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WEB MANAGEMENT AS A MARKETING MANAGEMENT DETERMINANT: CASE FOR
PHARMACEUTICAL ENTERPRISES

Abstract. Nowadays, the online business is fast-growing since it is convenient, more profitable, and less energy-
consuming. The changing consumers' needs force companies and organizations to adjust and modernize their
marketing strategies. The authors emphasized that Internet advertising channels would overcome the traditional ones.
Therefore, it is relevant to consider the latest trends in e-commerce to provide effective advertising campaigns. This
study aims to conduct the competitive analysis of Ukrainian veterinary enterprises' websites as one of the key
marketing management determinants. The study object are the most prominent Ukrainian veterinary enterprises. The
methodological basis for this paper includes trend, bibliometric, and comparative content analysis. The trend analysis
results showed a constant interest in web management worldwide. In turn, there are significant fluctuations over the
previous five years in Ukraine. The findings indicated that search requests for «pharmaceutics» worldwide are
gradually increasing, while there is not enough statistic data in Ukraine. The bibliometric analysis for Scopus
publications addressed the marketing management in the pharmaceutical were visualized by 4 clusters. The first
cluster covers marketing, management, and risk issues; the second - pharmaceutical industry, the third — economy;
and the fourth — quality control. The findings showed that veterinary medicine was mostly associated with drug
efficacy, management, investment, management, risk, organization and management, patents, and quality control.
This issue has been most actively studied by scientists from the United States, Britain, Germany, India, and Italy. This
study provided the comparative analysis of veterinary enterprises web sites based on the main indicators as follows:
usability, site structure, site indexation, number of external pages, overall traffic, behavioral factors (bounce rate,
pages per visit, time on site), traffic sources (direct, referrals, SEO, SMM, e-mail, and display advertising), and
adaptability to the mobile versions. The obtained results showed that all Ukrainian biological vaccines manufacturers
for animals were represented on the Internet. In turn, as of September 2020, Biotestlab most effectively used the
Internet to promote products. In second place is the Sumy Biological Factory, and then — Kherson Biological Factory.

Keywords: marketing, web management, determinant, enterprise, website, competitive analysis.

Introduction. The companies constantly improve their production and marketing activities to increase
the efficiency of goods promotion. Amidst globalization and digitalization, the economy needs significant
changes, mainly using the latest web management tools. It is worth emphasizing that business success is
impossible under the globalization of world markets without purposeful communication activities to inform
consumers about the company and its products widely. Therefore, the consumer purchase decision-
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making process should be thoroughly researched and straightforward for producers. Remarkably, this
issue is especially relevant for products designed for a narrow target audience.

It stands to note that veterinary products focus mainly on veterinary clinic employees, agricultural
enterprises, and less often, the final consumer. Accordingly, web management tools (primarily the website)
must meet the criteria of clarity, informativeness, ease of use and information retrieval, etc.

Literature Review. Web management is a relevant issue for various fields. Figure 1 demonstrates the
growth in the popularity of the search request «web management» for the last 5 years (2016-2021) using
Google Trends. The study was conducted on June 22, 2021.
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Figure 1. Dynamics of the search request «web management» worldwide
Sources: developed by the authors using Google Trends.

Figure 1 shows that the request dynamic is relatively stable because there is no rapid growth or
significant decline. Therefore, the popularity of the search request among the society confirms the
relevance of web management tools. During the study period, the lowest mark was 41 percent in June
2018. On the other hand, in Ukraine, the data are slightly different. Besides, there is a significant fluctuation
in requests from 0 to 100% and vice versa.

2016 2018 2018 2021 {June)

Figure 2. Dynamics of the search request «web management» in Ukraine
Sources: developed by the authors using Google Trends.

Figure 3 visualizes the dynamics of the search request «pharmaceutics».
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Figure 3. Dynamics of the search request «pharmaceutics» worldwide
Sources: developed by the authors using Google Trends.
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Figure 3 demonstrates the growing number of searches for «pharmaceutics» worldwide. Notably, the
gradual growth of «pharmaceutical» search requests worldwide has begun since March 2019. At the same
time, there is not enough data to estimate the situation in Ukraine.

