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Abstract 
This study is devoted to the problem of promoting consulting services on the international 

market using social media (SMM). Currently, the demand for consulting services is growing due to 
increasing competition in all business sectors. In such a competitive environment, both Russian and 
foreign consulting companies are forced to pursue a competent marketing policy. New companies 
want to achieve the goal of forming relevant positioning and want to take a share in a dynamic market, 
while experienced ones are forced to adapt to trends and innovations. In this regard, this work is 
gaining increased relevance and is aimed at identifying the patterns that exist in the promotion of 
international consulting companies in order to draw up recommendations for a unified application of 
these patterns to Russian firms. The author used the method of content analysis, as a result of which 
the posts of KPMG, EY, PwC, Deloitte for 2020 on social networks Facebook and Twitter were 
analyzed according to 17 criteria. One of the substantive criteria is the criterion of the expertise of 
the information in the post. The number of such posts prevails over publications with non-expert 
topics. As a result of the study, specific recommendations were formed for the promotion of 
consulting services in the international market. 
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Marketing promotion includes a variety of communication activities to educate customers, 
raise awareness, increase demand, increase value and brand awareness, and ensure differentiation. 
Depending on the activity, marketing promotion can be carried out through personal sales, 
advertising, sales promotion, direct marketing and PR. According to Kotler, promotion is a complex 
of marketing activities, the goals of which are to increase the share of a product, service, company or 
brand in the market; bringing goods to market; increasing their recognition; attracting new customers, 
increasing sales efficiency through communicative influence on staff, partners and consumers [1]. 

The consulting industry is growing rapidly and creates a dynamic environment, the success of 
which is measured by effective marketing activities. Consulting services must be tailored to the needs 
of clients, realistically priced, distributed through convenient channels, and actively promoted among 
clients. The priority advertising tool for consideration in this scientific article is SMM - Social Media 
Marketing. According to D. Falls and E. Deckers, SMM is: 

1. Activities for the creation of content, carried out in order to attract attention to the brand, 
expand the circle of consumers, increase the popularity of the brand. 

2. The process of getting traffic for the site, introducing marketing through social networks. 
3. Activities to promote the site, to attract consumers. 
4. Tool for attracting consumers. 
This tool involves the use of social networks such as Facebook, Twitter, Instagram, etc., in 

order to achieve certain communication, marketing and business objectives. The most frequently 
formed goals are: brand promotion, drawing attention to the company or individual elements, 
increasing subscribers, increasing traffic to the site, increasing direct and indirect sales. 

SMM promotion, like any advertising technology, has several strategies for implementation 
on the international market. So, the maintenance of social networks can be carried out from the 
standpoint of adaptation and standardization. 

In a broader sense (in the organizational and marketing planes), standardization involves the 
use of the same range of products, the same pricing, advertising and geographic strategies [3]. When 
standardizing, the company focuses on its main advantages and develops a stable and strong brand in 
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all markets. With this model, social networks are distinguished by a uniform conduct, approximately 
the same ratio of content types, and an emphasis on the same details. 

Adaptation strategy involves changing various aspects of products and services to a large 
extent to meet the needs of consumers in international markets, taking into account their differences. 
When implementing the adaptation strategy, the content of social networks is also adapted to the 
interests of specific markets, taking into account their characteristics and trends. 

So, Deloitte in Facebook has pages for each region: Cis, Germany, USA, etc. These pages 
replace one global standardized page and allow targeting country-specific audiences. They publish 
information about local events, achievements of local employees, research and development of 
regional offices. KPMG, on the contrary, although has several pages, some of which are regional - 
the main page is the global KPMG group. It publishes information about global events and events 
related to the company. 

The use of SMM by a consulting company when entering the international market contributes 
to a significant reduction in the time of its development and allows to increase the depth of market 
penetration. This is due to the absence of territorial restrictions, the ability to reach a large number of 
people in the shortest possible time. Also, even using a standardization strategy, it is possible to 
effectively solve the problem with the language barrier - either create separate pages, or provide the 
user with the opportunity to use the built-in translator. If we talk about sites, then as part of SEO 
promotion, companies make several language versions for different regions. 

