECH, 3aXOIUICHHS,
porpamMu, CIHUIBHOTH CHOXHUBayiB. KIIOYOBMMH TEXHOJOTIIMH TapreTUHIOBOi peKiiaMu
BU3HAYEHO TaKi: TAapreHTHUHI 3a KIIOYOBUMH CJOBaMH, reorpadiuHuii TapreTWHT, 4YacOBUH
TapreTHHr, CoIlialbHO-AeMorpadiuHuii TapreTUHT, TEeMaTUYHUW TapreTUHT, MOBEIIHKOBHIA
TapreTUHr, JUHAMIYHUWA  pETapreTHHr, TMOImyKoBUi  perapretuHr, CRM-perapreTuHr.
3anponoHOBaHO TaKUW alropuTM BU3HAYEHHA €(PEKTUBHOCTI TapreTHHTOBOI peKJIaMu:
00YHCIICHHS IHU TTepex0/ay, BUSHAYCHHS IIIHU JIiTy, PO3paxyHOK po3Mipy KOHBEpCii, BU3HAUEHHS
koedimieata CPA, ob6uucnenns nokazanka ROMI, pospaxynok koedimienty ROI. Ha migcrasi
3aMpPONOHOBAHOTO AJITOPUTMY 3JIMCHEHO OIIHKY €(QEeKTUBHOCTI TAapreTUHTOBOi pEeKJIaMHOi
KaMIIaHil Ha TPHKJIAIl CTOPIHKK B CoIiaidbHIM Mepexi Instagram marasumny B3yTTs Avel.shoes.
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Busnadeno pesynprat €)EKTUBHOCTI TAPTETHHTOBOI PEKJIAMH, IO SKUX BITHECEHO: IiIBUIIICHHS
JOSUTRHOCTI BiJIBIyBadiB, 301IbIIIEHHS KOHBEPCii, EKOHOMIIO pekiamHoro Oromkery. JloBeaeHo,
10 TapreTHHroBa pekjiaMa € OJHHMM 13 MEepPCHNEeKTUBHUX MAapKETUHTOBUX 1HCTPYMEHTIB B YMOBaX
BeleHHs Oi3Hecy 13 3acTOCyBaHHsA [HTEpHET-TEXHOJIOTINA, SKHH CHOpUSE TIIBUIICHHIO
edexTuBHOCTI (yHKIIOHYBaHHS Cy0’€KTa rocmojapioBaHHs y cdepl Mpoaaxy 1 3arajoMm Yy
KOHTEKCT1 3pOCTaHHS (piHAHCOBUX MOKA3HUKIB JIISNIBHOCTI.

Kniwwuosi cnoea: TapretuHr, pekiaMa, eQeKTUBHICTb, MAapKETHUHI, TapreTUHIOB1
TEXHOJIOT1].

®dopwmyi: 6; puc.: 2; Tabdm.: 3; 616m.: 10.

Introduction. In today’s global and domestic business environment, Internet marketing is
playing an increasing role in shaping the economic processes of business entities. Under the
influence of the Internet, technology is changing consumer behavior, their preferences, and choice
of goods and services. Therefore, given the impact of digitalization processes on the activities of
market participants need to research modern tools to promote products and services on the Internet -
the environment. One of these new tools is targeted advertising. In this case, the technology of such
advertising should be constantly managed by monitoring and periodic analysis to ensure maximum
effectiveness and consumer involvement. That is why the topic of the research is quite relevant in
the current environment of entrepreneurial activity.

Study analysis and problem statement. Research on the development of targeted
advertising has been studied by many foreign and domestic scientists.

In particular, researchers H. Kox, B. Straathof and G. Zwart point out that targeting
advertising can benefit consumers by reducing the price of access to websites. However, if
consumers do not like websites collecting their personal information, their well-being may
decline [1, p. 558].