This study involved analyzing the scientific treatises presented in the Scopus database to explore the
general development trends of web management and marketing in the pharmaceutical over the last
decade. For a broader and more in-depth analysis, the search was conducted under the keyword
«marketing management». That allowed figuring out the general research areas in marketing management
and promotion in pharmacology and pharmaceuticals (Fig. 4).
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Figure 4. The findings of bibliometric analysis

Sources: developed by the authors based on Scopus data using the VOSviewer software tool.

The bibliometric analysis of scientific publications indexed by the Scopus database was conducted
using the VOSviewer v.1.6.10 software. Table 1 shows four main intersectoral clusters of scientific
research. They identify the essential issues of marketing management in the pharmaceutical industry.

Table 1. The intersectoral clusters of scientific researches

Ne Cluster 1 (16 items) Cluster 2 (14 items) Cluster 3 (11 items) Cluster 4 (3 items)
1. Animals Biotechnologies Cost control Quality medicines
2. Decision marketing Commercial phenomenon  Pharmaceutical expensesQuality control
3. Drug control Medicines Economics Total quality management
4. Drug efficacy Drug delivery system Health care
5. Drug label Drug design Treatment costs
6. Drug monitoring Pharmaceutical industry ~ Health care delivery

development
7. Health care program Pharmaceutical industry ~ Healthcare system
8. Management Pharmaceutical marketing Organization and

management

9. Marketing Pharmaceutical research ~ Pharmaceutic aid
10. Pharmaceutical inspection  Financial management Pharmacy
11. Postmarketing surveillance  Investment Pharmacist

12. Risk assessment for society Patent

13. Analysis of qualitative risks  Product development
14. Risk management factors  Quick delivery

15. Risk factors

16. Risk factors in management

Sources: developed by the authors based on Scopus data using the VOSviewer software tool.
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The first cluster combines the studies regarding marketing, management, and risk; the second - the
pharmaceutical industry; the third — the housekeeper; the fourth — quality control. Figure 5 shows the
relationship between marketing management in the pharmaceutical industry and the veterinary.
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Figure 5. The research «animals» in the marketing management field
Sources: developed by the authors based on Scopus data using the VOSviewer software tool.

Figure 6 demonstrates the most productive countries investigating marketing management in the
pharmaceutical field.
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Figure 6. The results of bibliometric analysis by countries
Sources: developed by the authors based on Scopus data using the VOSviewer software tool.

The results showed that veterinary medicine is most often associated with drug efficacy, management,
investment, risk, organization and management, patents, and quality control. Besides, this issue has been
most actively studied by scientists from the United States, Britain, Germany, India, and Italy. Based on the
results, it is appropriate to determine the most productive scientists such as J. Miller, G.S. Burrill, S. Milmo,
S. Schmidt (American school); B. Chatterjee (Austrian school), D. Genneke, J. Wechsler (German school),
N. Vishel Gapta (Australian school).

The systematization of scientific studies showed that many publications addressed the tools of digital
marketing, their types, features of the application in various fields of economic activity, etc., including the
importance of the site for enterprise development (Bozhkova et al., 2018; Davidaviciene et al., 2019;
llliashenko and Ivanova, 2015; Melnik et al., 2016; Mozgova, 2017; Oklander et al., 2020; Oklander and
Oklander, 2017; Prudnikov and Nazarenko, 2021; Rosokhata, 2020; Teletov et al., 2020). The
pharmaceutical companies' activities, the peculiarities of their actions, limitations, and opportunities that
exist in the market were investigated by Mykhailiuk (2017); Chernousova and Mishchenko (2018);
Shabelnyk (2016); Vitiuk and Trachenko (2018); Khazzaka (2019). However, there are next to no
publications on analyzing the effectiveness of web management by pharmaceutical companies in the
veterinary field.

108 Health Economics and Management Review, 2021, Issue 2
http://armgpublishing.sumdu.edu.ua/journals/hem



V., Lazorenko, L., Saher, J., Jasnikowski. Web Management as a Marketing Management Determinant: Case for
Pharmaceutical Enterprises

Methodology and research methods. This research involved the analysis of the websites and their
management as one of the effective marketing tools. The study objects are the veterinary pharmaceutical
companies, which are the leaders of the relevant market in Ukraine. For studying the population interest
in the trends of web management and the pharmaceutical industry in the world and Ukraine, this paper
analyzed trends in the dynamics of changes in the number of Google search queries of search engine
users.

