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ADVANTAGES OF SOCIAL MEDIA MARKETING
AS ALEAD GENERATION CHANNEL FOR START-UPS

INEPEBATU MAPKETHUHI'Y B COHIAJIBHUX MEPEKAX
AK KAHAJY JIITOTEHEPAIIL JIJISA CTAPTAIIIB

Highly competitive environment of start-ups encourages the effective implementation of their marketing and busi-
ness goals. The key task in this context is lead generation, which supports a start-up s key tasks, namely strengthening
market positions and increasing sales. The key channel of the lead generation is the social media, which is in the best
method of performing marketing and business tasks formed within the framework of lead generation. The aim of the
paper is to study the channel of social media as a tool of lead generation for start-ups. The paper considers the fea-
tures of start-up lead generation on the social media platform, and stages of lead generation for start-ups. The paper
offers a number of measures focused at enhancing start-up’s position in social media channel in the context of lead
generation. A special focus is dedicated to increasing the effectiveness of marketing investments under COVID-19
pandemic.
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Bucoxoxonkypenmue cepedoguiye OisibHOCHI CMapmanié CHOHYKA€e 00 pe3yibmamugHo20 BUKOHAHHA iX Map-
kemune- i 0iznec-yinei. Kniouogorw 3adauero 6 ybomy KOHmMeKcni € 1i0o2enepayis, wo niompumye 6UKOHAHHS KO-
Y08UX 34044 cmapmany — a came, HOCUIEHHA NO3UYitl Ha puHKy ma picm obcseie npooadxcy. Kuouosum kananom
niooeeHepayii 0 cmapmany € coyianbHi mepedxci, wjo 8 HaubiIbul eQeKmueHuUll cnocio 003601510Mb GUKOHAMU
Mmapremune- i 6i3Hec-3a0a4i, wo chopmosano 6 pamkax nidoeenepayii. Memoio cmammi € 6uBUeHHS KAHATY CO-
yianoHux mepedgc K 3acody nidoeenepayii 0na cmapmanie. B cmammi posenanymo ocobrusocmi niooeenepayii
cmapmany na nam@opmax coyianbHux mepexc, a maxoxc emanu giooeenepayii. Busueno cneyugiuni 3axoou, wo
HeoOXIOHO 8Jcusamu 3a0.is pe3yibmamusHo20 6UKOPUCTNAHHS KAHATY COYIANbHUX MePedxC 6 3a0ayax 1i0o2eHepayii
cmapmany. [looano emanu niooeenepayii cmapmany. Hazeano ocobaugocmi nidocenepayii a okpemux niamaeop-
Max coyianvHux mepedic. Bugueno pesyniomamu ocmanHix 0ociiodcenb ujo0o piuieHb MapKemuHe08ux OupeKmopie
8 KOHMeEKCMI 8UKOPUCMAHHA KAHATY coyianvhux mepedxc. Hazeano kpumepii 6ubopy 6i0nogionux Kauanie coyi-
ANIbHUX Mepedc 8 KOHmeKCmi 3a0ay nidozenepayii 0na cmapmany. B cmammi 3anpononosano Komniexc 3axo0ig 3
NOKpawertst no3uyii cmapmany 8 Kamai coyiansHux mepexc 015 3a0ay 1idozeHepayii, wo oXonuoe maxi O10Ku:
1. Onmumizayia npoginio cmapmany; 2. Bukopucmanus akmusHux nocunaus y konmenmi, 3. Cmeopenna niamuoi
DPeKNamu 8 coyianbHux mepexcax, 4. Aemomamuszayis 3a 00nomo2oio iHcmpymenmis uamy, 5. 30iticHenHs cneyi-
ANbHUX MAPKeMUH208UX akyill, 6. Bukopucmannus incmpymenmie ocooucmux icmopiii i 6io2ykis; 7. Bukopucmannus
incmpymenny npsamux mpauncasyii, 8. [lioknuouenns do enekmponnoi komepyii. Haeonowerno na easxciugocmi 6u-
Oopy Hatlbinbw nioxooawoi niamgopmu coyianbHoi mepexci 8 po3pizi nidozenepayii KOHKPemHo2o cmapmany.
Buoineno ocobausocmi 6uKopucmanis inCmpymermy CoyianbHux Mepexc 8 nIOWuHi 3a0au nidoeenepayii 6 nande-
mito COVID-19. 3okpema, Hazonoweno na npiopumemi Mapkemunzo8ux oupexmopis 6 nepioo nandemii COVID-19
HA NepeHanpasieHHs BUMpam MapkemuHzy Ha Kauan coyianvrux mepesc. Okpemuii pokyc Hanpagieno na picm
epexmusrocmi exnadenv 8 mapkemune 6 nanoemito COVID-19. Ilepcnexmugu matiOymuix 0ocniodxcens nonsea-
tomy y eueyenHi inwux incmpymenmie Digital-mapkemuney (SEO, PPC, inwi) 6 konmexkcmi 3a0au nidozenepayii
cmapmanis.

