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It is important to create methods of training business staff by using the methodology of
“Twinning +” and quality management schemes of innovative institutions based on modern
didactic models. Consumer-oriented determinants of the behavior of a socially responsible
company in the context of the implementation of the concept of sustainable development
should systematically reflect the application of multi-channel sales strategies. Online bidding
platforms allow you to obtain verification data and draw conclusions about the best supplier.
The option of making a based decision because of them is almost impossible. Analysis and
modeling of the flow of marketing information allows using systematic approaches to
outline the goals and objectives of marketing activities of enterprises. Vendors can use
targeted Google advertising to create a good image for their business. Today it is appropriate
to create innovative support for small and medium-sized businesses by gaining new
knowledge and experience, which enhances the spread of innovation in utilities and service
enterprises of the city. This is relevant in the automotive and space industries of Ukraine.
The created model of communicative behavior of market participants in the space of
product and information flows allows to form an adaptive marketing complex. The authors
created a sequence of applications of online platforms when promoting goods in the
digital information space. It is based on the implementation of online tender platforms in
the organization of distribution logistics and analysis, while simulating the flow of marketing
information flows in Internet marketing. The final part of this sequence is the separation
of time-based efforts for risks in online sales. Some measures are taken to prevent these
risks.
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Introduction and problem statement
A balanced understanding of the processes that
occur when making purchasing decisions in the digital
environment, gives the opportunity to gain a
competitive advantage in the market. The speed and
quality of the decision-making process in digital
marketing directly depends on the tools and methods
used during this process. Information support of
strategic management of marketing processes is the
subject of research and practical development. The
successful organization of the marketing activities of
en terp rise s, considering information and
communication components, is a significant
determinant of the development of competitive

advantages of enterprises in the context of the
introduction of digital and information technologies.
The primary task of corporate relations, at the stage
of development of the concept of affiliate marketing,
is the provision of appropriate information support
in accordance with the concept of internal marketing.
Any information scheme that is included in the
marketing system should be coordinated with the
goal of the main vector of logistics development, on
which all the developments of managers, marketers,
logistics specialists should be based.
Analysis and research of publications
Forming the positioning policy of goods or
enterprises, it is important to develop analytical tools
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for marketing, starting from the stage of promotion
of the product offer. Therefore, the modeling of
information and communication flows is relevant in
the formation of tactical principles of product
positioning in B2B markets in Ukraine. The research
of marketing communications, product positioning
is devoted to the works of such domestic and foreign
marketing scien tists as : O.V. Zozul ov,
I. Goloborodko,
P. Kotl er,
L.L. Kusc,
M. Levchenko, L. Pashchuk, E. Rise, O.M. Sobko,
J. Trout, D. Szostek. However, further research is
needed on methodological approaches to information
support of marketing communication policy and
tactics of enterprises.
In the process of organizing systemic marketing
activities, information support on the Internet affects
the achievement of effective sales mainly due to an
increase in the level of popularity of a product and
an enterprise and the creation of an image of a
product and an ente rprise t hrough virtual
communication advertising media. This work will
consider several, according to the authors, the most
significant tools for using video content in marketing.
The purpose of the article
The purpose of the article is to improve the
theoretical and methodological provisions of Internet
marketing support for product promotion in the
digital information space.
Presenting main material
Improving the theoretical principles and
practical principles of logistics business interaction
is a necessary component of enterprise development
in modern economic systems, focused on the
consolidation of competition and rapid processing
of large amounts of information. In the context of
interactive business interaction, it is important to
create methods of staff training of business entities
using „Twinning +” methodology and quality
management schemes of innovative institutions based
on modern didactic models, including EFQM
Excellence Model (European Foundation for Quality
Management). New tools should be prepared to
support the process of disseminating investments
based on expert educational activities. Currently,
there are organizational and market problems related
to the procedure for selecting entities that implement
innovations in Central and Eastern Europe, particular
in Poland and Ukraine. Therefore, it is necessary to
pay attention to the competencies of the personnel
of enterprises that are involved in innovative
interactions.
According to Philip Kotler, the introduction
of the concept of socio-ethical marketing is caused
by the adaptation of marketing activities to the
requirements of environmental safety, varying degrees
of renewable natural resources, concern for the
welfare of various segments of society [1]. Indeed,
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caring for the environment, environmental issues,
promoting conscious consumption on social media,
and morality and culture are already integral
components of many brands.
