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EFFECTIVENESS OF SMALL BUSINESS BRAND MANAGEMENT
IN THE DIGITAL ENVIRONMENT

The article examines the effectiveness of small business brand management in the digital environment. It is substantiated
that brand performance is determined not by the number of communication activities, but by their ability to generate
sustainable demand, trust, and conversion into orders. Based on a generalization of scientific approaches and an analysis of
the company s marketing activities during 2023—20235, it is proposed to assess the effectiveness of brand management through
the relationship between digital indicators and financial results. It was established that branded traffic, organic search,
activity in social networks, as well as the performance of Google and Meta advertising channels have the greatest impact.
1t is proved that the combination of analytics, integrated communications, and flexible channel management strengthens the

competitiveness of small businesses and ensures the validity of marketing decisions.
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Statement of the problem. In the context of the
digitalization of the economy, small business brand
management is no longer merely a tool for maintaining
awareness and is increasingly acquiring the features of
a system for managing demand, consumer trust, and
communication performance. For small businesses,
this is of particular importance, since limited resources
increase the requirements for the accuracy of the choice
of promotion channels, the content of communications,
and the criteria for evaluating their effectiveness. At the
same time, in digital marketing practice, enterprises
use a large number of indicators—reach, impressions,
clicks, followers, profile visits, advertising costs—but
not all of them equally reflect the real contribution to the
formation of financial results. This creates the problem
of separating metrics that merely record activity in the
digital environment from indicators that are actually
associated with order growth and strengthening business
competitiveness. Under such conditions, there is a need
for a substantiated approach to assessing the effectiveness
of small business brand management that would make it
possible to establish a statistically confirmed relationship
between digital marketing indicators and the financial
results of the enterprise.

Analysis of recent research and publications. The
issue of small business brand management in the digital
environment has seen noticeable development in recent
years in both domestic and foreign studies. In contemporary
scientific literature, a brand is increasingly considered not
only as a means of identifying an enterprise, but also as

a strategic asset that shapes trust, loyalty, reputation, and
the financial performance of a business. In particular, the
systematic review by Fluhrer P. and Brahm T. summarizes
63 empirical studies and shows that, for small businesses,
a brand-oriented strategy positively affects both brand
indicators and financial results, while digital channels and
technologies are becoming increasingly important in the
brand-building process [10].

Ukrainian ~ researchers  also  emphasize  the
transformation of the content of brand management under
the influence of digitalization. In particular, Smolych D. V.
and Minchuk V. V. substantiate that brand management in
the digital economy is moving from a traditional promotion
model to an integrated system of managing digital
reputation, communications, and consumers’ behavioral
responses. According to the authors, under such conditions
the importance of analytics, omnichannel interaction,
personalization, and brand adaptation to new consumer
behavior patterns increases [5].

The important role of social platforms in modern
digital marketing is revealed by Kabanova O. O,
Yeremicieva A. S., and Us M. 1., who prove that social
media are one of the key tools for expanding brand
presence, engaging audiences, and strengthening customer
trust, especially for small and medium-sized enterprises
with limited resources [2].

Also significant for the topic of this study is the research
of Husakovska T. O., Rybalko-Rak L. A., and Sereda O. O.,
who consider brand promotion as a component of the
marketing strategy for increasing competitiveness and
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emphasize the need for economic substantiation of digital
brand-related decisions [1].

The analysis of scientific works indicates considerable
attention by researchers to the digital transformation of
branding, the role of social media, digital communications,
analytics, and flexible brand management. However, the
issue of assessing the effectiveness of small business brand
management based on quantitatively measurable digital
indicators and their statistically confirmed relationship
with the financial results of enterprise activity remains
insufficiently developed.

Purpose of the article is to substantiate the theoretical
and applied foundations for assessing the effectiveness of
small business brand management in the digital environment
and to identify digital marketing indicators that have the
closest relationship with the company’s financial results.
To achieve this purpose, it is envisaged to generalize
modern scientific approaches to digital brand management,
determine the role of Google advertising, Meta advertising,
social networks, branded traffic, and organic search in
shaping brand performance, and also, based on correlation
analysis, assess the strength and statistical significance of
the relationship between these indicators and the order
amount of a small business enterprise.