KuouoBi ciioBa: coyianvhi mepeorci, nidoeenepayis, cmapman, yinbosa ayoumopis, COVID-19.
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Problem statement. Start-ups take place in a
complicated competitive environment that demands
implementing effective tools to achieve start-up
marketing and business goals. One of the main
objectives for a start-up to survive in the short and
long run is to achieve appropriate market positions
and sales volumes through lead generation.
The channel of social networks occupies a key
place in the tasks of start-up lead generation.
The channel of social networks ensures the
achievement of relevant start-up marketing and
business goals in the most effective way.

Last research analysis. There are exceptional
research achievements in terms of aspects of using
the channel of social networks in the implementation
of the tasks of start-up lead generation.

Akula [1] studies influence of social networks
on start-ups, namely communication with target
audience and attracting start-up funding through
social networks. Particular attention is paid to social
networks as a tool of lead generation. Dziadkiewicz
[2] studies characteristics and functions of social
networks in the context of start-up business goals,
in particular lead generation goals. The research
results of Akula [1] and Dziadkiewicz [2] form the
theoretical and practical basis for our research on
the channel of social networks in lead generation
goals.

Levy [3] addresses the issue of user experience
management in start-up products in order to intensify
the lead generation process. Lopez [4] studies digital
marketing problems of involving loyal audience in
the field of various marketing and business goals,
including problems of lead generation. Richter [6]
approaches issues of start-up communication at the
early stage of development. It means in the context
of problems of marketing start-ups in general and
lead generation in particular. Rumler [7] studies
start-up communication problems at the early stage
of development — within implementation of lead
generation tools. The research results of Levy [3],
Lopez [4], Reklaitis [5], Richter [6], Rumler [7]
are important for our research in terms of forming
and implementing start-up marketing and business
goals within lead generation tasks.

Syaifullah [8] considers the features of the use
of social media marketing to achieve marketing
and business goals of small and medium-
sized enterprises. The research emphasizes the
importance of taking into account the effectiveness
of the use of lead generation tools when choosing

marketing channels for small and medium-sized
enterprises. Yang [10] considers features of social
network use in the context of the effectiveness of
attracting start-up investment. A separate focus in
the article is put on the efficiency of lead generation.
We use the research results of Syaifullah [8] and
Yang [10] to study the specifics of planning and
implementation of start-up lead generation goals.

However, the issue of developing start-
up measures in the channel of social networks
within lead generation tasks has not been studied
sufficiently due to the high volatility of the
environment in which start-ups take place, as
well as due to rapid changes in social networking
platforms and digital marketing. An additional
aspect that makes this article highly relevant is
lack of research that takes into account changes
caused by COVID-19, especially in planning and
implementing start-up marketing in general and
lead generation in particular.

The purpose of the article is to study the
channel of social networks as a lead generation
tool for start-ups and for developing measures to
improve start-up positions in the channel of social
networks for lead generation tasks with a particular
focus on changes caused by COVID-19 pandemics.

Research results. A lead is a person who in
some way expresses an interest in a company’s
product or service. In general, a lead is a potential
customer. A lead, unlike a cold call, is involved due
to targeted communication and leaves their contact
details for further communication. Lead generation
presupposes creating unique ways to involve
target audience that will have natural interest in a
product and will be more open to potential future
purchases.