O.V. Zozulov, M. Levchenko investigate
omnichannel sales strategies of enterprises,
highlighting the following approaches: target, brandoriented, communication, system-integrated. The
relationship between brand orientation and
omnichannel in the innovative space of modern
information and communication technologies,
Internet platforms is rightly outlined. They rightly
define omnichannel as an innovative integration of
sales and communication tools aimed at combining
sales channels, which allows to maintain a high
intensity of sales activities of enterprises using brandoriented sales model [2]. We believe that consumeroriented determinants of the behavior of a socially
responsible company in the context of implementing
the concept of sustainable development should
systematically reflect the application of omnichannel
sales strategies. This allows extensive use of innovative
achieve ments of modern informat ion and
communication technologies in the organization of
effective marketing communication business
interaction [3,92–97].
One of the most important factors is the digital
information space. By this term we mean the many
devices, technological solutions and software that
surround us, help to solve systematic production
actions, and in any way influence the formation of
stereotypes, which ultimately affect decision-making.
Thanks to modern technologies of tender platforms,
it is possible to analyze the offers sent by potential
suppliers in the shortest possible time and compare
the conditions offered by them. Tender online
platforms allow you to obtain verifying data and make
an informed conclusion about the best supplier.
Thanks to them, the option of making a biased
decision is almost impossible. Using cataloging,
systematization, and ease of access to universal and
specialized trading platforms, even a layman can
conduct a primary analysis of substitute products, to
identify possible suppliers. It is advisable to make a
preliminary analysis of the price level for products
needed by the company [4].
O.M. Sobko, L.L. Kusc, representatives of the
economic school of Ternopil National University of
Economics, study the formation of intellectual capital
of enterprises, emphasizing the feasibility of
developing the concept of individual intellectual
capital. Given the importance of the concept of value
marketing, attention should be paid to determining
the individual learning trajectory, acquiring
kn owle dge, and expanding the capital of
competencies during interactive communication.
Scientists rightly emphasize the contribution of self-
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improvement, professional development in the
formation of capital competencies, which can
generate added value [5,72–73]. We believe that in
the conditions of formation of information economy
it is necessary to form competitive advantages of
economic agents based on monitoring and
improvement of components of the intellectual
capital of workers a few competences.
P. Kotler’s model of services, in today’s global
marketing environment, is very popular. It reflects
three interrelated units of marketing: company
management, staff, and consumers [6,43].
In the marketing literature, we observe a set of
approaches to determining positioning. Most
researchers rightly point to the need to form a policy
of product positioning, aimed at diversifying the
product offer within the modern global competitive
space to obtain additional customer flows. We
distinguish the approach in marketing science to
present the sequence of stages of formation of tactical
measures for positioning: 1. definition of goals;
2. situational analysis; 3. SWOT-analysis; 4. outlining
the content of positioning; 5. diagnosis and formation
of the marketing mix [7]. Undoubtedly, the analysis
and modeling of the flow of marketing information
flows allow a systematic approach to outline the goals
and objectives of marketing activities of enterprises.
Situational analysis involves an analytical dissection
of product, competition policy, with an assessment
of their impact on consumer behavior. SWOTanalysis allows to form the necessary analytical basis
for the formation of the positioning vector.
Under such conditions the process of choosing
a supplier is technical, and almost does not depend
on the human factor, namely the person who makes
the decision. But if the last word in any case,
including the choice of supplier, belongs to the
person, the emotional component in decision-making
will play an important role. That is why suppliers,
on the other hand, can use targeted advertising thanks
to the Google system to form a pleasant image of
their company. The use of such marketing
communications allows to form the necessary ideas,
directions of thinking in the employees of the
enterprise who take part in decision-making
concerning purchases. Also, for these purposes, social
networks, Facebook and Instagram are used
effectively, today the most popular, therefore the
most effective [4].
We will note that one of the best marketing
actions for increase of popularity of production and
the enterprise in business space of region is the
advertising company. When it comes to effective
advertising, it is very effective. But for the advertising
communications of the regional enterprise to have a
positive impact on the target groups of consumers,
it is necessary to develop a strategy of the regional

advertising campaign [8,24–27]. Most marketers note
that advertising campaigns are now developing rapidly
in Ukraine. This leads to the emergence of many
advertising agencies that create a set of types of
advertising. When implementing an advertising
campaign in the regions, it is important to focus on
the characteristics of markets, the content of the
fundamental forces of the market in the regions,
consumers, products, and capital of the firm.
