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Abstract. This article explores the process of using dynamic content to increase the relevance and conversion 

rate of a web resource. The main advantage of this approach is that it does not require the creation of additional 

pages of the site, increases the relevance of the content and, consequently, the likelihood of obtaining the effect 

of conversion. 
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Introduction 

Internet marketing is the performance of con-

sistent actions in solving marketing problems, 

using the capabilities of the Internet. 

The main goal is to get the maximum effect 

from the potential audience of the site with the 

help of information and communication tech-

nologies (internet marketing tools). 

The development of internet marketing has 

changed the way brands and companies use 

technology for marketing.  

As digital platforms are increasingly includ-

ed in marketing plans, digital marketing cam-

paigns are becoming more widespread and ef-

fective. 

Internet marketing techniques such as search 

engine optimization, content marketing, impact 

marketing, content automation, data marketing 

are becoming more common [1, 2]. 

The presented work investigates effective In-

ternet marketing tools and site traffic analysis 

tools for the network of service stations 

(http://sto.kharkiv.ua/). 

 

Analysis of publications 

Typical applications of modern web technol-

ogies in industry are web-based applications for 

the control and management of various techno-

logical processes. For such applications, there is 

a problem of constructing a convenient, clear 

and simple user interface, which includes pa-

rameters, sensors, graphs, tables, while some of 

the parameters can be changed in real time [3]. 

Modern websites are characterized by the 

presence of a large number of audiovisual com-

ponents, most of which are developed on 

HTML5 and various JS engines.  

Given the complexity of the task, whole 

groups of programmers work on such projects, 

including designers, programmers, testers, etc. 

The quality of the final product formation de-

pends on the quality of team formation [46]. 

One of the main characteristics of website 

optimization is the relevance of the pages and 

the conversion rate of user actions. Site page 

relevance is the relevance of a page to a search 

query.  

This means relevance  the more the page 

matches the search query, the higher the site 

should be in the search results, since the page 

relevance value significantly affects the search 

ranking (sorting) [7]. 

Unhelpful pages with high semantic rele-

vance can keep search relevance high until be-

havioral ranking factors are added to the rele-

vance score. Where already the users will show 

the true benefits of the page by their behavior, as 

a result of which the text relevance will be sup-

plemented and adjusted.  

Increase page relevance through keyword 

density of text or increase relevance through 

links  measures that work in an environment of 

either low competition or high usability. 

 

Using dynamic content to increase relevance 
Dynamic content (dynamic content) is a sub-

type of content that is constantly updated de-

pending on individual user factors: geo-position, 

online behavior and interests of the user, his 

gender, age, shopping history, current weather, 

etc.  

With the help of dynamic content, you can 

effectively improve the interaction with con-

sumers, providing them with information that is 

most relevant at the moment, this type of content 

is also called adaptive or smart content. 

You can use dynamic content on site pages, 

in e-mails, advertisements, banners, pop-ups, 

etc. 

The advantages of dynamic content include: 

 immediate response to search queries and 

user actions; 

 interactivity  the user gets the impression 

that he manages the content independently; 
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 instant updates of information; 

 direct influence on behavioral factors, 

which in turn affect the conversion; 

 relieving users from the need to study unin-

teresting and unnecessary information [8]. 

Dynamic content is fully «approved» by 

search engines, if it is really designed with the 

interests of users in mind. 

Of course, the development of dynamic con-

tent is more expensive than static, but in most 

cases, all costs are quickly offset, because 

«guessing» the wishes of users can significantly 

increase the conversion rate. «Smart» dynamic 

content adapts to certain users, showing them 

different images, generating calls to action and 

changing the text content according to the be-

havior and interests of the recipients.  

The most personalized messages are guaran-

teed to attract the attention of consumers and 

raise the level of their involvement. 

Introduction of constantly changing content 

allows: 

 increase conversion (at least 4 %), making 

the user's network experience more relevant, 

increasing his intuitive understanding of what is 

happening and the number of relevant actions; 

 keep the user on the site by bringing per-

sonalization to a new level: unique proposals, 

formed on the basis of user preferences; 

 to give the consumer the opportunity to 

feel special due to individual appeals to him and 

his interests [8]. 

The main feature of this technology is that it 

does not require the creation of additional pages 

of the site, which significantly saves startup time 

and money. 

With the use of dynamic content, the site's 

offer becomes relevant, the visitor sees on the 

site exactly what he was looking for in the 

search engine. 

The average conversion using links with tags 

and dynamic headers and content is about 

710 %. 

UTM Tags Urchin Tracking Module is a tool 

for analyzing traffic sources, tags that are added 

to the address bar of a site or page to get detailed 

information about each traffic source. Creating 

UTM-tags helps you track and analyze site traf-

fic. 

The UTM tag itself means nothing, it's a reg-

ular link that only works in conjunction with 

Google Analytics or any other analytics service. 

With the help of a URL, you will be able to find 

out which post on social networks attracts more 

attention of your potential customers [9]. 

