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MAPKETUHITOBI KOMYHIKAIIIT Y CYUACHUX YMOBAX: TEOPETUYHI IIUTAHHA

The article deals with the theoretical foundations of the study of marketing communications in modern
conditions. The urgent need to rethink theoretical approaches to the economic content of marketing
communications and related categories is substantiated. The essence of marketing communications, their place
and peculiarities of formation in the marketing complex system are analyzed, the relevance of promoting goods
and services through these communications is argued. Based on the analysis of domestic and foreign sources,
the concepts of "communication’, "marketing communications’, "complex of marketing communications”and
its components (advertising, sales promotion, public relations, direct marketing) are studied. The purpose, tasks
and new opportunities of advertising in the information society are revealed. The targets of an important
component of marketing communications — sales promotion are highlighted, such types of them as strategic,
tactical and operational are highlighted. A classification of PR typesin the system of marketing communications
is carried out, their key goals and contents are determined in various areas. The main elements of external PR are
presented, the grouping of PR technologies in the system of markefing communications is carried ouf, the
algorithm of operations for the rationalization of external PR is proposed. The specificity of direct marketing is
shown. The characteristics of the states of purchasing readiness are given — awareness, knowledge, goodwill,
preference, conviction, making a purchase. Changes are indicated, which led to the transition from the tfraditional
understanding of marketing communications to the paradigm of integrated marketing communications. The
degree ofresearch of verbal and non-verbal communications, which are the main forms of communication impact,
is determined. The classification of marketing communications depending on the process, the totality of
relationships and tools is presented. The study is supported by informative diagrams that complement the
empirical material containedin the article. The materials of the article can be used in the preparation of specialists
in thefield of marketing, advertising and public relations. At the end of the publication, certain conclusions are
made, indicating the topicality of the study of marketing communicationsin a theoretical context.

