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HUKOB IPOEKTa W MPOTHO3UPOBAHUS MOTPEOHOCTH B OCHOBHBIX pecypcax Ha Oynmy-
mue nepuonbl. Onepamugnulii epagux — rpaduk, NpeaHa3HAYCHHBIN s IIaHUPO-
BaHUs U KOHTPOJIS MPOEKTa C AeTaIu3aieil 10 eMIUHUYHBIX PadoT.

[Tpu Buenpenuu MCVYII Goabliioe BHUMaHHUE YACISIETCS ONPEICICHUIO KITIoUe-
BBIX TOJIb30BaTENIEH C YyKa3aHUEM UX POJU U (PYHKIIMIA, CBI3aHHBIX C BEACHHEM MPO-
eKTOB. J[Ba KIIIOYEBBIX IOJIB30BATENS — TOT, KTO CO3JIA€T U aKTyalIU3UpyeT rpaduk
npoekTa (Harpumep, JUCIETYEp MPOEKTa) U TOT, KTO OyJeT MoJiydaTh aHaJUTUYe-
CKyl0 MH(POpMaIlMI0O W3 aKTyaJbHOro rpaduka MpoekTa (PyKOBOAMTEIH Pa3HbBIX
YPOBHE: HarpuMmep, HaYaJIbHUKU MOAPA3AECICHUI, PYKOBOJUTENIH MPOEKTOB, PYKO-
BoauTenu komnanuu). [lostomy npu noctpoenun MCVYII nenecoodbpasHo MConb3o-
BaTh cienyromue moaynu: Primavera Project Management u Primavera Web Access.

Ob6a Momynsi MOANEPKUBAIOT JAPYKECTBEHHBIM TOJIH30BATEII0 BeO-MHTEpPEiic
u kactomuzaiuto. [Ipu aTtom Mmoaynb Primavera Project Management GoJibiiie opueH-
TUPOBAH HA T€X MOJIb30BaTeNIel, KOTOPBIA CO3AAI0OT U aKTyaAIM3UPYIOT IpaduKu mpo-
exta. Moayns Primavera Web Access Oosbilie OpHEHTHPOBAH Ha MOJIH30BaTENCH, KO-
TOpble OYIyT HE BHOCUTH MH(OpPMAIKIO O MPOEKTAX, a MOJy4yaTh €€ B yIOOHOM st
ceOs BUJIe IJIs NalbHEUINEro aHaliv3a C IEJbl0 MPUHATUS YNPABIEHYECKUX pelle-
Huil. Bes nndopmanus B Primavera Web Access 1o mpoekTam mpecTaBisieTcs B Ha-
CTpaMBaEMbIX IO/ KOHKPETHBIX MOJb30BaTeNel MOPTIAETaX — C YUYETOM UX (DYHKIIMMA
u posiu B UCVYIIL.

Monyns Primavera Web Access mo3BosisieT HacTpauBaTh I TPOCMOTpPA aHa-
JUTAYECKUE OTYETHI M0 TEKYIIUM aKTyaJbHbIM IPOEKTHBIM JaHHBIM. PykoBoauTEINb
MOJIy4aeT BO3MOKHOCTh YBHUJETh JIBa KJIIOYEBBIX «Cpe3a» MHPOPMALMH IO MPOEK-
TaM: pe3yJbTaThl IIaH-()aKTHOTO aHaJIW3a JAaHHBIX M MporHo3bsl. Moxyns Primavera
Web Access ynobeH st pyKOBOIUTENSI TEM, YTO MO3BOJISET MOJy4aTh aHAJIUTHYe-
CKYI0 MH(OPMAIMIO MO0 TPOEKTY / MOPTQENIO MPOEKTOB C UCIOIb30BAHUEM CUCTEMBI
HACTParWBaEMbIX MOJ] TEKYIIEe COCTOSIHIE MPOEKTa MHIUKATOPOB (IO CpOKaM U O1of-
KETY MPOEKTA).

JIOCTOMHCTBOM JIaHHOTO MOJYJISl TAKXKE SIBJISETCS BO3MOXHOCTh pabOThl C HUM
4yepe3 CUCTEMY YJIaJEHHOTO JOCTYIIA, YTO OCOOEHHO AKTYaJIbHO ISl TEPPUTOPHUATIEHO
pa3eIeHHOW WHXUHUPUHTOBOM KOMHAHWU. MOXHO TOBOPHUTH O TOM, YTO MOZYJIb
Primavera Web Access Mo3BoJIsieT HACTPOUTh «pabOUuuii CTO» PYKOBOAMUTEINS MPO-
eKTa / pyKOBOIUTEINSI MOPT(hensi / pyKOBOIUTENSI KOMITAHUU.
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Since Internet started its expansion worldwide, we have faced a lot of changes
in social life, as well as economy. Commercial activities have generated different le-
gal forms of organizations while the battle for a client forces entire enterprises to dive

deep in the network. Online competition in definite areas is of primary importance
compared to the real one. Firms now make their sales via Internet, which provides
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their competitive edge. An increasing number of startups discover new markets with
the aid of e-commerce. As a consequence, online rivalry is getting tougher.