A practical example of lead generation could be
receiving an email with product description by a
person who filled out questionnaire indicating their
contact details. This process could be described
as less pushy and one that has a higher value in a
potential customer’s opinion than a random call or
text message from a company, which has previously
bought a database with contact details of its target
audience. From the company’s point of view, the
information collected about potential customers
helps personalize communication with potential
customers to solve their existing problems. Besides,
there is no need to spend resources on phone calls
to potential customers who are not interested in the
company’s product.
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Lead generation is a part of customer lifecycle
where a customer moves from a Visitor stage to a
Client stage. Not every lead is equally essential.
There are different types of potential customers
depending on their qualifications and being at a
certain stage of the lifecycle. Lead generation is a
core part of digital marketing. It takes place after
the company has involved audience and is ready
to turn these visitors into potential customers
(namely, Sales Qualified Leads). Lead generation
is an integral part of a stage on the customer’s path
to purchase and use the product (Figure 1).

There are lead generation stages according to the
methodology of Hubspot consulting and analytical
company [11] specializing in digital marketing:

Stage 1. A visitor learns about a product through
one of the marketing channels, for instance a
website, blog, page on social networks.

Stage 2. The visitor is spurred to Call-to-Action
(CTA) — an action of clicking on an image, button
or message that encourages website visitors to take
a specific action.

Stage 3. CTA refers a visitor to a Landing Page,
which is a website designed to get information
about potential clients in exchange for marketing
material (Offer) that has value to a potential client
(e-book, report on research results, etc.).

Stage 4. Going to the landing page, the visitor
fills out the form in exchange for the above
marketing material.

In conclusion, the visitor clicks on the CTA,
which leads to the landing page of the website,
where he or she fills out the form with their contact
details to obtain marketing material, and then
becomes lead.

Visitors

) 9)

Leads

After combining the above steps into a
single complex, the company can use different
promotion channels in order to attract traffic to its
landing page, which fulfils the task of attracting
potential customers. Social networks are one of
the key promotion channels in the process of lead
generation. Social networks make it easy to direct
your subscribers to action (/nstagram: swipe up
option; Facebook: bio links, Twitter: bitly URLs,
etc.). The company can also promote its proposals
in publications on social networks and include CTA
in them.

Facebook was a tool for potential client
generation in the beginning of its operation.
Companies could use outbound links in their
publications and profile information to attract
strangers to their websites. However, when the
Facebook Ads tool was launched in 2007, and its
algorithm began to favour accounts that used paid
advertising, there were changes in how companies
began to use the platform for lead generation.
Facebook created Lead Ads for this purpose.
Facebook also has a feature that allows you to place
a simple CTA button at the top of the profile page,
which helps direct Facebook subscribers directly to
the company’s website.

Twitter has the Twitter Lead Gen Cards tool that
makes it possible to generate potential customers
directly in a twit without leaving a website.
The wuser’s name, email address and Twitter
username are automatically entered on the card,
and then all that is left to do is to click “Submit” to
become a lead.

LinkedIn created Lead Gen Forms that
automatically fill out user profile data when they

Clients

Figure 1. The process of start-up digital marketing
Source: based on the materials of Hubspot consulting and analytical company [11]
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click on CTA, which makes it easier to obtain
information.

Accordingtotheresearch[12],in2021,marketing
strategy changed and put its focus on the channel
of social networks that has better opportunities
for personalized marketing. Among the main
priorities for marketing in 2021 the following
were mentioned: strengthening the authenticity of
the brand, optimizing the customer experience,
attracting potential customers (Figure 2). In 2021,
the vast majority of marketing managers (63% of
respondents) has an increased budget and spends it
on paid advertising, content creation and marketing
software. All this set of tools to promote a start-
up among the target audience and strengthen its
position in the market can be used in the channel of
social networks.

According to the study [12], lead generation is a
taskNo.1 formarketersin2021. Consequently,social
networks are the channel No.1 used in marketing in
2021, in particular, 8 out of 10 companies invest
in social media marketing in 2021. In 2021, the
main (62% of respondents) tactics of marketing
in social networks is a comprehensive monitoring
of the opinions of users of social networks (Social
Listening). Having established direct relationships
with its audience on social networks, the start-up
forms an effective approach to how to support,
interact and turn potential customers into loyal fans
of the brand. The top 3 marketing tactics on social
networks in 2021 also include hashtag tools (48% of
respondents) and live video (46% of respondents).