The analysis of journalistic and research
publications on the topic of “digital marketing” or
“digital marketing” shows that new components are
constantly added to this term, and for existing
components are constantly added clarifications and
additions [9]. And this is quite understandable. The
first personal computer appeared in the 70s of last
century, and for 50 years, in early 2020, we have 4.5
billion Internet users, which is 59% of the total
population of the planet Earth, and almost 5.9 billion
– use modern mobile phones [10].
The use of online platforms should be analyzed
when coordinating product and information flows
in high-tech markets. We propose the establishment
of the following organizational stages during product
promotion in the digital information space (Figure).
Thus you can be sure that the number of
Internet users will continue to increase. Moreover,

The sequence of application of online platforms in the
promotion of products in the digital information space.
Note: developed by the authors based on [1;2;5;6;7]
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if we consider only developed countries where the
consumer level of the population is above the average,
then the level of computer availability and access to
the network is much higher, about 86% [11]. As a
result, we have a huge contact audience. We have
created a sequence of applications of online platforms
during the promotion of products in the digital
information space, Figure. First of all, in Internet
marketing, it is advisable to use the “Twinning +”
methodology, which contributes to the training of
innovative technologies aimed at using mobile gadgets
and resource saving in the context of the marketing
sustainable development concept (stage 1).
It is significant to establish a relationship
between brand orientation and omnichannel in the
innovation space that is displayed in step 2. In the
third stage, the implementation of tender online
platforms during the organization of distribution
logistics is analyzed. Step 4 analyzes and simulates
the flow of marketing information in Internet
marketing, determines the degree of such flows
asymmetry. In the context of increased marketing
business interaction, the use of targeted advertising,
video content, is evaluated thanks to the Google
system (stage 5). Since online business transactions
incite risks, it is appropriate to highlight risks in the
course of Internet promotion and compare the way
price risks are outlined in step 6. The final chord of
this sequence is the delineation of advance hourly
efforts regarding risks during Internet marketing. A
number of measures are being taken to prevent these
risks.
According to other researches from January
2021, the number of active Internet users coincides
with previous results and amounts to 4.7 billion. At
the same time, additional data are provided that the
number of users of various social networks is 4.2
billion, which is 90% of all users [12]. Therefore,
the Internet in general, and social platforms in
particular, is a highly capacious communication
channel with potential and existing customers. Many
experts and research groups argue about the
significant weight of video content in marketing, in
particular, according to the results of research by
Demand Metric, 83% of respondents are sure that
video content is very important in digital marketing
[13]. And as can be seen from the same research,
there are many options for using video on the
Internet.
Video content began to appear on the Internet
as a result of increasing technical capabilities, namely,
increasing the estimated capabilities of computers
and servers, increasing the capacity of information
storage devices and the speed of information
exchange, in the network between the client
computer and the server. Until then, video content
was hardly considered as a separate marketing tool.
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He identified more with television and that is why
the first video services that appeared on the Internet
are archives, repositories and digital television.
Significantly, the situation with video content has
changed with the advent of the Youtube service,
which provided the opportunity not only to store
video and search for it, but also the ability to evaluate
each video separately, and the channel where this
video is published.
Expanding the functionality of the service due
to the ability to subscribe to the channel, follow its
new publications, the ability to conduct and record
live broadcast and other functionality, led to the
fact that competitors to this service today have no
competitors. Statistics make it possible to say this,
because at the moment the Youtube audience is 2
billion consumers, this is almost a third of all Internet
users. The dynamics with which the service is
developing is also proof, because the first video on
the service was published in 2005, this is 16 years
ago, and now more than 500 hours of video material
is uploaded to the service every minute [14]. The
weight of this service is also visible in the previous
research [13], where it is one of the three tools where
companies most often use video.
Of course, not only the Youtube service is the
main operator of video content, according to the
same research [13] video is a frequent element of
the company’s website or the company’s page on
social networks. The most common in Ukraine can
be considered the Facebook network. But it should
be noted that in recent times, thanks to services
from the same Youtube, the responsible persons who
accompany the company’s websites, or their official
pages on social networks, it is convenient to post
video material on the Youtube platform and provide
a link to them on pages and in posts.