At the same time, according to K. Kaspar, S. Weber and A. Wilbers, along with the growth
of global investment in online advertising, Internet users often avoid viewing online ads. Therefore,
according to scientists, demographic targeting of targeting ads will overcome this trend, attracting
the attention of users to more self-relevant advertising content [2].

According to a study by the European Parliament’s Economic, Scientific, and Quality of
Life Policy Department, targeted ads are becoming increasingly popular among marketers because
these ads are more effective and have a higher return on investment than standard non-targeted ads.
Targeted advertising is a particularly fast-growing market segment, with revenues already totaling
more than 21.4 billion euros in Europe [3].

Researchers J. Shin, J. Yu focus on the fact that advertising targeting consumers can
influence their conclusion about the expected utility of a product. Based on a micro-model created
where multiple firms compete through targeted advertising, the researchers conclude that in a
market equilibrium environment relative to the targeted firm, consumers make more positive
inferences about the product category and firm quality [4].

It should also be taken into account that, according to V. Marotta, Y. Wu, K. Zhang and
A. Acquisti, targeting advertising technologies offer firms the opportunity to reach desired
audiences through intermediary platforms. The platforms produce real-time auctions to show ads on
Internet sites, using consumers’ personal information collected online to personalize the ads. In
doing so, the targeted advertising industry argues that targeted advertising benefits advertising firms
(i.e., merchants who want to target ads to desired consumers), consumers who see ads for desired
products, and intermediary platforms that connect consumers with firms [5].

At the same time, researchers S. Hrynkevych, Zh. Sorokina and M. Sitarchuk note that
«targeting advertising in social networks can be an ideal option for attracting new potential
customers or re-engaging loyal customers» [6, p. 116].

In addition, according to O. Yevseitseva, D. Merkulova, targeting is a complex mechanism
with many aspects that must be considered when launching such advertising — «starting with the
selection of the audience and ending with the design and design of the advertising message. At each
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stage, you should analyze, pay attention to detail, and when running advertising based on the
resultsy» [7, p.113].

Moreover, according to A. Romanova, Z. Andrushkevych, O. Valkova, at the moment
«targeting advertising in social networks is one of the most promising areas of online advertising.
Its main advantages are interactivity, the ability to instantly obtain qualitative and quantitative
indicators of the advertising campaign, and cost-effectiveness» [8, p. 210].

Thus, given the results of these scientific studies, the definition of the features of targeted
advertising and its effectiveness remains relevant.

The aim of the study is to determine the essence, technology implementation, and economic
efficiency of targeted advertising in modern enterprise activities in a market environment.

Research methodology and methods. The research procedure contains the following
steps:

1. Collection of materials from scientific, periodic, and statistical sources of information in
accordance with the specific topic of the study.

2. Formulation of the essence of targeted advertising by scientific interpretation of the
position of scientists and regulatory sources.

3. Systematization of the benefits of targeted advertising.

4. Analysis of targeting factors of targeting advertising.

5. Identification of targeting advertising techniques.

6. Making an algorithm for assessing the effectiveness of targeting advertising.

7. Determination of the effectiveness of targeting advertising.

Analysis and synthesis methods were used to determine the characteristics of targeting
advertising of modern enterprises. The method of comparison was used to determine the
characteristics of targeting advertising technologies. For a detailed study of the factors and
algorithm of targeting advertising effectiveness, the monographic method was used.

Study results. Targeted advertising (from the word «target») is one of the types of
advertising used in the Internet environment. This type of advertising is aimed at a specific
audience, the characteristics of which are set by the advertiser. In this case, the differentiated
characteristics for the selection are age, gender, location, interests, hobbies, tastes, and
preferences of the target audience of consumers. This feature of targeting advertising provides an
effective result of the impact of the advertiser on the consumer, who ultimately will buy the goods
or services of the advertiser or customer of advertising services.

The content of targeted ads is always of interest to target consumers because such ads are
shown based on processed data about the interests of that audience. Targeted advertising is used in the
Internet environment, in particular, often in social networks (Facebook, Instagram, Twitter, etc.).