UTM tags are used for: 

 tracking the effectiveness of the advertising 

campaign; 

 analysis of the goals of the advertising 

campaign; 

 adjusting the strategy of the advertising 

campaign. 

Tags help you analyze the traffic your site 

receives in more detail. Find out where it comes 

from, on what keys, from what type of ads. 

UTM tags are important for detailing data by 

traffic sources and channels. In Google Analyt-

ics, you can choose which report to watch  by 

source (source) or channels (medium). Source is 

information about who sent a visitor to the site. 

Channel (medium)  how it was done. 

UTM-tag parameters are mandatory  they 

are always used; and optional  they can be 

customized. Mandatory parameters of UTM-

labels provide the database required for analyt-

ics, and optional ones allow you to detail them 

even more. 

In addition to the standard, there are also dy-

namic UTM-tags for Google, direct and social 

networks for more detailed information. 

UTM tags, combined with dynamic content, 

can have a significant scope. 

In the following example, you can see how 

the service station can set optimal values for 

prices for repair services using a combination of 

these technologies. 

The block with the price list on the inner 

page of the «Repair» service contains a PHP-

script, which with the help of GET request is 

able to obtain the value of an important UTM-

tag for research.  

In our case, it's utm_content, which is stand-

ard for contextual advertising and Google ana-

lytics systems. 

It can have three values (low-price, middle-

price and high-price) at which, respectively, 

low, medium or high prices are set. 

This is followed by the construction of IF 

with several conditions. After performing any of 

them, using the variables $price (111) set cer-

tain price values.  

Their output in the price list is carried out by 

means of standard constructions  

 

<? Php echo $ price (111); ?>. 

 

In case the UTM label is missing or has an 

unknown value, the default values of the $ price 

variables (111) are specified in the IF con-

struct. 

This approach allows not only to analyze the 

dependence of user behavior on the price level 
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(using Google Analytics), but also to compare 

the number of requests (using the contact form) 

for each price list. 

To do this, add a hidden field input type = 

«hidden» to the contact form. In the value pa-

rameter you need to insert the following php-

code:  

 

<? Php $ utm_content = $ _GET 

['utm_content']; echo $ utm_content; ?>. 

 

For the most accurate analysis and tracking 

of the effectiveness of Google Ads advertising 

campaigns, you need to add hidden fields for 

other standard UTM tags in the same way: 

 utm_source (source of the advertising 

campaign); 

 utm_medium (type of advertising cam-

paign); 

 utm_campaign (name of the advertising 

campaign); 

 utm_term (keyword). 

Visually, nothing will change on the page. 

The form handler secretly reads the UTM tag 

information from the GET request and adds it to 

the data provided by the user. 

To send information to e-mail, you must con-

figure the form handler to retrieve data from 

hidden fields. 

Values of new variables with UTM tags are 

already accepted by the POST method and sent 

via the mail function 

 

(for example, $ utm_content = $ _POST 

['utm_content']. "<br>";).  

 

Thus, in addition to the data (phone, e-mail, 

messages) left by the user, the administrator's e-

mail will also be sent information about the 

source from which this user went to the site, the 

type and name of the Google Ads advertising 

campaign, keyword and price list, which he 

could see before sending the order. 

To take into account orders for each price 

level (price list), which were received by phone 

and e-mail (not using the contact form), you 

must place another php-script (similar to the 

first) in the block with contact information. 

For each possible value of the UTM-tag 

utm_content (low-price, middle-price and high-

price) it is necessary to specify unique phone 

numbers and e-mail. This approach allows you 

to correctly identify users by price criterion.  

Also, keep in mind that the default contact 

information must be present. 

Once you have created three versions of the 

Repair page with UTM tags and dynamic con-

tent, with different pricing options and contact 

information, you need to create a thematic in-

bound traffic stream that can be shared equally 

between pages for further evaluation. 

The best way to do this is to use Google Ads 

contextual advertising. 

After signing in to your Gmail email account, 

you'll need to go to https://ads.google.com/ and 

create a Google Ads account to place your 

Google Ads campaign there. Its overall purpose 

is «Site Traffic», advertising is configured in the 

search network. Geographic targeting is further 

configured. 

You must select «Maximum Clicks» as your 

bidding strategy. 

Use the Google Ads Keyword Planner to 

generate a list of relevant keywords to add when 

you create a new ad group. 

The standard form of links with utm-tags for 

Google Ads is as follows: 

 

http://site.name/page?utm_source=google&u

tm_medium=cpc&utm_campaign={campaignid

}&utm_content={creative}&utm_term={keywo

rd}. 

 

Replacing the standard templates of the page 

name and the value of the utm_content tags 

allows you to create links to three dynamic pag-

es with a unique price value in the price lists: 

 

http://site.name/remont?utm_source=google

&utm_medium=cpc&utm_campaign=test1&utm

_content=low-price&utm_term={keyword} 

http://site.name/remont?utm_source=google

&utm_medium=cpc&utm_campaign=test1&utm

_content=middle-price&utm_term={keyword} 
http://site.name/remont?utm_source=google&utm

_medium=cpc&utm_campaign=test1&utm_content=

high-price&utm_term={keyword}. 