It is necessary to separately distinguish such a
social network as Instagram from Facebook, where,
according to the initial idea of the authors, static
photo materials are the main content. But the system
itself stores and works well with video material, albeit
with some restrictions. The Tiktok social network is
dynamically developing, which was published in its
current state in 2017, and during this time, thanks
to its insane popularity, it already has an audience
of about 0.69 billion monthly worldwide [13;14].
Conclusions
Information support for programming the
development of business interaction of enterprises
contributes to their competitiveness. Today, it is
appropriate to create innovative support for small
and medium-sized businesses thanks to the
acquisition of new knowledge and experience that
strengthen the spread of innovations in municipal
and service enterprises of the city, as well as in the
automotive and space industry of Ukraine. Modeling
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of communication behavior of market entities in the
space of commodity and information flows makes it
possible to form an adaptation complex of marketing.
The sequence of application of online platforms
during the promotion of products in the digital
information space is developed, which is based on
the introduction of tender online platforms during
the organization of logistics distribution and analysis
and modeling of the flow of marketing information
in Internet marketing. The organization of
information marketing should be based on a good
combination of external and internal marketing
communications with the relevant competencies and
qualifications of the service personnel who are
involved in the service sphere of the company.
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²ÍÒÅÐÍÅÒ-ÌÀÐÊÅÒÈÍÃÎÂÅ ÇÀÁÅÇÏÅ×ÅÍÍß
ÏÐÎÑÓÂÀÍÍß ÏÐÎÄÓÊÖ²¯ Ó ÖÈÔÐÎÂÎÌÓ
²ÍÔÎÐÌÀÖ²ÉÍÎÌÓ ÏÐÎÑÒÎÐ²

ÈÍÒÅÐÍÅÒ-ÌÀÐÊÅÒÈÍÃÎÂÎÅ ÎÁÅÑÏÅ×ÅÍÈÅ
ÏÐÎÄÂÈÆÅÍÈß ÏÐÎÄÓÊÖÈÈ Â ÖÈÔÐÎÂÎÌ
ÈÍÔÎÐÌÀÖÈÎÍÍÎÌ ÏÐÎÑÒÐÀÍÑÒÂÅ

Êàñÿí Ñ.ß., Äçþáà Ðàäîñëàâ, Ìàêóõà Þ.Ì.
Â óìîâàõ ³íòåðàêòèâíî¿ á³çíåñ-âçàºìîä³¿ âàæëèâî ñòâîðþâàòè ìåòîäè íàâ÷àííÿ ïåðñîíàëó á³çíåñîâèõ ñóá’ºêò³â çàâäÿêè çàñòîñóâàííþ ìåòîäîëîã³¿ «Twinning+» ³ òàêîæ ñõåì
ìåíåäæìåíòó ÿêîñò³ ³ííîâàö³éíèõ çàêëàä³â, ùî ´ðóíòóþòüñÿ
íà ñó÷àñíèõ äèäàêòè÷íèõ ìîäåëÿõ. Ñïîæèâ÷îîð³ºíòîâàí³ äåòåðì³íàíòè ïîâåä³íêè ñóñï³ëüíî â³äïîâ³äàëüíî¿ êîìïàí³¿ ó êîíòåêñò³ çàïðîâàäæåííÿ êîíöåïö³¿ ñòàëîãî ðîçâèòêó ìàþòü ñèñòåìíî â³äîáðàæàòè çàñòîñóâàííÿ îìí³êàíàëüíèõ çáóòîâèõ
ñòðàòåã³é. Òåíäåðí³ îíëàéí-ïëàòôîðìè äîçâîëÿþòü îòðèìàòè óòî÷íþþ÷³ äàí³ òà çðîáèòè îá´ðóíòîâàíèé âèñíîâîê ùîäî