Y crarri po3rasiaarTecsa TeopeTHIHI 0CHOBH AOCAIAKE€HHS MaPKEeTHHTOBHX KOMYHIKALIH y Cy9aCcHHUX yMO-
Bax. OOrpyHTOBY€ThCI Ha3piAa HEOOXIAHICTB ITEPEO0CMHCAEHHS TEOPETHYHHX ITIAXOAIB A0 eEKOHOMIYHOTO 3MICTY
MapKeTHHrOBHX KOMYHIKaIi# I OB 'I3aHHUX 3 HUMH KaTteropid. IIpoaHaarizoBaHO CYTHICTh MaPKETHHTOBHX KO-
MyHIKaLid, ix michge Ta 0COOAHBOCTI QOPMYBaHHS B CHCTEMI KOMIIA€KCY MapKEeTHHTY, apryMeHTOBAaHO aKTy-
aABHICTb IPOCYBAHHSA TOBAPIB I IIOCAYT 3a AOIIOMOIOI0 JUX KOMYHIKalIH. BuxoAa4n 3 aHaAI3y BITYH3HSIHUX 1
3apyOiKHHX AJKepPeA, BUBYEHI MOHITT "KOMYHIKanis', "MapKeTHHroBi KoMyHIKanii', "KoMMIIAeKC MapKeTHHTO-
BHX KOMYHIKaWifi" 1a Horo KOMIIOHEHTH (DeKAama, CTHMYAIOBaHHS 30yTy, 3B 3KH 3 [POMAaACBKICTIO, IPSIMHH
MapkeTuHr). PO3KpHBarOThCA MeTa, 3aBAaHHA Td HOBI MOJXKAHBOCTI PEKAAMH B YMOBax IH(OPMaI[IFHOro Cy-
CHINBCTBA. BUCBITAFOOTECA iABOBI YCTAHOBKH BAXKAHBOI CKAdA0BOI MApKEeTHHIOBHX KOMYHIKaIL[IH — CTHMY-
AIOBaHHS 30y Ty, BUAIASIIOTBCS TaKI BHAH IK CTPAaTEriuyHi, TaKTHYHI Ta orepaTHBHI. IIpOBOAHTHCSI KAacupikanis
ruiiB PRy cucreMi MapKeTHHIOBHX KOMYHIKALIH, BH3HAYEHO IX KAOYO0BI il Ta 3MICTY 3a PI3HHMH HAIIPIMa-
mu. ITpeacraBaeHo roAOBHI eAeMeHTH 30 BHIIITHBOro PR, 3aiicHeHO rpyrTyBaHHA PR-TeXHOAOIIH y cucreMi Map-
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KeTHHTOBHX KOMYHIKaLIH, 3alIpOIIOHOBAHO AATOPHTM OIIepanid AN pafioHaAizagii 30BHIHboro PR. IToka3a-
HO crieqH@IKy IpaMoro MapKeTHHry. AaHa XxapaKTepHCTHKA CTaHIB KyllIBeAbHOI CIIPOMOJKHOCTI — MOIH@OP-
MOBAHICTb, 3HaAHHS, IPHXHABHICTH, [TIEPEBAard, IePeKOHaHICTh, 3AIHCHEeHHA NOKynKH. Ilo3HaveHo 3MIHH, AO IKHX
IIpHBIB r1Iepexij BiA TPAAHLIHHOIO pO3yMIHHS MaPKETHHIOBHX KOMYHIKALIA A0 apaAurMu IHTerpOBaHUX Map-
KeTHHTOBHX KOMYHIKalil. BH3Ha4eHo CTYIIIHb AOCAIAKEeHHSI BEPOaAbHHX Tad HEBEPOaAbHUX KOMYHIKaI[IH, 1o €
OCHOBHHMH (POpMaMH KOMYHIKaI[IHHOro BIINHBY. IIpeAcTaBAeHo KAaCH@IKaliro MapKeTHHIOBHX KOMYHIKaLia
3aAeKHO BIA mporecy, CYKYMHOCTI B3d€MO3B A3KIB Ta IHCTpYMEHTIB. A0CAIAKEeHHS miATPHMY€EThCA IHHopMa-
THBHHMH CX€MAaMH, I[JO AOITIOBHIOOTh eMITIPHYHHH MarepiaA, Ijo MICTHTBCSA B cTaTTI. Marepiaan cTaTrTi MOKYTh
OyTH BHKOPHCTaHI IPpH ITIAroTOBII (haxiBLiB y raay3i MapKeTHHI'Y, DEKAAMH Td 3B SI3KIB 3 rDOMAaAChKICTIO. Y
BHCHOBKY IyOAIKanii 3p0o06.AeHo neBHI BHCHOBKH, IIJO CBIAYaTh IIPO 31000AEHHICTb AOCAIAJKEHHSI MaPKETHHIO-

BHX KOMYHIKaUIHy TeOpeTHYHOMY pPO3PI3L.

Key words: marketing communications, complex of marketing communications, advertising, public relations,
sal e;fromoz‘ion, dirvect marketing, purchasing veadiness, algorithm, classification.
21104061 ca06a: mapxemunzobi KOMYHIKAYLT, KOMNAEKC MADKEMUHZ06UX KOMYHIKAYIW, pexramu, 36 A30K 13 zpo-
madcvricmio, cmumyarobanns 36ymy, npamui mapxemunz, Kynibearvna cNpomMoKHICMy , AAZ0PUMM, KAACUDIKAYIA.

PROBLEM STATEMENT

The modern information society is characterized by the
enetration of information and communication technologies
FICT) into all spheres of entrepreneurial activity. This is
possible due to the formation and effective implementation
of the communication policy of the enterprise — marketing
communication policy. In the process of marketing
management, the company, when implementing the
communication function, should not only create a %igh—
quality product, set an attractive price for it, but also bring
it to the target groups of customers, communicate with its
customers and consumers. The formation of a complex of
marketing communications (MC) depends on many factors
affecting their main functions and determined by the goals
of these communications, which form a complex
hierarchical system. There is an organic combination of the
advantages of a network approach with the latest ICT,
innovative forms of communication and commercial
activities in the business environment, which significantly
changes the aura of entrepreneurship and requires a
rethinking of theoretical approaches to the economic

content of MC and related categories.

