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Abstract

The relevance of this research topic is due to the fact that modern PR is a virtual technology
of control over the communicative sphere and media management. Any commercial organization
operates within a complex environment. Therefore, the understanding that those companies that
actively use the Internet in their activities receive a number of undeniable competitive advantages
is becoming more and more tangible. Doing business in modern conditions without the use of
information technology is not possible, as the Internet provides ample opportunities for
promotion. It is important for the company to ensure awareness of potential customer, to ensure
that a certain percentage of the target group has heard about the existence of the organization, its
products and services, as well as their usefulness. Knowledge about the company, the product is
acquired by the client as a result of purposeful informing about the specifics of the company and
its capabilities, about the ability of the product to satisfy the need. There are many channels for
presenting an organization and goods or services, but at the moment, due to high competition,
every commercial company is trying to make itself known in such a strong modern information
space as the Internet. The results of recent studies have shown that the use of PR on the Internet
can bring real savings and profits. This is due to the great benefits and conveniences that both
consumers and firms receive.
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Introduction

PPR is one of the elements of the complex of integrated marketing communications. Its main goal
is to ensure mutual understanding and mutual cooperation of people participating in information
exchange; management of communications between the organization and the public [Breckenridge,
2020].

PR activities involve a comprehensive and targeted work with the target audience before and after
the initial contact with the company, as well as maintaining and stimulating the consumer's desire for
further cooperation. The use of PR tools allows the company to manage its reputation (among potential
and real customers, partners and investors), prevent crises or help in their elimination, achieve strategic
goals, solve marketing problems, and optimize relationships within the company itself.

Based on the target audience, the PR methodology on the Internet can be divided into mass relations
(mass communication), group relations (relationships with groups) and media relations (relations with
the media), each of which has its own tasks [Brogan, 2019].

For mass communication: branding via the Internet, promotion of a product or website. Website
promotion has become a popular service when it is necessary to attract the attention of the target
audience and create an active community of regular visitors (community), which is the closest business
environment of the company [Hunt, 2021].

Media relations, interaction with the media through the use of the Network (sending out press
releases, creating a section on the website "for the press", writing custom articles, etc.). Relations with
the media, as well as offline, continue to be one of the frequently used elements of PR activities [Brody,
2021].

Group relations are relations via the Internet with the closest environment of the company (with
the target market segment), i.e. all those who need to receive information about the company. A
company can segment its business environment into certain groups and carry out activities with each
of them [Cizmec, Ercan, 2020].

From the point of view of PR, a site is a set of information blocks and tools for interacting with the
target audience, which can be represented by real and potential customers and partners and the media.
The information on the site and the technical design of the site are highly dependent on the target
audience, and what the site should convey to it, what opportunities to provide.

Having a corporate website for an organization is a must today. “If you are not represented on the
Internet, you simply do not exist”— this phrase can describe the importance of a website for an
organization [Atshaya, Rungta, 2020]. On the Web, when an organization is mentioned in articles or
news, links are made to the corporate website. Today, the question no longer arises: do you need a site
or not, but the topic is how to make the site as effective as possible in terms of successful
communication and maintaining a favorable image. Therefore, the creation and support (regular
updating of information) of the site is one of the important components of PR activities on the Internet.
It is very important to establish feedback support: firstly, the ability for the client to quickly contact by
e-mail or using instant messengers and, secondly, the company's prompt response to the message
[Bouari, 2020].

As a PR tool, the site is a convenient channel for informing target audiences and studying it. It
allows you to collect statistics on visitors, draw a portrait of your audience, which makes it possible to
compose an adequate and targeted message, as well as overcome communication barriers. For example,
a company can provide access to certain information only to registered users, for which site visitors
need to fill out a questionnaire and subscribe to updates [Abud, 2020].