íàéêðàùîãî ïîñòà÷àëüíèêà. Çàâäÿêè íèì ìàéæå óíåìîæëèâëþºòüñÿ âàð³àíò ïðèéíÿòòÿ óïåðåäæåíîãî ð³øåííÿ. Àíàë³ç ³
ìîäåëþâàííÿ ïåðåá³ãó ïîòîê³â ìàðêåòèíãîâî¿ ³íôîðìàö³¿ äîçâîëÿþòü çà ñèñòåìíèì ï³äõîäîì îêðåñëèòè ö³ë³ ³ çàâäàííÿ ìàðêåòèíãîâî¿ ä³ÿëüíîñò³ ï³äïðèºìñòâ. Ïîñòà÷àëüíèêè, äëÿ ôîðìóâàííÿ ïðèºìíîãî ³ì³äæó ñâîº¿ êîìïàí³¿, ìîæóòü çàñòîñîâóâàòè òàðãåòîâàíó ðåêëàìó çàâäÿêè ñèñòåì³ Google. Íà ñüîãîäí³ äîðå÷íèì º ñòâîðåííÿ ³ííîâàö³éíî¿ ï³äòðèìêè äëÿ
ï³äïðèºìñòâ ìàëîãî ³ ñåðåäíüîãî á³çíåñó çàâäÿêè îòðèìàííþ
íîâèõ çíàíü ³ äîñâ³äó, ÿê³ çì³öíþþòü ðîçïîâñþäæåííÿ ³ííîâàö³é â êîìóíàëüíèõ ³ ñåðâ³ñíèõ ï³äïðèºìñòâàõ ì³ñòà, à òàêîæ â àâòîìîá³ëåáóä³âí³é ³ êîñì³÷í³é ãàëóç³ Óêðà¿íè. Ìîäåëþâàííÿ êîìóí³êàö³éíî¿ ïîâåä³íêè ðèíêîâèõ ñóá’ºêò³â ó ïðîñòîð³
òîâàðíèõ òà ³íôîðìàö³éíèõ ïîòîê³â äàº çìîãó ñôîðìóâàòè
àäàïòàö³éíèé êîìïëåêñ ìàðêåòèíãó. Ðîçâèíóòî ïîñë³äîâí³ñòü
çàñòîñóâàííÿ îíëàéí-ïëàòôîðì ó õîä³ ïðîñóâàííÿ ïðîäóêö³¿ ó
öèôðîâîìó ³íôîðìàö³éíîìó ïðîñòîð³, ùî áàçóºòüñÿ íà âïðîâàäæåíí³ òåíäåðíèõ îíëàéí-ïëàòôîðì ï³ä ÷àñ îðãàí³çàö³¿ ëîã³ñòèêè äèñòðèáóö³¿ òà àíàë³çóâàíí³ ç îäíî÷àñíèì ìîäåëþâàííÿì ïåðåá³ãó ïîòîê³â ìàðêåòèíãîâî¿ ³íôîðìàö³¿ â ²íòåðíåòìàðêåòèíãó. Çàâåðøàëüíèì àêîðäîì ö³º¿ ïîñë³äîâíîñò³ º îêðåñëåííÿ âèïåðåäæóâàëüíèõ ÷àñîâèõ çóñèëü ùîäî ðèçèê³â ï³ä ÷àñ
çáóòó â ²íòåðíåò³. Ôîðìóºòüñÿ íèçêà çàõîä³â ³ç çàïîá³ãàííÿ
öèì ðèçèêàì.
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íà ñîâðåìåííûõ äèäàêòè÷åñêèõ ìîäåëÿõ. Ïîòðåáèòåëüñêè îðèåíòèðîâàííûå äåòåðìèíàíòû ïîâåäåíèÿ îáùåñòâåííî îòâåòñòâåííîé êîìïàíèè â êîíòåêñòå âíåäðåíèÿ êîíöåïöèè óñòîé÷èâîãî ðàçâèòèÿ äîëæíû ñèñòåìíî îòðàæàòü ïðèìåíåíèÿ îìíèêàíàëüíèõ ñáûòîâûõ ñòðàòåãèé. Òåíäåðíûå îíëàéí-ïëàòôîðìû ïîçâîëÿþò ïîëó÷èòü óòî÷íÿþùèå äàííûå è ñäåëàòü îáîñíîâàííûé âûâîä îòíîñèòåëüíî íàèëó÷øåãî ïîñòàâùèêà. Áëàãîäàðÿ èì ïî÷òè íåâîçìîæåí âàðèàíò ïðèíÿòèÿ ïðåäâçÿòîãî
ðåøåíèÿ. Àíàëèç è ìîäåëèðîâàíèå òå÷åíèÿ ïîòîêîâ ìàðêåòèíãîâîé èíôîðìàöèè ïîçâîëÿþò ñððòâåòñòâèè ñ ñèñòåìíûì ïîäõîäîì îáîçíà÷èòü öåëè è çàäà÷è ìàðêåòèíãîâîé äåÿòåëüíîñòè
ïðåäïðèÿòèé. Ïîñòàâùèêè, äëÿ ôîðìèðîâàíèÿ ïðèÿòíîãî
èìèäæà ñâîåé êîìïàíèè, ìîãóò ïðèìåíÿòü òàðãåòèðîâàííóþ
ðåêëàìó áëàãîäàðÿ ñèñòåìå Google. Ñåãîäíÿ óìåñòíî ñîçäàíèå
èííîâàöèîííîé ïîääåðæêè äëÿ ïðåäïðèÿòèé ìàëîãî è ñðåäíåãî
áèçíåñà áëàãîäàðÿ ïîëó÷åíèþ íîâûõ çíàíèé è îïûòà, êîòîðûå
óêðåïëÿþò ðàñïðîñòðàíåíèå èííîâàöèé â êîììóíàëüíûõ è ñåðâèñíûõ ïðåäïðèÿòèÿõ ãîðîäà, à òàêæå â àâòîìîáèëåñòðîèòåëüíîé è êîñìè÷åñêîé îòðàñëè Óêðàèíû. Ìîäåëèðîâàíèå êîììóíèêàöèîííîãî ïîâåäåíèÿ ðûíî÷íûõ ñóáúåêòîâ â ïðîñòðàíñòâå
òîâàðíûõ è èíôîðìàöèîííûõ ïîòîêîâ ïîçâîëÿåò ñôîðìèðîâàòü