ANALYSIS OF RECENT RESEARCH
AND PUBLICATIONS

The study of theoretical issues of marketing
communications in entrepreneurial activity is devoted to
the works of leading Western market scientists — I. Ansoff,
B. Berman, P. Drucker, K. Keller, F. Kotler, J. Lamben,
J. Nielsen, M. Porter, A. Thompson, F. Trias De Beza,
R. Wilson, B. Halligan and others. Categorical aspects of
MC were covered in fundamental publications of Ukrainian
scientists: A. Bratko, A. Voichak, S. Garkavenko, V. Gera-
simchuk, G. Zagory, S. Ilyashenko, N. Kudenko, T. Lu-
kyanets, M. Oklander, A. Pavlenko, P. Pochentsova, T. Pri-
mak, I. Reshetya Nikova, O. Romanenko, S. Romata, A. Fe-
dorchenko, A. Shafalyuk and others. Among Azerbaijani
scientists, we note the scientific works of Sh. Akhundov,
A. Ashurov,R. Akhundov, I. Abbasov, L. Hajiyeva, T. Ima-
nov, A. Mamedov, D. Mamedov, S. Mirzoev, E. Guliyev,
R. Shyukyurov and others.

Existing scientific works are of great theoretical and
practical importance, however, the economic development
of domestic enterprises based on foreign experience requires
further research. In modern conditions, it is important to
improve the classification of the MC system, determine their
goals and components of the MC complex, which will make
it possible to develop a single, effective marketing commu-
nication program in the enterprise.

PURPOSE OF THE ARTICLE

The purpose of this article is to study the conceptual
apparatus of MC in modern conditions, to identify the nature
of the main definitions and to present the author's
understanding of these issues. To achieve this goal,
theoretical generalization methods were used to determine
the original MC categories, as well as analysis and synthesis
to characterize them. The need to solve outlined problems
determines the choice of issues considered in this article.
Among them are the disclosure of the essence of MC as a
system, their goals, improvement of its classification and a
clear definition of the components of the MC complex,
which allow to obtain the maximum economic effect and
significant social benefits from entrepreneurial activity.

STATEMENT OF THE MAIN BODY
OF RESEARCH

The advent of the digital economy has fundamentally
changed the entire marketing communications (MC) system.
This applies to their tools and composition, mechanism and
relationships between enterprises and customers, relations
between investors and public organizations, commercial and
advertising activities, etc. Currently, the composition of MC
has high gynamics in accordance with their constantly
emerging modern mechanisms. In this regard, the study of
these mechanisms, the clarification otg the conceptual
apparatus of MC is a significant task of scientific research.

Theorists in the field of the information society believe
that the modern economy is completely within the frame-
work of information disseminated through various channels
through digital communications. Along with this, the
information society is "amazed" by advertising, brands from
the pages of the media (primarily on the Internet) demand
loyalty from customers. As a result, economic literature has
developed a prevailing opinion about the system of digital
M(6? thl%t]has developed in modern society [1, p. 5—7; 2,
p. 6—13].

In our opinion, the main comEonents of MC that require
comprehensive study are such categories as commu-
ilications, informationimpact, integrated marketing comp-
ex, etc.

The category "communication" appeared in scientific
circulation at the beginning of the twentieth century and
received various interpretations. Most scientists consider the
transmission and exchange of information in society in order
to influence it as an important content of communication
ES, E) 12]. According to F.I. Sharkov, communications

includin marketing% is a system where interaction pro-
cesses anﬁ communication methods take place that allow
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Strategical:

growth in the number of customers;
an increase in the number of goods
purchased by one customer;
growth of trade turnover

properties are payment, efficiency, focus on
a specific purchase, sale through a system of
intermediaries. Its main goal is to influence
the consumer in such a way that he chooses
the advertised product when buying. The
objectives of a£zertisin are to inform the
consumer about the goods and services, their

properties and terms of sale. During the
development of MC, new opportunities for

Tactical:

goods;

Main goals goods;

the trend of growth in sales of important
increase in the turnover of purchased
decrease in commodity stocks;

defining competitors;
acceleration of the sale of goods

advertising appear, which turns into a more
complex multilevel and multistructure object.