Targeting of targeted advertising is carried out by several factors (Fig. I).

Demographic data about consumers — Geographical data of consumers —
age, gender, marital status country, city, region
TARGETED ADVERTISING

FACTORS

T 1T

Interests, hobbies, programs,
consumer communities

Social status of consumers —
place of work or studv

Fig. 1. Targeted advertising factors
Source: drawn up by the author based on [6—10].
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There are several technologies of targeted advertising, consider the main ones (Fig. 2).

TARGETED ADVERTISING TECHNOLOGIES

Targeting by keywords

Geographic targeting

Time targeting

Socio-demographic targeting

Topic targeting

Behavioral targeting

Dynamic retargeting

Search retargeting

CRM-retargeting

N N\ [ N N\ N\ N\
AN AN AN J

Fig. 2. Technologies of targeted advertising
Source: drawn up by the author based on [1; 4; 6—10].

Targeted advertising by keywords allows you to attract the most interested visitors to your
site. By setting up the context, you can specify certain keywords that are relevant to your topic.
Each user will be shown an ad for such targeted advertising when a phrase or word is entered into
the search box.

Geographic targeted advertising allows ads to be shown in the regions where potential
customers are searched for. Data on the user’s location is determined using his IP address. Time-
targeted advertising can help limit ad impressions over time for optimal spending of your
advertising budget. By analyzing the daily spending on the advertising campaign, determine the
times when such spending is maximal, and adjust it so that ad impressions are stopped during
periods of high competition.

Socio-demographic targeting advertising allows you to display ads based on consumer
characteristics such as age, gender, marital status, income, and other parameters of the target
audience.

Thematic targeting refers to displaying ads in search engine results and thematic resources
of social communities. For example, in Google AdWords, you can specify one or more thematic
sites where ads will be shown to users.
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Behavioral targeting allows you to display ads to users based on their interests on different
sites, based on previous search queries and views.

There are also retargeting technologies (retargeting), i.e., advertising mechanisms by
which targeting ads are directed to users who have already viewed the advertised product by
visiting its web page. According to statistics, more than 90% of users leave the site without
committing any actions and do not return to the services of the company. Through retargeting
technologies can return the user to the site [9]. In this case, there are 3 main retargeting
technologies: dynamic, CRM and search.

Dynamic retargeting allows you to automatically generate a banner and show it to a person
who has just visited the company’s site and has not taken the desired action. The principle of
action is that the user goes to the advertiser’s site, looks at products or several sections of the site,
and leaves the site. The user system remembers (notices with cookies) and shows a banner with
the products he recently viewed on another site. Search engine retargeting is a form of behavioral
retargeting. When using this technology, the user searches for information by entering search
terms. And later in the internet environment sees ads related to his search queries. CRM-targeting
allows you to show ads to users, taking into account their behavior and data stored CRM-system
(a special computer program that allows you to schedule jobs and monitor their performance,
keep records of customers, store documents on projects and automate its creation and much
more).

Let’s look at an example, the proposed evaluation of the effectiveness of targeted
advertising. Let’s choose the Instagram page of the shoe store «Avel.shoesy» for the study. The
advertising budget of targeting advertising was 1200 UAH. General characteristics of the
advertising campaign are shown in Table 1.

Table 1
Total Avel.shoes targeting ad campaign in Instagram and Instagram Stories
from Jan. 24 to Jan. 30, 2022

Ne Indicator name Units Value

1 Transitions to the site Lantit 268
of the online store Avel.shoes q y

2 Amount of advertising expenses UAH 1200,00
3 Average spending on targeted ads UAH 171,48

4 OAfvtzrraggeetee[zlr;c;Sper 1,000 impressions UAH 258,81

5 The average price of a transition UAH 4,47

to an Avel.shoes page

In addition, based on the systematization of practical and scientific approaches, we
propose the following algorithm for assessing the effectiveness of targeting advertising (Fig. 3).
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"~
EVALUATING THE EFFECTIVENESS OF TARGETED ADVERTISING

Transition Price Calculation

I’ ‘;

Determining the price of a lead

————

Calculation of conversion size
— ——
Determination of the CPA coefficient

— —_—
Calculation of ROMI

ROI Calculation

Fig. 3. The algorithm for assessing the effectiveness of targeted advertising
Source: drawn up by the author based on [2; 3; 6; 7; 9; 10].