PR technologies in the promotion of a Chinese company in the Internet space
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PR activities on the Internet include [Zarrella, 2020]:

— impact on the audience through the publication of materials and news in the Internet media,
online browsers, websites of news agencies and the media, specialized and thematic servers;

— contact with media representatives via the Internet;

— work with the audience in online conferences, discussion lists, mailing lists;

— holding events, promotions, contests in the network.

A PR campaign is an event aimed at raising the image of an organization and maintaining its
reputation. Unlike an advertising campaign, a PR campaign creates a positive environment for the client
to make a purchase decision. The main goal of a PR campaign is to improve the image and position the
PR object on the market. The technological cycle of a PR campaign consists of: analysis and setting
goals, development and implementation of the plan, analysis of performance evaluation [Wright, 2021].

A PR campaign is a set of PR tools and advertising materials that are used by a single concept and
general plan to influence the opinions and attitudes of people in order to popularize the image and
maintain reputation.

The concept of the target audience is one of the most important in PR.

PR activities are aimed at carefully selected groups of people who are part of a large general public.
It is important not only to clearly define your target audience, but also to accurately define its ideals,
interests and, accordingly, precisely its communication channels. Thus, the definition of the target
audience actually includes three interrelated tasks [Rose, 2021]:

- segmentation of the mass audience;

- identification of values and ideals of each segment;

- definition of communication channels peculiar to each segment.

Very important in the concept of a PR campaign for public relations is the choice of the main
strategy of the event, which in principle are unique. In a sense, any event in life is unique [Hunt, 2021].

Also, an important element of the PR campaign plan is the early determination of the criteria for
the effectiveness of the PR campaign. Performance criteria or intended outcomes need to be specified
in the plan so that the success of the campaign can be adequately assessed at the end of the campaign.

Methods

In the study, the authors used some methods such as analysis and synthesis, induction and
deduction, historical and logical, abstraction and concretization.

Results

On November 12, 1998, Ma Huateng and his university classmate Zhang Zhidong officially
registered to establish Shenzhen Tencent Computer System Co., Ltd. The company's business was to
expand the wireless network paging system and build an online paging system for the paging station.
This software development project for enterprises or departments was the best choice for all small and
medium companies providing network services [Tencent Holdings official website, www].

Today, Tencent develops and provides rich and easy-to-use instant messaging and social
networking platforms, making communication, sharing and communication more convenient, colorful
and personalized in innovative ways, and enriching people's lives.

Tencent helps build an enterprise ecosystem focused on solving the world's most pressing
problems. Tencent combines innovation, investment and entrepreneurship to create new ways to
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increase food production, prevent disease, mitigate overpopulation, address climate change, improve
healthcare and many other key global challenges.

For January, 2022 the number of employees of Tencent Holdings reached 85,858 people.

Tencent Holdings Co., Ltd.'s chief operating decision makers are primarily the company's
executive directors. They review internal reporting to evaluate performance, allocate resources and
identify operating segments based on these reports.

Chief operating decision makers evaluate the performance of operating segments primarily on the
basis of segment revenue and each operating segment's gross margin. Selling and marketing and general
and administrative expenses are the total costs incurred for these operating segments as a whole and
are therefore not included in the segment performance measure used by the chief operating decision
makers as a basis for allocating resources and segment performance evaluation.

The table provides comparative data for 2021 and 2020.

Table 1 - Tencent Financial Performance for 2020-2021 [ibid.]

Indicators 2021 2020
(in million yuan) | (in million yuan)

Revenue 138 259 114 883
Cost of revenue (75 514) (61 673)
Gross profit 62 745 53210
Interest income 1630 1749
Other income, net 20 763 8 607
Sales and marketing expenses (10 013) (7 756)
General and administrative expenses (22 638) (16 499)
Operating profit 52 487 39311
Finance costs, net (1942) (2 005)
Share of losses of associates and joint ventures (3857) (295)
Profit before tax 46 688 37011
income tax expense (3 666) (4 557)
Profit for the period 43022 32 454

We see that the company is quite successful in the market, its revenue and profit have grown
compared to 2020. Business services revenues grew rapidly year-over-year thanks to the digitalization
of government services and traditional industries, and the consolidation of business services revenues.