Promotion of sales as an element 01! the
MC complex is expressed through a system
of incentive measures and methods aimed at
strengthening the response of the target
audience to individual events within the
marketing strategy of the company asa whole
and its communication strategy, in particular.
In the sales incentive system, a significant

place is given to planning, which includes

Operational:

events

s] receiving additional income from annual

several phases: the selection of a target group
for the implementation of incentive measures;
selection of the goals of the shares, formation
of tasks and incentives; timing definition and
audit of incentive measures; setting stimulus

Fig. 1. The ratio of strategical, tactical and operational sales promotion

you to form, transmit and receive various information, in
this case marketing [4]. Many scientists-economists support
the point of view t%nat marketing communications mean the
distribution of messages transmitted in different forms and
in different ways [5]; management of the process of
promotion of goods and services at all stages: before sale,
at the time of purchase, during and after the end of the cons-
umption process [6; 7, p. 40].

MC include the following components: advertising;
promotion of sales; public relations (PR); direct marketing.

Advertising occupies an important place in the MC
system and is a very capacious and multi-purpose type of
commercial activity, while having independent significance.
Asevidenced by international practice, it acquires maximum
efficiency in the implementation of the entire marketing
complex. The object of advertising is the product, and the

costs. A number of sales incentive goals are
identi;‘ied: strategic, tactical, operational (see
Fig. 1).

Public relations, or PR, is a constant activity to ensure
cost-effective information interaction between the company
and its public. In this case, they are classified into external
and internal (see Fig. 2).

The goals of external PR, as a rule, include the
development of corporate im-ja, the formation of prestige
and positive reputation of the company; promotion ofjo%s
and services; development of measures in the field of
necessary opportunities and discussion issues; resolving
conflict situations; bringing the concept of marketing firms
in promising markets to the understanding of consumers;
higher efficiency of marketing activities.

The content of PR can be reflected in the following areas:

a) PR in the field of trade: the formation of a positive
image of any trading company, product and company
producing it; advertising of trading firms, goods and services

Types of PR

-

| External PR |

Working with the environment of the
company, with competitors,
investors, customers

-

| Internal PR |

Creation of the necessary and trusting
relationships between the company's
management and employees in all
management hierarchies

Fig. 2. Types of PR in the MC system

Main elements of external PR

v v

¥ v

Messages Publicity

Investing Company web page

Fig. 3. Direction of external public relations in the MC system

www.economuy.in.ua
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I. Ordinary (strategic, conceptual paradigms

of activities in PR): Image

II. Thematic (economy, industry, finance, trade, paid

services, tourism, catering)

Grouping PR
technologies

III. Communication (by type of communications,
connections): radio, television, Internet, letters,

leaflets, printing

IV. Others - structural (depending on the structure of
the applied technology of PR-campaigns, ICT)

V. Qualification technologies (by education): press
B secretary, advertiser, image maker, speech writer

Fig. 4. Grouping of external PR technologies in the MC system

Advertisement, Advertisement,
Promotion of Promotion of
Firm L, sales, PR, || Intermediate sales, PR, ) Clients R Data
Personal Sale, Personal Sale,
x x Direct MC L Direct MC I
i Scale

Fig. 5. CMC flow-chart

and organization and promotion of relevant advertising
campaigns; forming brands and logos of trading companies
and products sold by them;

E) PR in the field of media: preparation and publication
of materials in the press; formation of information
environment on television; advertisement; creating news;
affirming the positive image of firms or different individuals;
propaganda of society through the media.

External PR is implemented by means shown in Fig. 3,
and their classification is shown in Fig. 4.