Summary of the main research material. In the
digital environment, small business brand management
is transformed into managing a system of touchpoints,
where the brand manifests itself through coordinated
communications in search, advertising, and social media,
and effectiveness is determined not by the number
of activities, but by the ability to ensure sustainable
demand and conversion into orders. Such a shift from
communication for the sake of presence to managed
presence for the sake of results directly follows from
the digital transformation of brand management, which
requires channel integration, the use of analytics, and
reliance on data for brand management [5].

An important condition for effective brand management
is also brand management flexibility, which involves
combining brand integrity with its ability to quickly adapt
to changes in the market, digital platforms, and consumer
expectations. For small businesses, such a model is
especially relevant, as it makes it possible to compensate
for limited resources through speed of response, closer
customer contact, and omepaTHMBHE KOPUTYBaHHS
communications in social networks and advertising
channels [10].

The effectiveness of brand management in the digital
environment depends not only on communication
consistency, but also on the enterprise’s ability to use
digitalization as a factor in expanding market presence and
increasing the performance of online sales. Studies of small
and medium-sized enterprises confirm that the greatest
influence on results comes specifically from e-marketing
tools, in particular social networks, data analytics, and
digital channels of interaction with consumers, while the
mere existence of digital infrastructure without active
marketing use does not ensure efficiency growth [8, p. 115].

Within the framework of the brand promotion
marketing strategy, digital tools should be considered
as elements of an economic mechanism where goals,
resources, and performance control must be interrelated.
That is, it is not simply advertising expenditure, but

advertising expenditure that must deliver results. The same
applies to content that affects consumer behavior and leads
to sales. That is why it is appropriate to use statistical
verification of the relationship between digital indicators
and financial results as a tool for substantiating managerial
decisions and increasing the competitiveness of small
businesses [1].

From the standpoint of digital marketing trends,
companies gain access to a wide set of platforms and
interaction formats, but at the same time face the problem
of a large number of metrics (impressions, reach, clicks,
followers, and other indicators) that can create an illusion
of progress if they are not confirmed by a relationship with
financial results. Therefore, assessing the effectiveness of
small business brand management should be built as a
sequence: investments and activities in communication
channels; intermediate behavioral metrics; formation
of brand value and trust; financial result. The sequence
presented in Figure 1 makes it possible to avoid
fragmentation of analysis by transforming disparate
data into a holistic system of strategic control. It
ensures the transition from quantitative indicators to
qualitative changes in brand perception, where each
stage acts as a necessary filter for excluding ineffective
expenditures [4, p. 83].

Social media in this system are a key brand platform,
since they simultaneously create reach and trust and provide
measurable signals of behavior (profile visits, subscriptions,
interactions), allowing small businesses to quickly adapt
communications and strengthen the content and formats
that actually bring the audience closer to a purchase. This
makes social media not only a communication channel but
also a data-driven brand management tool [2].

At the same time, the practical effectiveness of social
networks is determined by their ability to turn “contact” into
“action.” Reach makes sense when it leads to the profile,
the profile leads to transitions and inquiries, and then to
an order. Therefore, organic social media indicators (reach,
profile visits, followers) are logical proxy metrics of brand
effects and can be included in the model for evaluating
the effectiveness of brand management alongside paid
indicators [3, p. 112].

To avoid gaps between channels, brand communications
must be designed as an integrated system. It is necessary
to clearly define the roles of Google advertising tools
(intercepting demand and intent), Meta advertising tools
(building demand through visual communication and
targeting), all social networks (trust, community, repeated
contacts), and the company website, and also ensure
consistency of messages, creatives, and transition routes
between touchpoints. Such a communication system is
the methodological basis for interpreting correlations
not as abstract statistics, but as consequences of specific
managerial decisions in brand management [6, p. 46].

