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Abstract. This article discusses the effect of banner advertising anda set of various
activities to bring information about the merits of the product to potential consumers.
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OCOBEHHOCTHU IMPOJABUKEHHUSA HOBOI'O TOBAPA YEPE3 UHTEPHET
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INTRODUCTION

In a market economy, updating the range of products is becoming one of the important
areas of marketing activities of enterprises. This is due primarily to high competition in the
consumer market, and secondly, to the dynamics of changes in market conditions. The tastes and
preferences of consumers under the influence of market supply are changing rapidly.

MATERIALS AND METHODS

Under the promotion of goods is understood a set of various activities to bring
information about the merits of the product to potential consumers and stimulate their desire to
buy it. The concepts of "marketing communications™ and "methods of product promotion" are
essentially identical, although experts attribute different groups of methods to product promotion
and marketing communications. Thus, direct marketing may refer to methods of marketing
communications or to methods of organizing retail trade.

However, it should be borne in mind that other elements of the marketing mix also
perform the communication function. For example, sometimes the design of a product, its
characteristics, packaging and price tell the consumer much more about the product than its
advertising. In this regard, the classification of promotion methods, however, like many other
classifications, is relative and is used primarily to facilitate the process of learning marketing.

The establishment of effective marketing communications is carried out in the following
sequence: the target audience is identified; its desired response is determined, which in most
cases involves a purchase; the objectives of the communication campaign are defined; a
communication message is being developed; communication channels are selected; the person
who makes the message (transfers information) is determined; feedback is established with the
target audience; a general promotion budget (communication budget) is being developed;
promotion methods are selected and the effectiveness of communication activities is evaluated.

The target audience is a set of potential or existing buyers or consumers who make or
influence purchasing decisions. As the target audience can be considered individuals, groups of
people, various segments of the public.
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RESULTS

To create initial awareness, the communicator can simply repeat the name of the
company or product brand in his message, transmitted several times. Further, consumers who
have shown interest should be provided with additional knowledge about the company and / or
its specific products. The communication campaign is aimed at developing a favorable opinion
among consumers about the subject of interest. The next step is for the switcher to develop a
sense of preference for the promoted product among consumers by describing its merits. Next,
you need to translate the feeling of preference into a conviction about the need to make a
purchase. Not everyone who wants to buy something does so immediately. They may delay the
purchase for various reasons. To prevent this from happening the communicator should seek to
persuade the consumer to take the final step - to make a purchase. This can be achieved through
various means: price discounts, product trials, etc.

After determining the desired audience reaction, a communication message is developed.
It defines what to send (the content of the call), how to send it (in terms of the logic of the call),
its structure, and how to send (in terms of its execution) the format of the message.

The content of a communication message can be based on three principles: rational,
emotional and moral. The choice of one of them is determined by the composition of the target
audience and the nature of the advertised product.

Banner advertising. The most common type of advertising on the Internet is banner
advertising. Banner advertising is rightly considered the most popular way to increase traffic
(attract visitors) to a web page, a means of attracting new customers, as well as a powerful tool
for image advertising on the Internet.

Typically, a banner is a rectangular GIF or JPG graphic, although there are banners
created using JAVA, ShockWave, and so on. Advertising banners are graphic and text. Graphic
banners are usually a static or animated image of a certain size (the most common formats are
480*60 and 100*100). Text banners are any text of a certain size containing hyperlinks to the
advertised site or to its specific pages. The banner is placed on the web publisher's page and has
a hyperlink to the advertiser's server.

A banner is a billboard on the Internet that performs two functions:

serves to advertise and promote the campaign brand, as well as inform about its products
- everyone who sees a banner on a particular Internet resource is considered covered by the
advertising campaign;

is a means of attracting visitors to the electronic representation (website) of the advertised
company. Everyone who came to the advertised site using a banner is considered to be attracted
visitors, who later form the target audience of the resource.