According to the research data [12] top 5 social
networks used by start-ups in 2021 include:
Instagram (82% of respondents), Facebook (80%),

69%

Twitter (61%), YouTube (59%), LinkedIn (41%).
At the same time, among the TOP-5 social networks
with the highest ROI of marketing campaigns, in
the start-up context, there are: Facebook (43% of
respondents), Instagram (31%), LinkedIn (9%),
YouTube (7%), Twitter (6%). That is, start-ups
mostly use the /nstagram channel, but the highest
result from the marketing campaign is in the
Facebook channel. The results of the study [12] are
summarized in Figure 3.

This corresponds to the key task of lead
generation, i.e. filling the marketing funnel and
obtaining potential customers’ contact details to
further transform them into users. Generating leads
on social media is a strategic marketing challenge
that captures leads on the brand's social networking
platforms and engages them in the marketing
funnel to turn leads into users.

Social networks are the optimal channel for
start-up lead generation due to the fact that this
channel provides high quality leads, as well as due
to its ability to convert on sale. A social networking
site generally has a higher rate of interaction
with users than other channels (such as an email,
brand website, website landing pages). The social
networking channel also has significant built-in
targeting and personalization capabilities for user
profile data. Since a start-up may look for and find
potential clients through social networks, rather
than attract them through organic marketing, there
appears an opportunity to choose those who will
receive messages as well as to look for potential
clients who are already involved in competitors or
categories of complementary products. Geographic
targeting tools and positioning also assist start-ups

40% 38%
0,
32% 28%
Social media SEO ABM Content creation Targeted
advertising

Figure 2. TOP-5 marketing tools used by companies in 2021, % of respondents

Source: based on [12]
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82% 80%
61% 59%
319% 43% 41%
6% 7% 9%
Instagram Facebook Twitter YouTube LinkedIn

Figure 3 TOP-5 social networks used by start-ups,
the frequency of their use and estimates of ROI, 2021, % of respondents

Source: based on [12]

that have specific goals in the region where they
plan to run business. Filtering tools and analytics
embedded in social networks help realize a lead
generation strategic plan.

Lead generation through the channel of social
networks requires that a start-up takes measures to
improve its positions in this channel. We will form
a complex of lead generation through the channel
of social networks for the start-up, covering a
number of blocks (Figure 4).

Block 1. Optimization of a start-up profile.
The first thing potential customers see on a start-
up page is its profile and profile data. Optimizing
this section will help engage potential customers
and encourage them to follow and interact with the
start-up brand. There are several ways to improve a
start-up’s social media profile. They include:

Clear contact details;

CTA buttons use;

Adding links to the website;

Creating quick links to info-sheets or e-mail
registration pages;

Improving short brand descriptions;

Choosing the right profile image;

Pinning important content at the top of the
profile.

Block 2. Use of active links in the content. Con-
tent that a start-up creates and shares on social
media should be compelling in order to encourage
viewers and potential customers to interact with
the brand. However, the actions taken will not
be successful if there is no clear transition to the
next stage in the lead generation process. Content
should have a goal that is displayed to the target

audience through active links that can be clicked
and moved to the next steps behind the marketing
funnel.

Block 3. Creating paid advertising on social net-
works. Social network advertising helps to convey
messages and offers directly to the target audience,
not just for the general public of Internet users. So-
cial network advertising helps to reach the target
audience and increase engagement by choosing the
right group by demographics and other markers,
which will help increase conversions.

Block 4. Automation of direct messaging. Leads
want to be able to get quick responses and inter-
act directly with the brand at any time. Automa-
tion tools (such as chat bots) can help attract leads
when they have a question about a product, without
significantly involving start-up employees in the
process. An additional argument is that it is much
easier to set up a chat bot to ask leads for person-
al information and find detailed information about
their requests than to force a member of a start-up
team to produce answers to more or less standard
questions.

Block 5. Special marketing promotions. Spe-
cial marketing promotions are a powerful tool to
involve potential clients on social networks. These
activities tend to have high levels of audience in-
teraction. Thanks to special marketing campaigns,
more "cold" leads are ready to provide information
or start interacting with the brand.