Organizational structure of Tencent Holdings Co., Ltd. covers all management of the company
(Figure 1).

Tencent f#id

(DG C51G IEG PCG TEG WXG

Corporate Development Cloud & Smart Industries Interactive Entertainment Platform & Content Technology Engineering Weixin

Group Group Group Group Group Group

Figure 1 - Management structure of Tencent Holdings Co., Ltd. [ibid.]

CDG (Corporate Development Group) as a platform for the company's new business incubator and
exploration of new business directions, CDG is responsible for promoting development and innovation
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in important areas such as financial technology and advertising, as well as marketing services, including
payment and financial applications. As a professional support platform, CDG also provides support to
the company and various business groups in strategic planning, investments and mergers, investor
relations and corporate global communications, marketing and public relations, and more.

CSIG (Cloud & Smart Industries Group) — Responsible for advancing the company's cloud and
industry internet strategy, CSIG explores the interaction between users and industries to create
innovative solutions for smart industries through technological advances such as cloud computing,
artificial intelligence and network security. By driving the digitalization of retail, healthcare, education,
transportation and other industries, CSIG helps companies serve users more intelligently by creating a
new ecosystem of smart industries that connects users and businesses.

IEG (Interactive Entertainment Group) — Responsible for research and development, operation and
development of the company's interactive entertainment business, including games and e-sports.
Through online gaming, live streaming and offline esports, IEG is helping the company to lead the
global interactive entertainment market by delivering the best interactive entertainment content for
users.

PCG (Platform & Content Group) — responsible for the company's Internet platform and the
comprehensive development of the content and culture ecosystem. PCG integrates social platforms
such as QQ and QZone with traffic platforms such as the App Store and Tencent browsers, as well as
content platforms including news, video, sports, live streaming, anime and movies to create a better
ecosystem growth environment Tencent content. PCG promotes cross-platform and multimodal IP
development with the common goal of creating more diverse premium digital content for more users.

TEG (Technology Engineering Group) — Responsible for supporting the company and its business
groups regarding technology and operational platforms, as well as the construction and operation of
research and development control centers and data centers, TEG provides users with a full range of
customer services. As the largest network, device and data center operator in Asia, TEG also chairs
Tencent's Technology Committee to strengthen infrastructure research and development through
internal and distributed open source collaboration, building new platforms, and supporting business
innovation.

WXG (Weixin Group) — Responsible for building and operating the Weixin ecosystem and
leveraging Weixin's open platforms such as official accounts, mini-programs, Weixin Pay, WeCom,
and search function, WXG provides solutions and connectivity for intelligent upgrades across all
industries. WXG is also responsible for the development and operation of QQ Mail, WeRead and other
products.

Today, Weixin's active user base and engagement have increased even more, highlighting the
company's service and commerce dynamism.

The volume of transactions generated by the mini-programs more than doubled year-over-year as
Tencent helped businesses thrive by making it easier to manage their own channels and user
relationships, and allowing them to achieve higher profits than marketplaces.

Brands and merchants can: 1) Attract customers for their mini-programs offline with QR code and
Weixin Pay; 2) create and distribute content through their official Weixin accounts and groups,
attracting users and encouraging repeat visits to their mini-programs; 3) convert visits into sales with
powerful shopping features in mini-programs; and 4) strengthen user connections with video and live
streaming accounts as additional touchpoints.

As for QQ, young users are increasingly consuming entertainment content such as anime and
comics. To cater to young users' need for immersive social and entertainment activities, Tencent has

Wan Wu, Robert O. VVoskerichyan



Management 281

enriched QQ's augmented reality camera effects for video content production and video chat. Tencent
has also automated the in-app video editing process with smart templates and media.