There are three main methods of banner advertising:

Banner exchange systems are services that provide the display of their banners on other
pages and, in addition, allow you to automate the interchange and display of banners between
different sites - participants in the systems. How does this process take place. Having registered
in the banner exchange system, you should upload your own banner into it and insert a special
code into your pages (which are supposed to display other people's banners). Every time these
pages are loaded, banners of other sites are shown on them. Each banner display is recorded on
the internal account (account) in the system. But not all impressions of other people's banners are

counted. The system retains a commission for the service provided to you. It's about 10 - 20%.
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The remaining impressions can be spent at your discretion: either accumulate them (some
systems buy out their impressions),

The banner display system provides for the placement of banners within a particular site
at the choice of the company that owns that site. Some of the systems allow you to conduct an
advertising campaign more flexibly:

show your banners only on a specific, selected group of servers;

show banners at a set intensity or only at times you specify;

do not re-show the banner to a user who has already seen it.

Advertising in banner networks has a number of unique properties: it has a low cost and
allows you to reach a wide audience. These qualities make advertising in banner networks
indispensable for solving such problems as:

brand promotion;

holding special promotions;

announcement of news;

urgent informing the general public about the events.

Blogs and social networks have become popular ways to communicate and organize
communities on the Internet. The audience of blogs and social networks is characterized by high
activity and a clear range of interests, which allows you to most accurately address advertising to
potential customers.

It is also possible to directly negotiate with the webmaster of another page to place
banners for each other. It is advisable to exchange with pages that have a similar theme, but keep
in mind that exchanging banners with a competitor's website can often do more harm than good.

And finally, you can pay a banner system, a search engine, a directory, or just a popular
site to display your banners on their pages.

You should immediately decide what is required from the impressions of the created
banner. Do you just need to increase site traffic or is it supposed to attract the target visitor. From
this choice depends on what the banner itself will be. So, if you just need to maximize the
response of the banner, then you can make it a little incomprehensible, mysterious. If you need to
attract the target visitor, then the banner should be designed accordingly. It should give an
accurate idea of what is at stake.

Despite the apparent effectiveness of large-format banners, they have negative sides. So,
the larger the banner, the larger its size, the longer the page with such a banner loads. There is a
possibility that the banner will not have time to load on the page, and the user will already leave
it. especially for flash banners. Of course, a flash banner is a new word in banner building, but
their large size (volume) reduces the likelihood of a user viewing the page.

The main indicator in banner advertising is the response or effectiveness of the banner.
This number is calculated as a percentage. So if the response is 2%, it means that only 2% of the
total number of displayed banners were clicked. Now the average response is considered to be
2%. However, there are certain ways in which you can increase the responses of banners.

the response of the banner located at the very top is higher than the response of the
banner located at the very bottom of the page;

a banner located one-third below the top of the screen gets 70% more response than a
banner located at the very top (according to research by www.webreference.com);

147



SCIENCE AND INNOVATION

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 1 ISSUE 6

UIF-2022: 8.2 | ISSN: 2181-3337

- non-standard size banner (125x125) located in the lower right corner of the first page
screen gets 228% more response than the standard banner (468x60) located at the very top
(according to researchwww.webreference.com). Text placed above and below the banner
increases its effectiveness.

The role of the banner as a means of image advertising should not be discounted. If the
response of the banner is 2%, this does not mean that the remaining 98% was wasted. However,
a formally designed banner with a clear textual presentation of the content of the site is also not
the right solution - its response is usually extremely low. It is not remembered and does not
create a positive image. A truly effective banner should be well executed artistically and
technically (poor-quality design immediately indicates the lack of respect of the advertised
company), as well as be original, possibly intriguing (to arouse curiosity), but at the same time
give an idea of the nature of the advertised server / services and create their positive image.

Creating an animated 125 x 125 JPG banner at the previously selected Internet agency is
free, as the organization will work with this agency on an ongoing basis. It is advisable to
register in the banner exchange network. Then, when loading the site, the user will be shown
banners of other sites. Each display of a banner will be taken into account on an internal account
in the system. Impressions can be spent at your own discretion: either accumulate them (some
systems buy out their impressions), or spend them on showing your banners on other sites.
However, in addition to free banner exchange, you should also use paid banner displays on
popular Internet sites.