The author conducted research using the method of content analysis of social networks 
Facebook and Twitter of four consulting companies: KPMG, EY, PwC, Deloitte. The research was 
carried out on 17 quantitative and qualitative indicators. In total, four hypotheses were considered: 

1. Popularity on one platform ensures popularity on other platforms. This hypothesis has not 
been confirmed, since there are enough examples when a particular social network in a company is 
dominant, while another is very far behind in key indicators. Facebook of KPMG company has 7 376 
likes, while KPMG Twitter has 16 399 likes, also number of Facebook posts are 33, and tweets – are 
575. PWC Twitter is also more popular, than Facebook. Total amounts of likes – 8037 in Facebook 
and 18940 in Twitter. Number of posts in Facebook are 165, in Twitter – 1154. 

2. Adaptation of content for various social networks plays an important role and directly 
affects the interest of consumers. This hypothesis has indeed been repeatedly confirmed. Changing 
content due to the characteristics of the target audience and the rules of a particular social network is 
an important factor and increases the attention of subscribers. Analyzing the engagement of 
publications with text of one length or another in general, we can see that we are faced with 
insufficient optimization of content for different social networks. If on Facebook the user engagement 
with medium texts coincides with the dominance of posts with a similar volume of texts, then on 
Twitter the situation is different – users interact much more with short text content, however, as we 
can see in the previous diagram, the number of short texts compared to the number of medium texts 
is quite small. Thus, we come to the importance of adapting content for various social networks. 
Twitter was originally conceived as a social network for businessmen who do not have a lot of free 
time and who want to receive news about the company in a very concentrated form with a minimum 
of characters. Our research on ER and text length confirmed this. In this regard, an obvious conclusion 
is the need to increase the share of short text posts on Twitter (< 160 characters) compared to long 
ones. Research on the relative activity of users (criterion 10 in the table) also confirms our conclusion. 

3. Discussion by the company of important world events and events increases the involvement 
of subscribers in the company's activities. In this vein, we analyzed the hashtags that companies used 
in their posts to emphasize their involvement in any events. Some of the most popular hashtags for 
consulting companies in 2020 were: 

#wef20 (or # wef2020), it is associated with the international economic forum. Participation 
in such a major forum is an indicator of the credibility of the company, and all participants in the 
study referred to this event. 
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#covid-19 – large companies cannot stay away from global events, many of them warn 
subscribers about the need to comply with health protection and prevention measures, publish studies 
related to coronavirus, and so on.  

#ai – posts about technologies, artificial intelligence, digitalization is traditionally at the top 
of the interests of consulting, as an institution for introducing these technologies into the business 
processes of clients. In connection with this fact, a large number of studies are carried out and various 
opinions are published. 

#iwd2020 (International Women's Day) – also reflects the involvement of companies in 
international events and holidays. 

Indeed, this hypothesis is confirmed, since such topics cause the greatest public reaction, call 
for discussion and expression of people opinion. 

4. Expert content prevails over other types of content on social networks of consulting 
companies. The content of the publications was considered separately from the standpoint of the 
source's expertise. For this, several criteria were highlighted: 

� Publications about participation in international organizations (any international projects 
with foreign participation). 

� Publications about books, research and articles (internally or externally). 
� Publications about international events (with or without the participation of the company). 
� Information about cooperation with clients (description of cases, work done, performed by 

KPI). 
� Publications about authoritative personalities (company employees or third parties). 
As a result of the study, it turned out that all the consulting companies under consideration are 

guided by the expertise of the content of the publication. The percentage of expert posts in comparison 
with non-expert posts prevails very strongly. Among the topics of expert posts, the most popular were 
publications about international events (since global companies participate in major international 
events), as well as publications about books, scientific research and articles, since a science-based 
and research-oriented approach causes more loyalty from the audience and increases brand 
confidence. 