VAS paid subscriptions rose 13% year on year to 229 million. Video subscriptions increased 9%
year-on-year to 125 million, receiving a variety of content from sports, animated series, drama series
and movies. Music subscriptions increased by 41% compared to 2020 to 66 million thanks to effective
TME marketing and increased consumer readiness

Tencent has strengthened the intellectual property of key games in China and abroad.

In the stability life cycle stage, Tencent Holdings has already peaked its sales and sales have begun
to slow down a bit, but revenue growth remains stable. The company has received wide recognition in
the international market, so the business constantly receives income and profit. New competitors
constantly appear, their solutions are ambitious, and the market is distributed among different
companies and Tencent Holdings each time takes a smaller share in this market. In order for the
company to be able to stay at this stage and avoid a recession, it is necessary to introduce constant
innovations. So far, the company is doing well. Thus, the latest ideas help the company to compete in
the market.

Tencent Holdings' wealth management objectives are to ensure the company's ability to continue
as a going concern for the foreseeable future and support the company's sustainable growth to deliver
returns to shareholders and benefit other stakeholders and maintain an optimal capital structure to
enhance shareholder value in the long term. Equity refers to equity and external debt (including loans
and notes payable). To maintain or adjust the capital structure, a company may adjust the amount of
dividends paid to shareholders, return capital to shareholders, issue new shares, buy back shares of the
company, or raise/pay off debt.

Recommendations and conclusions

In order for Tencent Holdings to continue to be competitive in the online services market, it needs
to apply a PR strategy to streamline its business processes, as well as focus on available resources and
make the best use of them in order to boost business sales. services online and gain an edge over your
competitors.

The analysis showed that Tencent Holdings is a competitive company, but it can do even better by
conquering new markets.

The situation in the business services market changes frequently, and Tencent Holdings must
regularly review its marketing strategy, making changes in line with the company's market position.

In order to remain a leader in the business services market, Tencent Holdings' marketers must
develop marketing plans and create new PR solutions.

The introduction of digital promotion tools in the company will help the management decide how
to properly provide business services, as well as assess the prospects and possible income from their
activities, taking into account reliable information about the market, the volume of online services sold
and the target audience.

It is worth calculating and reducing advertising budgets, and at the same time increasing the
marketing activity of the company. In addition to moving away from expensive advertising, it makes
sense to optimize sales channels and rethink branding policies.

Loyalty must be earned. And this can be achieved not only by high quality services, but also by
using non-standard methods of promotion.

PR technologies in the promotion of a Chinese company in the Internet space
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Based on the identified shortcomings in the strategy, we will offer PR promotion tools for Tencent
Holdings.

1) Social media activity

Social media strategies are at the core of all marketing programs. Tencent Holdings should use
social media more actively. The company should think of the social media channel as an extension of
the company website to help tell the story more fully. So, when used correctly, combined with a solid
digital marketing strategy, social media can give Tencent Holdings the ability to directly communicate
and engage with its community. There are about 2.62 billion users on social media worldwide. This is
a huge number of people that a company can potentially contact to offer its business services.

Social media is now becoming a powerful tool for building the Tencent Holdings brand and gaining
audience loyalty.

There is no one-size-fits-all strategy as the most important thing for Tencent Holdings to consider
is defining its messages. Take every opportunity to promote your social media accounts by including
links and markers in printed materials.

The number of subscribers can be attracted by working with stars, opinion leaders, bloggers and
through joint events with partners. These are people who are somehow interesting to a wide audience,
they may not be show business stars, but they have authority in the eyes of subscribers. They share
their experience and people trust them. It is this category of accounts that provides the main sales, and
cooperation with the stars works more for the image of Tencent Holdings.

2) SEO-promotion, a set of measures to increase the visibility of the site in the search for user
queries by increasing the position of the site according to the ranking results of search engines.

