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Abstract  

The modern level of development of Web 2.0 technologies. The role and place of social media. The tools of the modern SMM manager 
and its systematization.  

Keywords: Social networking; Internet; social media; competition 

 

1 Introduction 

Over the last few years, social media and social networks 
play increasingly popular role in society. 

The actual topic for today is the systematization of social 
networking technologies, in building communication for B2C. 

The key problem, as with any innovations, is 
undeveloped tools and approaches in promoting SMM. It is 
important to classify different possibilities of using the tools 
and its appliance to various communicative situations.  

The opportunities of social networks attract attention of 
various researchers. For instance, the issues of its functioning 
and use is subject of work by L. Grossman (Grossman L. K) 
[11], G. Farrell (Farell H.) [10], D. Drezner (Drezner D. W.) 
[9], V. Gorovoy [1], L. Juror and many other researchers.  

The first scientific studies of social networks date back 
to late 19th century, when new term "social fabric" or "web 
of relations” appeared in the works of European 
philosophers and social scientists. [3, C. 145]. The 
theoretical basis for the study processes of social networks 
was formed at the works of leading sociologists in the 30s 
of 20th century. Among them, the publications of the 
American psychologist J. Moreno, works on sociometry, 
devoted to interpersonal and intergroup communications [4]. 
The ideas of J. Moreno were supported and further 
developed in the 50s by J. Barnes and E. Botta, who began 
a systematic study of the social networks formation process. 
The term "social network", was, firstly, introduced by R. J. 
Barnes in 1954. [7]. In parallel with development of the 
theoretical aspects, the practical application studies took 
place. In 1969, S. and J. Miligram Travers proved the 
"theory of six handshakes".  

At the end of 20th — beginning of 21st century, a new 
direction in field of social networks was formed — virtual 
social communities. The communication becomes 
operational, global and systematic. However, the changes 
affected only the form, whereas, the content, the basic 
communication laws – remained unchanged. [3, p. 146].  

The main constituents are the following: user 
authorization through creation of its virtual "self"; 

communication tools; means of content search and 
distribution. The only difference is the target goal and 
quality of the software.  

 
For SMM specialist, only two parameters are needed: 

which target groups are the most active users of the resource 
(+ its quantity) and which means of communication the 
social network has to offer. 
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Referring to the conclusions of analysts from prestigious 
American research and consulting company “Gartner”, we 
can say, that failure to communicate with customers through 
social channels can be as destructive for business as if, today, 
the company abandoned the use of telephone or e-mail [2].  

Most companies in the world, recognize that, nowadays, 
the driving force of communications, belongs to the 
consumers, who are becoming more social, communicating 
through online networks, forums and blogs, sharing photos, 
and links, creating professional communities, etc. 

Considering the publications in social networks as a way 
to stimulate sales and enhance competitiveness, it is possible 
to allocate few basic markers, which reflect the 
effectiveness of the account: 

 Attendance 
 Time spent on the page 
 Number of visitors who came on advertising 

 Pages used, that serve as a link to your page  
 Average growth values of the resource.  
For proper evaluation, it is important to understand, 

clearly, what tasks are solved with the help of social media. 
In the system of Web 2.0, the effectiveness of 

communication is determined by the rating of the account 
(number of likes, comments, shares). 

2 Conclusion 

In the future, the progress in the development of social 
networks may lead to automation of management; 
management costs reduction and decentralization of direct 
execution.  

It is important to organize social networking 
opportunities; to classify them on the basis of the application 
with respect to communication tasks of the company. 
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