Deepening the digital maturity of small business brand
management is often associated with the introduction of
automation, analytics tools, new formats of interaction,
and advertising campaign optimization. However, the
mere fact of implementing these tools does not guarantee a
financial effect. The result depends on whether the business
measures exactly those KPIs that are related to demand
generation and conversion into orders, and whether it can
promptly adjust strategy based on these data [7].




Bunyck 40, 2026

Investments Intermediate h
and activities behavioral metrics:
m s e * reach
communication . .
channels: ¢ 1mpressions
R ial « clicks/conversions
igg?orks . proﬁ?e visits
« social media * reactions
advertising * post saves
» website * subscriptions
e search and
product
advertising
- = J \ J

237

S

Building brand Financial

value and result:

trust: « order amount

+ frequency of * ROMI

orders « average check

* consultations « [ TV/CLV

* appeals
. - J

Figure 1 — Chain of effectiveness of small business brand management in the digital environment

Source: created by the authors based on [4]

For the practical implementation of this approach, the
logic of digital indicators of the competitiveness of small
enterprises is relevant, in which metrics should function
as early signals and serve as the basis for reallocating
budgets and priorities, while the statistical significance of
relationships helps distinguish real performance drivers
from random fluctuations [9, p. 234].

We analyzed the marketing activities in the digital
environment of one small business enterprise during
2023-2025, which uses a website (online store) to inform
customers and generate sales, social networks to attract
customers, and the analytical and advertising capabilities
of Google and Meta.

The dynamics of sales in the online store demonstrate
rapid business growth. After an explosive leap in 2024,
when volumes increased by 423.6%, the indicators of
2025 confirmed the stability of the positive trend with an
additional increase of 46.7%. In total, over three years
annual revenue increased almost 7.7 times, which indicates
successful scaling and strengthening of market positions,
while the total turnover over this period exceeded UAH
6.85 million.

The basis of the analysis is the calculation of correlation
relationships between the financial result and a set of
digital marketing indicators covering Google advertising
(advertising on all Google platforms: impressions, clicks,
advertising expenditure, order value), Meta advertising
(advertising on Instagram and Facebook platforms: reach,
impressions, clicks, advertising expenditure), organic
social media indicators (Instagram, Facebook, and TikTok:
reach, profile visits, followers), as well as branded website
traffic and users from organic search (Google Analytics
connected to the website). For each indicator, Pearson’s
correlation coefficient r, Student’s t-statistic, and p-value
were determined separately for 2023, 2024, and 2025. The
calculation is presented in Table 1.

When interpreting the results, the criterion of statistical
significance p-value <0.05 is used as a basis for considering
the identified relationship reliable for forming managerial
conclusions, while the magnitude of the correlation (r) is
used to assess the strength of the relationship. Such an
approach corresponds to the logic of evidence-based digital
marketing management, according to which decisions
regarding budget allocation, choice of promotion channels,
and evaluation of communication effectiveness should

be based on statistically confirmed relationships between
marketing activities and financial results, and not only on
intuitive assumptions.

The analysis of 2023 demonstrates that the most
effective for total order value were parameters reflecting
either direct financial results in the channel or the intensity
of interaction with the brand. The strongest relationship
in 2023 is observed for “Order value (Google Ads)”:
r = 0.9249 with p-value = 0.000127 and t = 6.8826,
indicating a very strong and statistically significant
relationship and confirming the leading role of Google
advertising as a channel for monetizing demand during
this period. At the same time, “Users from organic search”
(r=10.7283; p = 0.0169; t = 3.0062), “Clicks (Meta Ads)”
(r = 0.7269; p = 0.0172; t = 2.9941), “Branded website
traffic” (r=0.7109; p = 0.0212; t = 2.8591), “Profile visits
(social media)” (r = 0.7083; p = 0.0219; t = 2.8382), and
“Reach (social media)” (r = 0.6658; p =0.0356; t =2.5240)
were also statistically significant. In contrast, Google
Ads impressions and clicks in 2023 were not statistically
significant, indicating that the determining factor was not
the sheer volume of advertising activity, but the quality
of traffic, the relevance of user intent, and the ability of
the channel to transform demand into orders. Thus, in
2023 there was a model of intercepting already formed
demand through Google Ads, reinforced by branded traffic,
organic search, organic presence in social networks, and
support from Meta advertising as a traffic channel.