Search promotion is a better way of online promotion than regular advertising. The target audience
is offered not announcements, usually subconsciously ignored, but solutions to its problems and tasks.
The user sees the company not in the advertising section, but in the top 3 search results, and therefore
is motivated to go to the site and use the services. Tencent Holdings gets a quality audience that is
genuinely interested in the company's offering. For Tencent Holdings, the site is the most stable
promotion tool and brings in the most customers. This is not just a fashion trend, but a necessity that is
associated with success in promoting and developing a business, the company's reputation. The site
helps to make oneself known and take a leading position in the business space, adjust marketing
communications in such a way as to attract as much attention as possible to the audience.

On the Tencent Holdings website, it is worth blogging, telling company news, its achievements in
the field of business services, anniversary events, media coverage, posting photos and videos. All this
information is a great way to be closer to customers and not only inform them about events related to
the company, but also increase its loyalty.

3) Modern website promotion of Tencent Holdings is impossible without proper contextual
advertising. Contextual advertising on the Internet is becoming an effective element: the popularity of
pages, the perception by search engines is growing. Contextual advertising is essentially paid text
advertising that is shown when certain queries are entered into the search.

Such a tool becomes the best option for a company website whose success depends on targeted
visitors. If the top positions in the search results are not available for a number of reasons, contextual
advertising becomes the right solution to the problem. The company pays for each user click on the ad.
Pay-per-click advertising has gained popularity due to its transparency for both the advertiser and the
owner of the advertising space.

Among the advantages of contextual advertising for a company are:
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— loyal attitude of the user towards it, tk. it suits his interests;

— contextual advertising is relevant at the moment for the user, he does not perceive it as spam,
because by clicking on the link the user already knows what is being offered to him and is
potentially ready to become a client of the company;

— for Tencent Holdings, a significant advantage is the low cost and payment for real clicks, and not
for ad impressions;

— coverage of a huge audience: advertising is shown not only in search engines, but also in social
networks;

— the ability to target users (for example, Tencent Holdings can set up ad impressions only for
residents of China);

— the ability to measure the effectiveness of an advertising campaign. With the help of special tools,
the advertiser can track the number of site visitors who came through the contextual advertising
link, whether these visitors have completed the target action (registration on the site, etc.).
Tencent Holdings can analyze this data and make adjustments to the advertising campaign to
improve its effectiveness.

Thus, using contextual advertising systems, Tencent Holdings can attract an audience already

interested in business services to the site.

4) Email marketing is one of the most effective internet marketing tools for businesses. It allows
you to build direct communication between the brand (or business, company) and potential or existing
customers. The result of such communication can be expressed both in increasing customer loyalty to
the company, and in increasing new and repeat sales, that is, in other words, in retaining and returning
customers.

Here, the company should make more active use of new technical opportunities for mailings, for
example, personalization of the letter, in order to make customers feel that they are not being contacted
by another bot, but by a real live person. Personalization is a very important part of email marketing
and it pays off.

5) Participation in branding events with partners of your level will add weight to the Tencent
Holdings brand. Companies should be very selective in choosing partners and events so as not to scatter
their resources.

6) Integration with partners is a truly effective promotion tool, because many of the company's
customers really pay attention to reviews and recommendations on other services. Integration with
partners will significantly expand the audience, brand awareness, create value chain benefits and
change the company's business processes.

7) Internet PR has become more significant in advertising policy due to the fact that it allows you
to actively attract users. At the same time, clients are formed into several groups, which are divided
according to gender, age, range of interests, profession, and the like. And experienced professionals
know how to work with this audience to generate demand growth.

In order to create a positive brand image for Tencent Holdings, the company needs to constantly
work with the media on the Internet, popular online resources, bloggers, publishing interesting and
expert content that best affects the audience.

Internet PR has become in demand for a number of reasons. Firstly, this is a great feedback, the
ability to get data and statistics of an advertising campaign, allows you to evaluate its effectiveness and
make changes during the process. Secondly, in social networks we are talking not only about
advertising business services, but also about creating a whole thematic group. Thirdly, there is a chance
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to launch a real "viral™ material that users themselves want to share, distributing it over the network as
soon as possible. Plus, the company is cheaper and more effective than conventional advertising due to
other tools and greater accuracy.