DISCUSSION

As practice shows, the real effectiveness of banner advertising depends not only on the
number of possible visitors to the site, but also on determining the possible income from this
type of advertising (we can say that this is a common truth), such as:

indirect sales (attracting customers through the company's website);

promotion of goods (advertising of goods, trademark, person);

PR-companies (strengthening and popularization of the image, advertising);

organization of technical support and after-sales service;

improvement of business processes (cost reduction, supply chain optimization,
optimization of work with suppliers).

CONCLUSIONS

The approximate effect of banner advertising can be calculated as follows. The
effectiveness of a banner is quantified by the click-through rate, which is equal to the ratio of the
number of clicks on the banner (“clicks”) to the number of banner impressions. The higher the
click-through rate, the higher the effectiveness of the advertising campaign is estimated.
According to statistics, the average click-through rate is 2%, that is, only two out of a hundred
people click on it when they show a banner. In addition, only one person out of four users makes
a purchase when clicking on the banner, therefore, if the banner is shown four hundred times,
only two people will make a purchase. This means that the coefficient of attracting buyers by
placing a banner is: 2/400 * 100 = 0.5%.

148


http://www.webreference.com/

10.

11.

12.

13.

14.

15.

16.

17.

SCIENCE AND INNOVATION

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 1 ISSUE 6
UIF-2022: 8.2 | ISSN: 2181-3337

REFERENCES
Sh.M. Mirziyoev "New Development Strategy of Uzbekistan” completed second edition,
Tashkent "Uzbekistan" publishing house, 2022, 416 p.
Sh.M. Mirziyoev "Humanity, goodness and creativity are the foundations of our national
idea" Tashkent "TASVIR" publishing house, 2021 y 36 p.
The first President of the Republic of Uzbekistan I.A. Karimov "Our main task is to further
increase the development of our country and the prosperity of our people" Tashkent:
Uzbekistan, 2010. 18 p.
Abduganiev A., Tolametova Z. Labor capacity of Uzbekistan. T.: "Labor", 1998. 96 p.
Under the editorship of K.K. Abdurakhmonov. - T.: Human development. Textbook. i.f.d.,
prof. "Science and technology", 2013.
Derevyagina L.N., lvashkova N.I. Opit training marketing specialists in the system of
additional professional education // Vestnik. 2001
Nasirov P. Abdullayeva L. Marketing is the basis of market economy. T.: "Teacher" 2008.
Bekmurodov A.Sh., Kosimova M.S., Safarov B.J., Marketing management: Study guide. -
T.: TDIU, 2007. - 268 p.
Begmatov Sh. A. Kakhorov A.J. Scientific and methodological problems of introducing
innovative marketing, "Economics and Education” magazine No. 5, September-October,
2016.
Musaeva Sh.A. Usmonova D.l. Innovative marketing: Study guide. - "TURON
PUBLISHING" Samarkand 2021.
Azimovna M. S., Shokhrukhovich U. F., Sodirovich U. B. Problems in the Implementation
of Quality Management Systems in Small Business Enterprises //Eurasian Research
Bulletin. —2022. - T. 7. — C. 54-57.
Azimovna M. S., llkhomovna U. D. Problems of Marketing in the System of Higher
Education //Academic Journal of Digital Economics and Stability. — 2022. — T. 13. — C. 71-
75.
Azimovna M. S., llkhomovna U. D., Shokhrukhovich U. F. INNOVATIVE STRATEGIES
OF TOURISM DEVELOPMENT IN UZBEKISTAN //EUROPEAN JOURNAL OF
INNOVATION IN NONFORMAL EDUCATION. —2022. — T. 2. — Ne. 1. - C. 1-4.
Musayeva S. A., Usmonova D. I., Usmanov F. S. Problems with Marketing Research in the
Furniture Market /Eurasian Journal of Academic Research. —2021.
Azimovna M. S., Shokhrukhovich U. F. Development Prospects of Business Subjects in the
Republic of Uzbekistan //Web of Scholars: Multidimensional Research Journal. — 2022. — T.
1.—Ne. 4. - C. 13-19.
Azimovna M. S., llkhomovna U. D., Shokhrukhovich U. F. The Concept of Marketing
Policy in Trade and Service Enterprises //CENTRAL ASIAN JOURNAL OF
INNOVATIONS ON TOURISM MANAGEMENT AND FINANCE. — 2022. — T. 3. — Ne.
8. — C. 1-5. SCIENCE AND INNOVATION INTERNATIONAL SCIENTIFIC JOURNAL
VOLUME 1 ISSUE 5 UIF-2022: 8.2 | ISSN: 2181-3337 105
Azimovna M. S., Shokhrukhovich U. F. Ways to expand network marketing and e-
commerce in the wholesale of medicines //INTERNATIONAL JOURNAL OF RESEARCH
IN COMMERCE, IT, ENGINEERING AND SOCIAL SCIENCES ISSN: 2349-7793
Impact Factor: 6.876. — 2022. — T. 16. — Ne. 06. — C. 113-116.