In 2024, the structure of relationships changed
somewhat: the strong and statistically significant
contribution of Google Ads to financial results remains,
but the role of organic audiences and branded demand
becomes noticeable. The indicator “Order value (Google
Ads)” retains a significant positive relationship with total
order value at the level of r = 0.6446 with p = 0.0236 and
t=2.6662. At the same time, “Users from organic search”
(r=0.6746; p = 0.0161; t = 2.8897), “Clicks (Meta Ads)”
(r =0.6810; p = 0.0148; t = 2.9407), “Followers (social
media)” (r=0.6696; p=10.0172;t=2.8511), and “Branded
website traffic” (r = 0.6136; p = 0.0338; t = 2.4575) are
statistically significant. In contrast, “Reach (social media)”
and “Profile visits (social media)” in 2024 have negative
correlation values and statistically insignificant p-values,
which may indicate that the growth of content contacts
by itself, without an appropriate conversion logic, did
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Table 1 — Correlation indicators for 2023-2025

2023 2024 2025
Performance indicator Cor- Cor- Cor-
relation (r) p-value | t-Student relation (r) p-value | t-Student relation (r) p-value | t-Student

Impressions (Google Ads) -0,247 0,492 -0,721 0,567 0,054 2,177 0,697 0,012 3,077
Clicks (Google Ads) -0,425 0,220 -1,330 0,179 0,577 0,576 0,600 0,039 2,373
Advertising expenditure,

UAH (Google Ads) 0,371 0,292 1,128 0,517 0,085 1,909 0,694 0,012 3,048
Order value (Google Ads) 0,925 0,000 6,383 0,645 0,024 2,666 0,703 0,011 3,126
Reach (social media) 0,666 0,036 2,524 -0,173 0,591 -0,556 0,472 0,121 1,693
Profile visits (social 0,708 | 0,022 | 2838 | -0458 | 0,134 | -1,631 | 0339 | 0281 | 1,141
media)

Followers (social media) 0,619 0,056 2,230 0,670 0,017 2,851 0,288 0,365 0,950
Reach (Meta Ads) -0,122 0,736 -0,349 0,006 0,986 0,018 0,576 0,050 2,229
Impressions (Meta Ads) -0,237 0,510 -0,690 0,075 0,817 0,238 0,333 0,290 1,116
Clicks (Meta Ads) 0,727 0,017 2,994 0,681 0,015 2,941 -0,030 0,927 -0,094
Advertising expenditure,

UAH (Meta Ads) 0,230 0,523 0,669 0,500 0,098 1,824 0,619 0,032 2,489
Branded website traffic 0,711 0,021 2,859 0,614 0,034 2,458 0,130 0,687 0,415
Users from organic search 0,728 0,017 3,006 0,675 0,016 2,890 0,108 0,739 0,343

Source: Calculated by the authors based on an analysis of the marketing activities in the digital environment of a small business enterprise for

2023-2025

not ensure an increase in total order value. In 2024, an
efficiency optimization strategy was applied. It included a
combination of stable demand interception through Google
Ads, strengthening branded traffic, support of organic
search, growth of the follower base as an element of brand
equity, and the use of Meta advertising tools as a channel
for generating quality traffic.