The next stage provided the bibliometric analysis. It allowed studying the degree of scientific interest
regarding the research question. At the same time, the VOSViewer software tools enabled demonstrating
the existing relationships between critical concepts studied by scientists from around the world in this field.
The use of content analysis and comparative analysis allowed identifying the strengths and weaknesses
of the primary web management tool for enterprises, on their basis to conclude the effectiveness of the
sites of the largest producers of veterinary products in Ukraine.

Results. Each company and the business area operate in a specific competitive environment. Since
almost all companies have their own websites, the Internet promotion strategy involves regular monitoring
of the competitive environment. This type of audit allows identifying competing sites, determine their
advantages and disadvantages during the analysis. In turn, it results in more effective company promotion
and stronger competitive advantages.

The current competition covers new positions that did not exist 10 years ago. Nowadays, the main
factor for assessing the company is its online presence. Large companies may use websites with a wide
range of products, while small — with narrow landing pages or social networks. It stands to note that the
landing page is a company laconic presentation on the Internet providing only information about the
company, its activities, and a special sales offer. Thus, the landing page is best used for intermediaries in
the products of biological factories, i.e., veterinary pharmacies or hospitals.

Regarding web management and product promotion of pharmaceutical companies with complicated
products, it is more appropriate to use the website for online activities. Besides, all information on the
website should be structured and understandable to potential customers. An important criterion is easy to
understand information because the complicated product could be straightforward only to a limited number
of people. Although most people who know about the product's effects are veterinarians, the site should
be designed so that individuals without special education also understand it.

To determine web management effectiveness, this study involved the comparative analysis of
competitors' websites in Ukraine viz Sumy Biological Factory (Sumy), Kherson Biological Factory
(Kherson), and Biotestlab (Kyiv). the main criteria for competitive analysis of sites are as follows:

1. Usability (color-grade, font, image placement, downloading speed, and identity).

Website structure.

Website indexation.

Number of external pages.

Overall traffic.

Behavioral factors (bounce rate, pages per visit, time on the site).

Sources of traffic (direct, referrals, SEO, SMM, e-mail, and display advertising).

8. Adaptability to mobile devices.

This study was conducted in September 2020.

1. Usability. It stands to note that the main criterion of website usability for vaccine manufacturers is
its identity. The website colors should match the corporate style:

— Sumy Biological Factory uses pastel blue colors, while all colors are mutually complementary. In
turn, the photos are of good quality and unique, but the download speed is low. There are different
conspicuous fonts.
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— Kherson Biological Factory has a landing page, which is very simple. The color scheme is repulsive
since it is too much green. The photos are different in shape and format. 50% of photos are downloaded
from the Internet. The fonts on the website are different.

— Biotestlab differs among competitors. Its website is the most organized. The main page has a
video screensaver with high download speed quickly and plays continuously. The website keeps the one
style, different colors, but mostly light green.

2. Website structure. The website structure shows how convenient the site's main tabs are and how
easy it is to find the necessary information. It should be ergonomic, i.e., easy to understand and search
for the necessary information on the site:

— Sumy Biological Factory website structure is simple. It consists of the following main tabs: about
the company, product catalog, cooperation, contract production, prices, and contacts.

— Kherson Biological Factory structure consists of the tab: main, products, about us, contacts. The
structure is concise. There is not enough information to make a decision. There is no tap with pricing. The
main page contains news dating back to 2017. However, if the company is presented as a landing page,
it was necessary to place the basic information for potential customers, such as information about products
and applications, prices, about the company, and contacts.

— Biotestlab structure consists of the following tabs: company, info center, production, products, and
contacts. The structure is more concise and clearer. Notably, there is no price tab. The info center tab
provides new product information.

3. Website indexation is the number of pages in a search engine. This study involved Google as the
main search engine. Notably, the more pages, the more traffic could be driven to the webpage.

4. External pages are all sources that refer to the site. Notably, they are called link donors. The
prominent donors could be suppliers, intermediaries, potential consumers, and customers. The more
attractive company are on the Internet, the more potential customers are engaged. It stands to note that
it is possible to interact and be a barter link donor.

5. Overall traffic shows the number of visitors. Since one visitor could visit the site several times, the
overall traffic does not show the actual number of people who visited the site.