149



18.

19.

20.

21.

22.

23.

24,

25.

26.

SCIENCE AND INNOVATION

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 1 ISSUE 6
UIF-2022: 8.2 | ISSN: 2181-3337

Azimovna M. S., Abdurozikovich M. Z. Features of the pharmaceutical market of the
Republic of Uzbekistan /INTERNATIONAL JOURNAL OF SOCIAL SCIENCE &
INTERDISCIPLINARY RESEARCH ISSN: 2277-3630 Impact factor: 7.429. — 2022. — T.
11. — Ne. 06. — C. 201-206.

Azimovna M. S., Shohrukhovich U. S. THE ROLE OF AGRICULTURAL PRODUCTS IN
THE FOREIGN TRADE TURNOVER OF THE REPUBLIC OF UZBEKISTAN
/IBARQARORLIK VA YETAKCHI TADQIQOTLAR ONLAYN ILMIY JURNALI. —
2022. - T.2.— Ne. 6. — C. 110-112.

Azimovna M. S. IMPROVING THE STUDY OF CONSUMER BEHAVIOR //Gospodarka
i Innowacje. — 2022. — C. 109-112.

Azimovna M. S. et al. Analysis of the main economic and marketing indicators of FE"
DAKA-TEX" LLC //ASIA PACIFIC JOURNAL OF MARKETING & MANAGEMENT
REVIEW ISSN: 2319-2836 Impact Factor: 7.603. — 2022. — T. 11. — Ne. 06. — C. 4-7.
Azimovna M. S., llkhomovna U. D. Optimal principles of assessing the quality of graduates
in higher education //Eurasian Scientific Herald. — 2022. — T. 8. — C. 233-238.

Azimovna M. S. THE MAIN DIRECTIONS OF THE MARKETING COMPLEX TO
INCREASE THE EXPORT POTENTIAL OF PRODUCTS //[FORMATION OF
PSYCHOLOGY AND PEDAGOGY AS INTERDISCIPLINARY SCIENCES. — 2022. —T.
1.—Ne.9.-C. 20-23.

Azimovna M. S., llkhomovna U. D., Shokhrukhovich U. F. WAYS TO USE MARKETING
INFORMATION IN THE PROCESS OF EVALUATING THE ENTERPRISE //World
Economics and Finance Bulletin. — 2022. — T. 10. — C. 9-12.

Azimovna M. S., Shokhrukhovich U. F., Sodirovich U. B. ANALYSIS OF THE MARKET
OF TOURIST PRODUCTS OF THE SAMARKAND REGION /BARQARORLIK VA
YETAKCHI TADQIQOTLAR ONLAYN ILMIY JURNALI. — 2022. — T. 2. — Ne. 4. — C.
422-427.

Azimovna M. S., Shokhrukhovich U. F., Rofejon o'g'li R. S. THE PROCEDURE FOR
ORGANIZING MARKETING RESEARCH AT INDUSTRIAL ENTERPRISES IN THE
CONTEXT OF MODERNIZATION IN UZBEKISTAN //BARQARORLIK VA
YETAKCHI TADQIQOTLAR ONLAYN ILMIY JURNALLI. —2022. — C. 392-399.

150