àäàïòàöèîííûé êîìïëåêñ ìàðêåòèíãà. Ðàçâèòà ïîñëåäîâàòåëüíîñòü ïðèìåíåíèÿ îíëàéí-ïëàòôîðì â õîäå ïðîäâèæåíèÿ ïðîäóêöèè â öèôðîâîì èíôîðìàöèîííîì ïðîñòðàíñòâå, îñíîâàííàÿ íà âíåäðåíèè òåíäåðíûõ îíëàéí-ïëàòôîðì ïðè îðãàíèçàöèè ëîãèñòèêè äèñòðèáóöèè è àíàëèçå ñ îäíîâðåìåííûì ìîäåëèðîâàíèåì òå÷åíèÿ ïîòîêîâ ìàðêåòèíãîâîé èíôîðìàöèè â
Èíòåðíåò-ìàðêåòèíãå. Çàâåðøàþùèì àêêîðäîì ýòîé ïîñëåäîâàòåëüíîñòè ÿâëÿåòñÿ îïðåäåëåíèå îïåðåæàþùèõ âðåìåííûõ
óñèëèé â ÷àñòè ðèñêîâ ïðè ñáûòå â Èíòåðíåòå. Ôîðìèðóåòñÿ
ðÿä ìåð ïî ïðåäîòâðàùåíèþ ýòèõ ðèñêîâ
Êëþ÷åâûå ñëîâà: Èíòåðíåò-ìàðêåòèíã, ïðîäâèæåíèå,
ïðîäóê öèÿ, îìíèêàíàë üíîñòü, èíôîðìàöèîííîå
ïðîñòðàíñòâî, îíëàéí-ïëàòôîðìû
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It is important to create methods of training business staff by
using the methodology of “Twinning +” and quality management
schemes of innovative institutions based on modern didactic models.
Consumer-oriented determinants of the behavior of a socially
responsible company in the context of the implementation of the
concept of sustainable development should systematically reflect the
application of multi-channel sales strategies. Online bidding platforms
allow you to obtain verification data and draw conclusions about the
best supplier. The option of making a based decision because of
them is almost impossible. Analysis and modeling of the flow of
marketing information allows using systematic approaches to outline
the goals and objectives of marketing activities of enterprises. Vendors
can use targeted Google advertising to create a good image for their
business. Today it is appropriate to create innovative support for
small and medium-sized businesses by gaining new knowledge and
experience, which enhances the spread of innovation in utilities and
service enterprises of the city. This is relevant in the automotive and
space industries of Ukraine. The created model of communicative
behavior of market participants in the space of product and information
flows allows to form an adaptive marketing complex. The authors
created a sequence of applications of online platforms when promoting
goods in the digital information space. It is based on the
implementation of online tender platforms in the organization of
distribution logistics and analysis, while simulating the flow of
marketing information flows in Internet marketing. The final part of
this sequence is the separation of time-based efforts for risks in
online sales. Some measures are taken to prevent these risks.
Keywords: Internet marketing, promotion, products, omnichannel, information space, online platforms.
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