Table 2 demonstrates the findings of comparative analysis by website indexation, external pages, and
overall traffic for investigated companies.

Therefore, Biotestlab is the leader by the number of pages in Google and overall traffic. It is worth
indicating that traffic significantly depends on the city where the enterprise is located, how many farms are
registered nearby, the work of sales managers, etc.

Table 2. Comparative analysis by a number of webpages

Name URL Number of Number of Overall
pages in external traffic
Google pages
Sumy Biological Factory http://biofabrika.sumy.ua/ 155 24 172
Kherson Biological Factory http://khersonbiofabrika.com/ 59 5 420
Biotestlab https://www.hiotestlab.ua/ 692 26 11 540

Sources: developed by the authors based on (Spymetrics, 2021).

Table 3 demonstrates the findings of comparative analysis by bounce rate, pages per visit, and time
on the site. Remarkably, the bounce rate shows the situation when the visitor visited only the main page.
Pages per visit inform how many pages were opened by the visitor before leaving the site.
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Table 3. Behavioral factors of visitors

Name Competitors Behavioral factors
Bounce rate Pages per visit  Time
Sumy Biological Factory http://biofabrika.sumy.ua/ 68% 31 58"
Kherson Biological Factory http://khersonbiofabrika.com/ 66% 25 32"
Biotestlab https://www.biotestlab.ua/ 59% 1,88 1'42"

Sources: developed by the authors based on (Spymetrics, 2021).

The bounce rates of the studied companies are good for the veterinary field since they do not have a
direct button «Buy» or «Order». Sumy Biological Factory has the best value of indicator «Pages per visit».
That could result from gaining all the necessary information in many steps, or the consumer is interested
to learn more about the vaccine factory.

On the other hand, the indicator «Time on the site» is the best behavioral factor to show how much a
potential customer enjoys a site. In this case, Biotestlab is the most competitive. Its statistics are underlined
by the high interest of international contractors who spent a long time on the site. In turn, the opposite
situation could indicate that all the necessary information place firstly.

The traffic is provided by six main sources such as direct visits; referrals (transitions from other sites);
SEO (organic search); SMM (transitions from social networks); e-mail (transitions from e-mail); display
advertising (the transition from other sites, namely through contextual advertising). Table 4 demonstrates
all traffic sources for the analyzed enterprises.

Table 4. Sources of traffic

Name Traffic sources, %

Direct Referrals SEO SMM E-mail  Display ads
Sumy Biological Factory 37,94 0 56,11 5,96 0 0
Kherson Biological Factory 0 25,85 48,3 25,85 0 0
Biotestlab 14,72 0,22 84,36 0,7 2 0

Sources: compiled by the authors based on (Spymetrics6 2021).

The findings showed that Sumy and Kherson factories use only 50% of Internet promotion capacity to
attract more traffic. Direct visits could determine customer loyalty. All websites are optimized to find them
quickly. They are ranked 1st in the Google search engine. Therefore, it is most likely that a visitor would
go to this site from search engines since people usually follow the first links.

The company URL should be easy to remember. All companies follow this rule. On the other hand,
the location of the site in organic search has essential value. A user who does not notice the website
among the first five search results in Google (maximum first page) would not look further. Then, the user
concludes that the site doesn't exist. The obtained results showed that the analyzed enterprise takes first
place in search results.

The best SMM efficiency is observed in the «Kherson Biofactory». Mostly, the conversions are
provided by the page and intermediaries posting the information in their accounts. The referral statistics
indicate many references to this factory. Therefore, a good relationship could be assumed between the
company's employees, intermediaries, suppliers, and customers. In turn, Sumy Biofactory is not
represented on social networks, while it has a high percentage of traffic sources. This reaction could result
from discussions on the products by target customers on different social media pages. Table 5 shows the
presence of the studied companies in social networks.
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Table 5. Availability of biological factories accounts in social networks

Competitors SMM
Sumy Biological Factory Facebook
Kherson Biological Factory Facebook
Biotestlab Facebook

Sources: developed by the authors.

Sumy Biological Factory has been presented on the social network for one year. Notably, the
representation of Biotestlab and Kherson Biological Factory significantly impacts the individuals'
awareness about the company.