In 2025, there is a transition to a more mature and
controlled model of digital marketing, when not only
outcome indicators but also operational indicators of paid
promotion become significant. For Google Ads in 2025, the
statistically significant indicators are “Impressions (Google
Ads)” (r=0.6974; p=0.0117; t=3.0768), “Clicks (Google
Ads)” (r = 0.6003; p = 0.0390; t = 2.3735), “Advertising
expenditure, UAH (Google Ads)” (r = 0.6940; p = 0.0123;
t = 3.0483), and “Order value (Google Ads)” (r = 0.7030;
p = 0.0108; t = 3.1258). For Meta in 2025, “Advertising
expenditure, UAH (Meta Ads)” (r = 0.6185; p = 0.0320;
t = 2.4892) and “Reach (Meta Ads)” (r = 0.5761;
p = 0.0499; t = 2.2289) are significant, while “Clicks
(Meta Ads)” lose significance. At the same time, “Branded
website traffic” and “Users from organic search” in 2025 do
not demonstrate a statistically significant relationship with
total order value, just as organic social media indicators
do. In 2025, the main increase in total order value was
generated primarily through paid scaling and a better-
configured performance model, while brand and organic
components performed more of a supporting function.

The generalized analysis for the entire period
2023-2025 shows that the growth of total order value is
formed not only under the influence of paid traffic, but also
due to the long-term accumulation of brand awareness,
organic demand, and the expansion of the digital audience.
Therefore, the managerial logic of an effective marketing
system lies in combining three components: Google Ads
as the core of demand monetization, Meta platforms and
advertising tools as a scaling mechanism, and branded
traffic and organic search as tools for generating sustainable
demand and supporting results over a longer time horizon.

From the point of view of marketing strategy
analysis for 2023-2025, an evolution of strategies can be
distinguished. In 2023, there was an emphasis on demand
and trust formation through social media activity and
interception of purchase intent through Google advertising
tools. In 2024, the focus shifted to brand development and
stabilization of the performance core through Google Ads
and Meta advertising campaigns. In 2025, the company
moved to scaling with high control over paid traffic, where
Google Ads became the main source of order growth,
Meta advertising supported demand through reach, while
organic channels ceased to be statistically decisive drivers
of short-term results. This evolution is consistent with
the concept of flexible brand management in a dynamic
environment, when a small business shifts emphasis while
preserving brand integrity, but adapting tools and KPIs
to those mechanisms that have the greatest impact on
financial results.

Conclusions. The effectiveness of small business
brand management in the digital environment should
be determined on the basis of a statistically verified
relationship between digital marketing indicators and
the financial performance of the enterprise. Individual
indicators of digital activity have unequal analytical value
for assessing brand performance, while the most relevant
ones include branded traffic, users from organic search,
social media indicators, and performance parameters
of advertising campaigns in Google Ads and Meta Ads.
In the process of small business development, the role
of digital channels undergoes a transformation: from
tools for building awareness and trust to mechanisms for
stimulating conversion and ensuring sales scaling. The
practical value of the obtained results lies in the possibility
of using them to improve the system for evaluating brand
management, increase the validity of managerial decisions
regarding the choice of promotion channels, the allocation
of the marketing budget, and the strengthening of the
competitive position of small businesses under conditions
of digitalization.
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Yecerik T.B., llImaTtoxk M.B.
Cymcorutl HayioHanvHull azpapHuil yHieepcumem