Detailed costs, clicks, and impressions for each platform of the configured targeted ads are
shown in Table 2.

Table 2
More information on the Instagram platform and Instagram Stories for the Avel.shoes store
Platform Scope Views Unique clicks Clicks on the link
Instagram 4941 5277 32 98
Instagram Stories 3624 5672 65 170
Total 8565 10949 97 268

As a result of targeting advertising Avel.shoes attracted 28 new customers, 22 of which
joined after the advertising. General monetary characteristics of the store are shown in Table 3.

Table 3
Financial performance of Avel.shoes from January 24 to January 30, 2022.
Ne Indicator name Units Value
1 Income from the sale of goods UAH 35 623,00
2 The total cost of goods UAH 24 152,00
3 Targeted advertising costs UAH 1 200,00
To evaluate the effectiveness of targeted ads, let’s calculate the price of conversions:
B
C,=—, (1
K

where C, — transition price, UAH;
B, — costs of targeted advertising, UAH;
K, — number of clicks on this ad;
C,=1200/98 = 12,24 (UAH).

The click-through price is 12.24 UAH, which indicates sufficient consumers’ interest in this

targeting ad.

With the help of the next indicator — the price of the lead — you can determine the
intensity of consumer interest in the product offered on this platform. The price of lead is calculated

by the following formula:
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== 2

where C; — lead price;
B,— placement price;
K;— number of leads.

C;=1200/32=37.5.

Consequently, the price of the lead is 37.5 UAH, which characterizes the high effectiveness
of this advertising event.

Then let’s calculate the conversion rate. This indicator allows you to determine the
percentage of really interested people in the product in relation to the people who were interested in
the ad.

The size of conversion will be:

K= ﬁ -100%, 3)
Kn

K=(32/98) - 100% = 32.65%.
The conversion rate is 32.65%, which is a high indicator of interest.
Let’s calculate the cost of CPA conversion (Cost Per Action):

cra=2: (4)
/
where K; — the number of committed target actions (in our case, the number of new clients
attracted);
CPA=1200/22=54.55 (UAH).
Thus, CPA was 54.55 UAH, which is a relatively high level of this indicator.
Next, let’s calculate the return on investment of marketing channels ROMI:

K, -D-B

where D — average revenue from the sale of products, UAH.

ROMI = (22 - 524 - 1200) / 1 200 = 8.61.

Consequently, the coefficient of ROMI was 8.61, i.e., with the cost of targeting advertising
in the amount of 1200 UAH the company has received income of 10 332 UAH.

And the next indicator to calculate the effectiveness of targeting advertising rate of return on
investment is applied (return on investment):

D —-(C +B)
C +B,

ROI = , (6)
where D, — income from the sale of goods, UAH;

C, — total cost of goods sold, UAH;

B, — the cost of targeted advertising.

ROI= (356 323 — (24152 + 1 200)) / (24 152 + 1200) = 0,40.

According to the calculations, we can conclude that the targeted campaign is effective
because the ROI > 0 (0,4).

Conclusions. Consequently, targeted advertising is an effective way to communicate with
consumers, confirming the analysis of targeting technologies and the calculations of the
effectiveness of the targeting advertising campaign. But in order for such an advertising campaign
to be effective, it is necessary to target it rationally using certain attributes, i.e., the prospects for
further research is to establish the prerequisites and features of targeting advertising in various
types of economic activity.
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