Block 6. Using personal story and feedback
tools. Personal stories and feedbacks are ones of
the most powerful marketing tools you can use as
part of a plan to generate leads on social media.
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When a brand uses its platforms to share success
stories and positive feedback from its audience,
it builds a high level of trust in the brand. Highly
reliable brands have more chances to get a pos-
itive interaction and increased interest by both
potential audience and client database. This gives
the start-up more opportunities to attract new
leads and increase the marketing funnel.

Block 7. Using direct communications. Live
streaming provides opportunities to showcase
new products, answer viewers’ questions, and
hold an online event (such as a webinar). Using
live streaming helps to create brand authenticity
and shows audiences that real people and teams
work under the brand name. This can create
strong links between the brand and the target au-
dience, which helps to attract leads.

Block 8. Connection to e-commerce. Social
networks are not only a powerful lead generation
tool, but also a sales tool. Thanks to the use of
the e-commerce channel, the start-up gets the op-
portunity to demonstrate its product to a general
audience as well as to a target audience. Even if
they don’t buy the product right away, connecting
to e-commerce can help start-ups gather valuable
information for future lead generation.

The key task is to choose the most suitable so-
cial network in terms of lead generation of a par-
ticular start-up. While any platform can be used
to engage potential customers on social media, it
is important to determine which platforms will be
best for a specific start-up and its business goals.
Start-ups should choose the social networks that
the target audience frequently uses. It is also impor-
tant to form a profile of the target audience to more
accurately determine the characteristics of the lead
generation plan in the social network channel.
For instance, if the target audience of the start-up
spends most of its time on the LinkedIn, the im-
plementation of the lead generation plan on 7ikTok
may have low effectiveness for the purposes of this
particular start-up [9].

The COVID-19 pandemic presents an addition-
al challenge and opportunity for lead generation on
social networks. A special study of CMO Survey
[13] on the pandemic and its impact on marketing
showed that social networks have become crucial
for marketing during the pandemic. In particular,
spending on social media marketing increased from
13.3% in the structure of the marketing budget in
February 2020 to 23.2% in June 2020 (an increase

Block 1 Block 2.
Optimisation of Usa%e Ef .
startup profile active links 1n
content

Block 3.

Creation of Automation of
paid direct
advertising masseging

Block 5 Block 6.
Special USlrllg
marketing personal story
romotions and feedback
P tools

Block 7.
Usingdirect
communications

Block 8.
Connection to
e-commerce

Figure 4 A complex of lead generation through
the channel of social networks

Source: the author s analysis

of 74%). At the same time, traditional advertising
costs are expected to decline as marketing execu-
tives estimate traditional advertising channels to
shrink by 5.3% over 2021. In the pandemic, mar-
keting executives are increasingly investing in on-
line customer experience. 60.8% of respondents in-
dicated that they spent resources on creating digital
interfaces for customers, and 56.2% of surveyed
marketing executives plan to transform their busi-
ness models to enter the market with a focus on
digital opportunities. In this context, the channel of
social networks will continue to play an important
role in attracting consumers to digital value offers.

Conclusions. Social networks are one of the
key tools for start-up lead generation. The channel
of social networks is the most suitable for the task
of lead generation of start-ups due to its features,
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in particular, the ability for targeting, usage by the
target audience, data availability, and features for
integration with other channels. The key task is
to correctly define the business goals of the start-
up, an accurate description of the target audience
and the competent setting of tasks within the lead
generation. This will make it possible to choose
the appropriate social network and a specific lead
generation method, based on marketing and busi-
ness objectives. It has been emphasized that lead
generation through the channel of social networks
requires the start-up to implement a set of meas-
ures to improve its position in this channel, which
includes such blocks: 1. Optimization of a start-up

profile; 2. Use of active links in the content; 3. Cre-
ating paid advertising on social networks; 4. Auto-
mation of direct messaging; 5. Special marketing
promotions; 6. Using personal story and feedback
tools; 7. Using direct communications; 8. Connec-
tion to e-commerce. Peculiarities of using social
networks for lead generation tasks in the COV-
ID-19 pandemic have been pointed out. In particu-
lar, marketing executives have indicated the prior-
ity to increase marketing costs on the channel of
social networks. The direction of further research
is to study other tools of digital marketing (SEO,
PPC, etc.) in the context of the problems of start-up
lead generation.
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