So far the main weapon is the Search Engine Optimization (SEO). By means of
the SEO webmasters promote corporate and personal websites up to the top of a
search engine page. Then the promoted website gets higher traffic than ever. The
SEO has become a complex instrument and given rise to promotion business. The
more companies compete online, the more cash they can invest into website promo-
tion. And here come the questions. How to measure the SEO impact? How not to be
cheated? This paper attempts to suggest some procedures that would indicate the ef-
fectiveness of every rouble invested in the e-commerce website promotion. Besides,
our purpose is to evaluate the total effect of e-commerce maintenance charge.

To achieve the target, we have combined the methods of business analysis and
Web analytics. Business analysis is a fundamental science derived from accounting,
mathematics, statistics and econometrics. Web analytics refers to a tool for measur-
ing, gathering and analyzing Internet data. In business managers tend to misunders-
tand or misinterpret Web analytics indicators, which is quite comprehensive as they
are not correlated with economic data. To solve this problem we attempt to find cor-
relation between website popularity (by means of hosts) and revenue gained from a
website. Therefore, our working hypothesis is as follows: e-commerce website reve-
nue is strongly correlated with unique hosts, which in their turn come from four di-
rections: search engines, external websites advertisement, direct advertisements and
direct visits. In order to estimate the website output we have to single out the revenue
that is directly attached to the cost center. If we do it, then the hypothesis of website
revenue and unique hosts correlation can be considered confirmed.

For instance, we apply Yandex Metrics as a Web analytics tool. It enables us to
monitor the following Internet data:

the share of visits from search engines;

the share of visits from external websites;

the share of direct advertising visits;

the share of direct advertising hosts;

the share of target inquiries.

The four mentioned above items are those cost centers whose efficiency we put
to explore. Down here we cite a table of cost centers, traffic sources, hosting statistics.

Table 1. Input data for website output estimation

Cost centers Charges Traffic sources Yandex Metrics

sources

Search engine Invoices, accounts 76, 60 | Search engines Search engines

promotion

Advertising on Turnover balance sheet, | External website Websites

external websites | accounts 60, 76

Direct advertising | Contracts, SEO plans Advertising keywords | Advertising

phrases
Direct visits Contracts, accounts 60, Bookmarks, direct Direct visits
76 typing
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For singling out the revenue related to each cost center we should multiply the
total revenue by the share of certain hosts. For instance, to isolate the revenue gained
from search engines we propose to multiply the total revenue by the share of unique

visitors who surf our website using the search engine.

Table 2. Website costs efficiency indicators in e-commerce

Indicator Formula Transcription
Return on search Row _ total website revenue
engine  promo- :
tion costs Ot _ ghare of search engine hosts
R x0., x0 0 .
Yo = "”“’B dSE farget et — share of target search in-
uaget, quiries
Budget
€% - total cost for the search
engine promotion
Return on exter- Oevemal — share of external websites
nal Web81te ad_ _ Rtotal aexz‘e’:'rnal V1S1ts
Vertlslng external — Budoet B
E udget... _ total cost for external
websites advertising
Return on direct R %o Oare — share of direct ad visits
advertlslng Yd = total direct Budget )
" Budget w« — total cost of direct ad
budget
Return on offlin Budget
cturn on o © R x(1-8,-0. -8, ) €% _ total cost of promot-
advertlslng Yd ot = total SE external direct . . . . .
Budget ing website in mass media, public
transport, etc.

However, in the above example we did not take into consideration empty hosts,
i.e. those visitors who accidentally browsed our website through so called blank
search inquiries. It causes pulling blanket to search engine promotion cost center,
which is obviously incorrect. To avoid this error we have introduced a new factor —
the share of target search inquiries. Thus, multiplying the earlier corrected revenue by
the share of target inquiries yields a more clarified indicator.

It 1s recommended that a diagram for every included in the table indicator be
drawn considering the periodic performance. The steady growth of direct visits and
search engine unique hosts demonstrates highly efficient website promotion.

Thus, these indices present a tangible picture of website promotion, which al-
lows monitoring the most productive directions. For example, the most expensive is
search engine promotion, but it is not rare when off-line advertising yields a better re-
sult. Besides, graphical performance allows a complex grade for the long-term pro-
motion. Accordingly, managers using cost efficiency indicators in e-commerce can
make more accurate assessment when investing in high-risk ventures.