 

You must create a separate ad in the group 

for each link. Headings and descriptions should 

be repeated in each of them. Once all three ads 

have been generated, so that the results of the 

study are as objective as possible, at the group 

settings level, it is necessary to disable ad opti-

mization and thus ensure a uniform display of 

ads over an indefinite period of time. 

 

Conclusion 

Thanks to the implemented dynamic substi-

tution of prices, contact data and fixing of UTM-

tags in the service station it is possible to assess 

http://site.name/page?utm_source=google&utm_medium=cpc&utm_campaign=%7bcampaignid%7d&utm_content=%7bcreative%7d&utm_term=%7bkeyword%7d
http://site.name/page?utm_source=google&utm_medium=cpc&utm_campaign=%7bcampaignid%7d&utm_content=%7bcreative%7d&utm_term=%7bkeyword%7d
http://site.name/page?utm_source=google&utm_medium=cpc&utm_campaign=%7bcampaignid%7d&utm_content=%7bcreative%7d&utm_term=%7bkeyword%7d
http://site.name/page?utm_source=google&utm_medium=cpc&utm_campaign=%7bcampaignid%7d&utm_content=%7bcreative%7d&utm_term=%7bkeyword%7d
http://site.name/remont?utm_source=google&utm_medium=cpc&utm_campaign=test1&utm_content=high-price&utm_term=%7bkeyword%7d
http://site.name/remont?utm_source=google&utm_medium=cpc&utm_campaign=test1&utm_content=high-price&utm_term=%7bkeyword%7d
http://site.name/remont?utm_source=google&utm_medium=cpc&utm_campaign=test1&utm_content=high-price&utm_term=%7bkeyword%7d
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the reaction of potential customers at different 

price levels, as well as to determine the desired 

number of customers at different levels of prof-

itability. 

It should also be noted that the above scheme 

can be used not only for the formation of the 

pricing policy of the service station, but also for 

the formation of services, testing the effective-

ness of texts, images, promotional materials and 

any other content of the page. 
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Використання динамічного контенту для під-

вищення релевантності 

Анотація. Проблема. На сьогодні проблема під-

вищення релевантності або конверсії дій корис-

тувача веб-ресурсу є однією з найактуальніших. 

Релевантність сторінки в контексті оптимізації 

веб-ресурсів  це досить складний параметр, за 

допомогою якого пошукові системи оцінюють 

релевантність пошукового запиту до сторінки 

веб-сайту. Існує думка, що синонімом слова реле-

вантність є «адекватність» інформації. Зреш-

тою саме висока релевантність сайту дозволяє 

досягти високих позицій у процесі пошуку. Чим 

https://balka-book.com/search/filter=1:203712/
https://www.scopus.com/affil/profile.uri?afid=60021801
https://www.scopus.com/affil/profile.uri?afid=60021801
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більше сторінка відповідає запиту користувача, 

тим більша ймовірність отримати найкращий 

результатів пошуку. Кожна пошукова система 

визначає актуальність запиту, сторінки та сай-

ту за допомогою складних алгоритмів, тому 

можна лише здогадуватися, який вид роботи 

сприяє зростанню актуальності контенту та 

сайту. Існують різноманітні методи збільшення 

цього показника. Мета Метою роботи є розроб-

лення веб-сайту для мережі СТО з механізмом 

підвищення актуальності контенту. Методоло-

гія. Під час розроблення сайту було запровадже-

но динамічне заповнення сторінок, яке, залежно 

від параметра, переданого за посиланням url, 

змінює раніше підготовлену інформацію. Динамі-

чний вміст  це підвид вмісту, який постійно 

оновлюється, залежно від таких індивідуальних 

факторів користувача, як геолокація, поведінка в 

інтернеті, стать, вік, історії покупок тощо. 

Завдяки механізму динамічної зміни вмісту за 

допомогою посилання url можна вибірково змі-

нити зміст сторінки. Використання динамічного 

контенту покращує взаємодію зі споживачами 

веб-ресурсу, надаючи інформацію, яка є найбільш 

актуальною. Цей тип вмісту називається адап-

тивним або розумним вмістом. Практичне зна-

чення. Головною перевагою цього підходу є те, 

що він не вимагає створення додаткових сторі-

нок сайту, підвищує релевантність контенту, а 

отже, існує ймовірність отримати дію конвер-

сії. 

Ключові слова: веб-сайт, інтернет-маркетинг, 

аналіз трафіку, конверсія, релевантність. 
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Использование динамического контента для 

повышения релевантности  

Аннотация. В представленной статье исследу-

ется процесс применения динамического кон-

тента для повышения релевантности и показа-

теля конверсии действий пользователя веб-

ресурса. Главным преимуществом этого подхода 

является то, что он не требует создания допол-

нительных страниц сайта, а также повышает 

релевантность контента.  

Ключевые слова: веб-сайт, интернет-

маркетинг, анализ трафика, конверсия, реле-

вантность. 
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