We can conclude that the use of marketing technologies, and, in particular, SMM, is an 
integral part of the promotion of consulting services in the international market. Using marketing 
technologies in promoting services has a number of features. First of all, the focus is on customer 
interaction. Unlike the sales of tangible goods, the service sector is characterized by long-term 
interactions between the service provider and the customer. This interaction creates the need to use 
marketing technologies at all stages of communication between the company and the client, from the 
marketing department to the service provider and the consumer. 
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А. С. Алимпиев  
АНАЛИЗ ИСПОЛЬЗОВАНИЯ SMM-ПРОДВИЖЕНИЯ КОНСАЛТИНГОВЫМИ 

КОМПАНИЯМИ В КОНТЕКСТЕ МЕЖДУНАРОДНОЙ КОММУНИКАЦИИ 
Аннотация 
Данное исследование посвящено проблеме продвижения консалтинговых услуг на 

международном рынке с помощью ведения социальных сетей (SMM). В настоящее время 
растет спрос на консалтинговые услуги, что обусловлено увеличением конкуренции во всех 
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секторах бизнеса. В подобных конкурентных условиях как российские, так и иностранные 
консалтинговые компании вынуждены проводить грамотную маркетинговую политику. 
Новые компании преследуют цель формирования эффективного позиционирования и хотят 
закрепиться на динамичном рынке, а опытные – вынуждены адаптироваться под тренды и 
инновации. В этой связи данная тематика приобретает повышенную актуальность и 
направлена на выявление закономерностей, существующих в продвижении международных 
консалтинговых компаний, с целью составления рекомендаций для унифицированного 
применения этих закономерностей к российским фирмам. Автором использован метод 
контент-анализа, в результате которого по семнадцати критериям были проанализированы 
посты компаний KPMG, EY, PwC, Deloitte за 2020 г. в социальных сетях Facebook и Twitter. 
Одним из содержательных критериев выступает критерий экспертности информации в 
записи. Количество подобных постов превалирует над публикациями с не-экспертной 
тематикой.  В результате исследования были сформированы конкретные рекомендации по 
продвижению консалтинговых услуг на международном рынке. 

Ключевые слова: консалтинг, SMM, маркетинг, консалтинговые услуги, контент-
анализ. 
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A. Efimova  
COMPARATIVE ANALYSIS OF PROMOTION OF INTERNATIONAL EUROPEAN AND 

RUSSIAN B2B MARKET EXHIBITIONS USING INTERNET MARKETING TOOLS1 
Abstract  
The Internet trade segment is increasing due to the economic downturn in world economy and 

current situation. Currently, the Internet has become the main information and communication 
resource, which allows customers to make purchases. That is why exhibition organizers should pay 
attention to this type of marketing. There are various Internet marketing tools, and in this article, we 
have focused on more detailed study of content marketing tools (websites and exhibition accounts in 
social networks). The purpose of the study is to compare the experience of promoting international 
European and Russian B2B exhibitions in the Internet environment and to evaluate the effectiveness 
of these promotion tools. As a result, it was determined that Russian B2B exhibitions should develop 
their websites and social media accounts in order to attract more foreign participants and visitors to 
the exhibition. 

Keywords: exhibition, international marketing communications, B2B market, crisis, anti-crisis 
communication. 

 
To create a positive image of any company, which is favorable for creating or strengthening 

cooperation with other companies, it is better to adhere to the correct international communication. 
In this article, we discussed one of the most promising communication tools – exhibition. 

The concept of “exhibition” can be considered from different points of view: 
1) from the point of view of organizers, exhibition represents a marketing product that is 

“offered for market participants and satisfies their need”; 
2) from the point of view of participants, it’s a place where they can offer their product to 

customers; 
3) from the point of view of visitors – a platform where solutions that meet customers’ needs 

are presented [2, p. 403]. 
There are the main characteristics of classification of exhibitions: 
� geographical characteristic (worldwide, international, with international participation, 

national, interregional, regional/local); 
� frequency of exhibition (annual, seasonal, periodic); 
� industry characteristic (universal, multi-industry, industry-specific); 
� commercial characteristic (commercial, non-commercial); 
� duration of exhibition (regular, temporary, short-term); 
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