The most straightforward traffic source is e-mail marketing aimed at legal entities that are present in
the veterinary. It is easy to find e-mail addresses of farms and veterinary pharmacies to send them the
sales proposition. Notably, it is essential to send different messages to particular target buyers depending
on the animal species and their number on the farm.

Biotestlab demonstrates the high effectiveness of using the Internet to promote products. The
company uses the maximum number of sources (direct, referrals, SEO, SMM, and e-mail).

Generally, developed sites use all six traffic sources in their activities. Remarkably, display advertising
on the Internet is not used in Ukraine since it is inexpedient for the general public. Therefore, there is no
need to use it. To fully comply with the innovative development in advertising management, it is essential
to adapt websites for mobile versions. Table 6 summarizes the above findings.

Table 6. The summary of competitive analysis

Indicators Sumy Biological Factory ~ Kherson Biological Biotestlab
Factory

Usability 2 place 3 place 1 place
Website structure 1 place 3 place 2 place
Website indexation 155 59 692
Number of external pages 24 5 26
Overall traffic 172 420 11540
Behavioral factors:
Bounce Rate 68% 66% 59%
Pages per visit 31 2,5 1,88
Time On Site 58" 32" 142"
Traffic sources, %:
Direct 37,94 0 14,72
Referrals 0 25,85 0,22
SEO 56,11 48,3 84,36
SMM 5,96 25,85 0,7
E-mail 0 0 2
Display advertising 0 0 0
Adapting for mobile devices + - +

Sources: developed by the authors based on (Spymetrics, 2021).

Thus, all Ukrainian biological vaccines companies for animals are represented on the Internet. The
findings showed that only «Biotestlab» effectively promotes products on the Internet. It uses direct
sources, referrals, SEO, SMM, and e-mail. In second place is the Sumy Biological Factory, and in the last
Kherson Biological Factory.

Conclusions. The Internet is becoming an integral part of enterprises' marketing and commercial
policy, regardless of business area, ownership, and the scale of business transactions.
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Internet marketing requires a systematic approach such as setting specific goals, choosing the means
and pricing models of advertising performance evaluation, analyzing results, developing recommendations
to strengthen their position in the electronic market.

After introducing innovation, efficiency would be insignificant for the first period. The target audience
is 35 to 65 years old veterinarians who do not have time to buy the vaccine through websites. Therefore,
online commerce would be aimed at the niche of customers looking for reviews and recommendations
when choosing a vaccine supplier. Besides, it is necessary to ensure a convenient online profile for
intermediaries.

Thus, the above shows that pharmaceutical companies follow global trends. All Ukrainian biological
vaccines companies for animals are represented on the Internet. Each site has its own competitive
indicators according to specific criteria, but the most competitive is Biotestlab. In second place is the Sumy
Biological Factory. On the last Kherson Biological Factory.

The findings showed that virtually every company and activity have its own competitive environment,
relevant sites, etc. Therefore, the business promotion strategy on the Internet involves regular analysis.
The main comparative indicators of sites' competitive analysis are as follows: usability, website structure,
website indexation, number of external pages, overall traffic, behavioral factors (bounce rate, pages per
visit, time on site), traffic sources (direct, referrals, SEO, SMM, e-mail and pages per visit, display
advertising) and adaptability to the mobile devices.
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Banepis JlasopeHko, Cymu, YkpaiHa

Jllodmuna Cazep, .e.H., doueHm, Cymcokuli OepxasHull yHisepcumem, Ykpaiqa

Adam ScHikoecki, bucmpuus Knodabka, Monbwa

BebMeHeMKMEHT ik AeTepMiHaHTa MapKeTMHIOBOrO MeHeAKMEHTY chapMaLieBTUYHOTO NiANPMEMCTBA

