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The main problems connected with creation of tifavsoe for marketing efficiency evaluation in sdcia
media are enclosed in this article. The main feasuof external and internal use of software prosliese de-
scribed.

There is a large number of various social networkshe Internet now, blogs and forums which sente n
only for communication of users, but also are plaifs for promotion of goods and services. Many moaati-
ties and companies choose promotion in social megliane of the instruments of marketing.

Marketing researches are the main channel of rexgpinformation, necessary for acceptance of man-
agement decisions. As well as any marketing agtiptomotion in social media does not make a saig®ut
performance indicators expressed in specific figuManually it is very difficult to be engaged iffi@ency
evaluation of marketing activity in social mediachase of large volumes and high speed of informadistri-
bution on the Internet.

Being engaged in promotion assessment in socialanids possible to use numerous quantitative and
qualitative indexes of efficiency. Each of them bash benefits, and shortcomings. In particulag, fidbrmaliza-
tion characteristic of quantitative researchesval®o receive exact and reliable estimates whiatsicer a set
of factors influence on a marketing activity of ampany. On the other hand, carrying out quantgatie-
searches is rather labor-consuming, requires d¢aleof information, use of special application grams for its
handling. Thanks to qualitative indexes, it is ploigsto receive quite reliable estimates, unexgkapinions,
descriptive characteristics, however not alwayadije. Therefore, it is optimum to use a comborabf dif-
ferent types and methods of marketing researches [1

As a rule, the unique system of assessment, adaptdel solvable tasks is developed for each specifi
marketing software product. Speaking about the lEstlassification of the software products usadnfiarket-
ing efficiency evaluation in social media, it isgsible to allocate two types of programs: intearad external.
For measurement of rather internal statistics immics of the used service, possible to apply tlisvace of in-
ternal type. Special tools, such as systems ofamelytics and services for social networks moniigyrrelating
to software products of external type will be neeaeg for measurement of other indicators. As matyas net-
works, blogs and forums have no full-fledged prognaodules for marketing efficiency evaluation, ofte-
gether with the software of internal type, it icegsary to use programs of external type. The usagemerous
indicators from different sources is rather incamiget, and for resulting effect, it is necessargonsider fea-
tures of assessment systems of each software groduc

Many external web services often provide to usessenextensive list of opportunities for analytitts&an
software products of internal type. Developersuahsexternal multipurpose web services try to erd¢lae uni-
versal tool for marketing efficiency evaluationatitly for several social networks, forums or blogse usage
of one service for several accounts in variousatonedia is convenient only in theory. Howeverpractice it
leads to the problems connected with high compfexfitwork with multipurpose external web servicBgvel-
opers, instead of planning and working accordingdeds of those users who will purchase and useréated
products, are pretty often concentrated on teclyyobnd as a result generate decisions, poorly gedeand
inconvenient in application. In general, many peogs look excessively difficult and tangled, thatmplicates
navigation and understanding of many events [2Js@r needs some time for training in order to weitk mul-
tipurpose web service for marketing efficiency enadion.

Many social web services have similar structureydw@r each social network, a blog or a forum has th
distinctive components and architectural featuBesvelopers of social media constantly finish anghte new
functionality of own web services, including toéds promotion of goods and services. Thereforeiegfon of
the external software is not always possible, aedhodifications of social web service with obtalihater data,
can be not correct and not urgent.

Besides, you should not forget about the amourttatd, which must be processed in case of marketing
efficiency evaluation in social media. Handling lafge data standard program volumes and hardwamsse
extremely difficult. It is possible to tell that [8Data" is a problem of storage and handling afehamounts of
data. As a rule, when the term "Big Data" is usedieans three "V", that means "Volume" — amountiafa,
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"Velocity" — need to process information with higheed and "Variety" — variety and often insuffi¢istructure
of data.

Storage of large volumes of information requirescél conditions, and it is a question of space gmnd
portunities. Speed is connected not only with gissielay and "braking” caused by obsolete metlobdsfor-
mation processing, it is also a question of intiévayg: the quicker process, the more return, th@renproductive
result. The problem of heterogeneity and the alsenlstructure arises because of sources separédionats
and quality. To unite data and to process thencgdigy, it is required to bring them into a tymiitable for
work.

The analysis of big data was also successfullyieggpbng ago to determination: target audiencerint
ests, demand, and activity of consumers. For exantipé analysis of big data allows to remove adsiag only
for those consumers who are interested in goodsmices [3].

Thus, during creation of the web service for markgefficiency evaluation in social media it is Bee
sary to solve the problems connected with the lax@ame of the processed information, convenierfcase
and modification, high performance level and fumcél suitability.
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