With the advent of great opportunities for promotion on the Internet, specialists have more and
more technologies and methods of influencing the public. Working with the Internet, PR specialists
must take into account specific laws and principles, knowledge of which will allow them to manage
the company with maximum efficiency. A properly planned and implemented PR campaign on the
Web can bring benefits comparable in productivity to a large-scale advertising campaign.

At the same time, as a rule, conducting PR campaigns on the Internet requires much less money.
The Internet provides experienced PR-specialists with unique means of scaling a project, accounting
for campaign statistics and performance, and provides the opportunity to organize feedback with the
user.
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AHHOTaNUA

AKTyanbHOCTb [JAHHOM TEMbl MCCIEJOBAaHUS OOYCIIOBJIEHA TeM, 4YTO coBpeMeHHbI PR
IPEJCTaBIseT cO00l BUPTYalIbHYIO TEXHOJOTHIO YIPABICHHS KOMMYHMKATUBHOW cdepoll u
MeraMeHeKMEeHTOM. JIto0as koMMepueckast opraHusanus padboTaer B Cll0kHOU cpene. [loatomy
Bce 0oJiee OLTyTUMBIM CTAHOBHUTCSA, YTO T€ KOMIIAHUU, KOTOPhIE aKTUBHO HMCIIONIB3YIOT VIHTEpHET B
CBOEH J1eATEeNIbHOCTH, MOJY4aroT pPsJiI HEOCHOPHUMBIX KOHKYPEHTHBIX HpeumyliecTB. Benenue
Ou3Heca B COBPEMEHHBIX YCIOBUSX 0€3 HCHOJIb30BaHUSA HMH(DOPMAIIMOHHBIX TEXHOJIOTHI
HEBO3MOXKHO, Tak Kak MIHTepHEeT npeaocTaBisieT IMUPOKUE BOZMOKHOCTH Ul IPOABMKEeHU. Jlis
KOMITAaHUY Ba)KHO 00ECTIEUYUTh OCBEIOMIIEHHOCTD MOTEHIIMAIBHOTO KIIMEHTA, JOOUTHCS TOTO, YTOOBI
OIpeJIeJIEHHBIN MPOLIEHT LIEIE€BOM IPYIIIbI CIbIIAT O CYIIECTBOBAHUM OpraHU3alliy, €€ MPOIyKTax
U yCIIyrax, a Takke o0 UX MOJEe3HOCTH. 3HaHUS O KOMITAHUH, IPOJYKTE MPUOOPETAIOTCS KIIMEHTOM
B pe3yJIbTaTe IeJICHANPaBICHHOT0 HH)OPMUPOBAHHS O CTICU(UKE KOMIAHUN U €€ BO3MOKHOCTSX,
0 CIIOCOOHOCTH IPOAYKTA yJIOBIETBOPUTH NMOTPEOHOCTh. KaHaoB mpezcTaBiieHHs OpraHu3ayuy u
TOBapOB WM YCIYI MHOTO, HO Ha JAaHHBI MOMEHT, B CBSI3U C BBICOKOW KOHKYPEHLIHMEH, Kaxkaas
KOMMepYecKass KOMIIaHHMsI CTapaeTcs 3asBUTb O ce0e B TAaKOM CHJIBHOM COBPEMEHHOM
MH(}OPMAaLIMOHHOM NPOCTpaHCTBE Kak MIHTepHeT. Pe3ynbraThl mocieIHuX UCcCae0BaHNN MOKa3aly,
4yT0o Hcnoib3oBaHue PR B MHTepHeTe MOXET MpUHECTH peaJbHYI0 SKOHOMHIO U HPUOBLIL. JTO
CBSI3aHO C OOJIBIIMMHU MTPEUMYIIECTBAMU U YI00CTBAMH, KOTOpPbIE MOTYYal0T KaK MOTPEOUTEIH, TaK
U GUPMBI.
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