OCHOBHOI METOK AOCTIMKEHHS! € 3MINCHEHHSI KOHKYPEHOTO aHaniay BebcaiiTiB ykpaiHCbKX MigNpUeMCTB BETEPUHAPHOI rary3i
SIK OAHIET i3 KItOYOBMX AETEPMIHAHT MapKETUHIOBOTO MeHekMeHTY. O6’ekTOM AOCNimKeHHs € HalbinbLui nignpueMcTBa Ykpainu 3
BMPOOHMLTBA NPOAYKLii BETEpPUHAPHOTO Npu3HaueHHs. MeToanyHM iHCTpYMeHTapieM NPOBEAEHOro AOCIMKEHHS CTanm MeToau
TPeHpoBoro, bibniomeTpuyHoro (3 BMKopucTaHHaM iHcTpymeHTapito VOSViewer v.1.6.10), nopiBHANbHOTO, KOHTEHT-aHanisy. Mepiog
3[icHeHHst aHanisy — BepeceHb 2020 p. Pe3ynbTaT TPEHOOBOTO aHanisy nokasytoTb CTamui iHTepec y CBiTi 40 NuTaHHs Beb
MeHeKMEHTY, B YKpaiHi — HasBHICTb 3HA4YHMX KONMBAHb Bif, MOBHOI BiACYTHOCTI 3anuTiB B OKPeMi Nepioau 3a OCTaHHi 5 pokis Ao
CyTTEBOrO 3pocTanHs (BignosigHo Big 0 go 100%). Mowykosi 3anuTh 3a «pharmaceutics» y CBiTi NOCTYNOBO 3pOCTalOTh, TOLj K B
YkpaiHi HepocTaTHA KinMbKiCTb MOLYKiB, W06 HaBecTn cTatucTuky. 3a pesynbratamu 6ibnioMETpUYHOrO aHanisy HaykoBuX
HanpaLtoBaHb 3 [OCMIMKYBAHOI TEMATUKVU, BUSHAYEHO YOTUPM OCHOBHI HanpsIMKK HayKoBUX AOCHiMKeHb, @ came: 1) MapKeTuHr,
ynpaBniHHsS Ta puaukonorisi; 2) apmaleBTUYHa ramnysb; 3) ekoHoMka; 4) KOHTpomb sikocTi. Haituactiwe Temy BeTepuHapii
MOB'AA3yI0Tb 3 ePEKTUBHICTIO NMiKApCbKMX 3acoBiB, MEHEKMEHTOM, IHBECTYBAHHAM, YNPaBIiHHAM, pU3vkamu, OpraHisaujer Ta
MEHEKMEHTOM, NaTeHTaMM Ta KOHTpONeMm skocTi. Hanbinbly akTWBHO faHe nuTaHHs AocnigkyBanocs BuyeHumu 3i CLUA,
BenukobpuTanii, HimewunHw, IHgii Ta ITanii. MpakTyHo koXHa KoMnaHis | cdepa AisnbHOCTI Mag CBOE KOHKYPEHTHE CepesjoBuLLe,
BiNOBiAHi caiiTh Ta T. iH., TOMy cTparerisi npocyBaHHs bisHecy B IHTepHeTI nepebayae nepioguyHui aHanis. Y poboTi 3acTocoBaHo
HaCTYMHi NOPIBHSANBHI NOKA3HWKI KOHKYPEHTHOTO aHanidy caiTiB: 103abiniTi, CTpYKTypa caiiTy, iHAeKcaL|is CanTy, KinbKiCTb 30BHILLIHIX
CTOpIHOK, 3aranbHuit Tpadik, NoBeaiHKoBi akTopy (BiAMOBW, rMMOMHA CTOPIHKM, Yac MPOBEAEHHS Ha CaiTi), [xepena Tpadiky
(npsmi 3axomu, pedepann, SEO, SMM, E-mail Ta 6aHepHa peknama) Ta NpucTOCOBaHICTb [0 MOBinbHOI Bepcii. 3a pesynsTatamm
aHarniay BU3Hau4eHo, LLO BCi yKpaiHChki BUpoGHMKY BionoriyHMX BaKLWMH ANs TBApuH NPeACTaBNeHi B Mepexi [HTepHeT. BcTaHoBnEHo,
o nuwe «bioTecTnab» echekTMBHO BUKOPUCTOBYE IHTEPHET NS MPOCyBaHHs NpoAyKuii. Ha apyromy micuji sHaxoanTtbes «Cymcbka
6GionoriyHa chabpukar, TOAI Sk Ha OCTaHHBEOMY — «XepCoHCbka bionorivHa dabpukar.

Knto4oBi cnoBa: MapkeTuHr, BeOMeHedXMEHT, eTepMiHaHTa, NiANpPUEMCTBO, CaliT, KOHKYPEHTHMIA aHanis.
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