E®EKTUBHICTb BPEH/-MEHEJI’KMEHTY MAJIOT'O BIBHECY
B IUP®PPOBOMY ITPOCTOPI

Y ecmammi oocnidoiceno epexmugnicmo 6peHO-menedIHcMenmy Mano2o bizHecy, ujo QYHKYIionye 8 yugposomy cepeo-
osuwyi. J]ocniodicents IpyHMYyEMbCA HA NOLOACEHHT, WO 8 YMO8aX yughposoi mpanchopmayii bpeno-meHeodcmeHm yice He
o00MedNcyEMbCA NIOMPUMAHHAM OHAANUH-8UOUMOCIT, d NEPEMBOPIOEMbCA HA KOMNIEKCHY CUCIEMY CKOOPOUHOBAHUX KOMY-
HIKAYitl, aHATTMUYHO20 MOHIMOPUHEY U A0ANMUSHUX MAPKEMUH208UX PiUleHb, CHPAMOBAHUX HA (POPMYSAHHS CINANO020
nonumy, 008Ipu, 3a1y4eHOCmi KIiEHMIB8 | KOHBEPCii 8 3amo81eHHs. Memor 00CTiONCeHH € BUSHAYEHHS MO020, AKI YUpposi
IHOUKamopu Haumouriwe 8i006PaNcaromv ehekmueHiCMb OPEHO-MEeHEONCMEHMY Ma K BOHU N08 A3aHI 3 (PIHAHCOBUMU
pe3ynomamamu manozo 0Oiznecy. Memooonoziuna ocHosa NOEOHYE meopemuyne y3a2albHeHHs CYYACHUX nioxodig 0o
yuPpo6o2o bpeHOUH2y 3 eMRIPUYHUM AHATIZ0M MAPKEMUH20801 OisAnbHOCmE Mano2o nionpuevcmea y 2023—-2025 pokax.
Emnipuuna wacmuna 6azyemocsa na Kopenayiunomy ananizi Ilipcona misxc 3a2anvhoio cymoro 3amoeieHb ma Habopom
YUpposux mMapkemuneo8ux nokazHuxie, 3okpema mempurxamu Google Ads, Meta Ads, nokaznuxamu coyiarbHux mepesic,
bpenoosum mpagixom caumy ma KOPUCny8avamu 3 OpeaHiuno2o NOWYKY. s KodcHo20 noKA3HUKA 010 064uUcieno Koe-
Qiyicnm xopenayii, t-cmamucmuxy Cmuviodenma ma p-value. Pezynomamu demoncmpyoms cymmeee 3pocmanms 0isnecy
ma niomeepodicyomy, o ehekmueHicmb OPEHO-MEHEONCMEHN) CIIO OYIHIOBAMU He uepe3 I30/1b06aHI KOMYHIKAYIlHI
MempuKu, a uepez CmamucmuidHo 6epu@iKo8ani 36 A3k Midic Yuhpoeoo akmusHicmio ma QiHancosuMu pe3ynomamami.
Ompumani pe3yromamu maxKoxc NOKA3yIoms, wo yu@dposull 6peHo-meHeoHCMeHm PO36UBAEMbCA epe3 KilbKad cmpa-
meeiunux emanie. Ha novamxosomy emani 3p0Cmanus 3yMOSIIOEMbCA UOUMICIIO OPeHOY, 3aTyYeHHAM ayoumopii ma
HAKONUYEHHAM OPeHO08020 NONUMY uepe3 AKMUBHICMb V COYIANbHUX MepeXcax, OPeaHiuHull nowyK I nepuii peKkiamHi
sycunna. Ha nacmynunomy emani spocmae 3nauyujicme 8nisHasanocmi 6peHoy, npupocmy nionucHuKis i 6penoosozo mpa-
@iky, wo ceiduumov npo nocunentHs 0disHanocmi npo 6peHod i d0sipu 0o Hboeo. Ha emani macwmabysanns supiwanona
ponb nepexooums 00 paid performance-npocy8ants, Koau pekiamui Kanai Cmaioms 0CHOGHUMU Opalieepamu KOHEepcii
ma supyuxu. Jlocniodcents 008600ums, ujo eheKkmuHuUll 6peHO-meHeoHcMeHm y yudposomy cepedosuiyi nompeodye eHyu-
K020 NOEOHAHHS THCMPYMEHMIE6 POPMYBAHHs 00I3HAHOCMI, 63AEMOOIL, U0 NIOCUTIOIOMb 008IpY, MA PEKIAMHUX MeXd-
HI3MIG, OPIEHMOBAHUX HA KOHBEPCIIo, 3ANeNCHO 8I0 emany po3sumky Oisnecy. Ilpakxmuuna yinnicms cmammi nonsieae
8 obrpynmyeanti evidence-based nioxody oo eubopy KPI, po3nodiny 6100xcemy ma koopounayii kanauis y yugdpogomy
OpeHO-MeHeNHCMenmi Maio2o Oi3Hec).

Keywords: openo-menedocmenm; manuii Oisnec, yugpose cepedosuiye; yugposuii mapkemune, epexmusHicms
bOpendy, mapkemun208i KOMyHikayil; yugposa anaiimuxa.
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