To create arational external PR, one should adhere to a
certain algorithm of operations: determining the range of
needs for customers — identifying the competitive advantages
of firms and goods that provide the main benefits of customers
of a particular segment — determining the motives due to
which customers make purchases (exclusivity of goods,
efficiency, reliability, quality of services, etc.)[7, p. 5%].

Internal PR is aimed both at effective organization of
communications within the company and to overcome crisis
situations, maintaining corporate traditions, increasing
employee loyalty to their company. Its objectives are:
distribution of the communications chain; improving
corporate culture; strengthening of personnel independence;
creation of a single information space; formation of reliable
communication links and achievement of mutual
understanding; receiving feedback from the company's
employees; publicity in the manual; creation of uniform
corporate concepts of conduct in accordance with the
corporate code and ethics.

An important component of marketing communications
is direct marketing, which has different interpretations: an

MC tool that uses many media tools to influence the client;
logistics that ensure the sale of the company's goods directly
to the end customer without the participation of
intermediaries; means for promoting the product based on
the use of databases and the combined use of various forms
of communication with the target audience; special type of
marketing activity [8; 9].

In our opinion, the category of direct marketing can be
defined as an interactive communication system based on
the joint application of basic types of promotion of goods
and services and communication channels for direct impact
on the target market segment in order to obtain a certain
return. Itsspecificity liesin the combined application of the
main types of marketing communications and commu-
nication means, the addressability of the communication
message, the economy, as well as the interactivity of
feedback with the communicator[7, p. 52—53].

Often in the economic literature there is the concept of
"complex of marketing communications”" (CMC). According
to I. V. Borushko, éMC is "a specific combination of
advertising, public relations and propaganda activities,
promotion of sales and sales, personal sale and direct
marketing techniques used by enterprises, organizations to
achieve advertising and marketing goals" [10, p. 8]. CMC
can also be defined asa Eromotion complex, an incentive
complex, integrated marketing communications (IMC) and
activities to generate demand and stimulate sales.

CMC unites participants in this communication,
channels and communication techniques and is considered
as a single complex.

CMC includes a number of sequential units (Fig. 5).
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Characteristics and definition of MC

as a movement

as correlability

as a set of mechanisms

Distribution signs of MC and their content

- by time duration

of MC;

- feedback; - by status of communication - according to the method of
- mediation; players; message transfer;
- by time; L. - by the flexibility of the
b - on the level of participants' 5
- by sales area; ] carrier;
- by the type of process awarenesss - by data carriers;
organization; - by type of subjects; - by spatial characteristic;

- by the level of personal
identification in the process

- by focus on the subject;

- by the level of significance;
- by presentation types;
- by the method of
occurrence

Fig. 6. Classification of MC depending on the process, sets of relationships and tools

In direct connection, information goes from the
manufacturer or commercial company (block I) to
customers, target audiences (block V). If in block II the
component marketing communication acts as an advertiser's
order, an appeal layout for connections with the audience,
then in block IV the components of the promotion complex
are characterized asimplemented forms of influence on the
mass customer. After the client receives communication
information, an action takes place based on the expression
of the client's desire to purchase the necessary product.
Information is shared with the environment, so block VI
reflects information and personal communications. Contact
audiences include the public's views on values, the firm and
their advertising.

The modern company maintains communications with
its intermediaries, clients and various contact audiences.
Companies must still communicate with their customers.
At the same time, the composition of communications
should not be accidental. Companies train sales staff to be
knowledgeable and friendly with all participants in the
communication process. There are a number of factors
affecting the ratio of CMC components: the type of market,
the leve%ofcustomer's readiness to purchase goods and the
stage of the product life cycle. Promotion measures are
distinguished Ey the significance and consistency of financing
in consumer and industrial goods markets.

Itshould be noted that the target audience goes through
several states of customer readiness, which can %e attributed
to [10, p. 11—12]:

— Xwareness. It is necessary to determine the level of
awareness of the target audience about the product or
company. The audience can be completely unaware, know
the same name, or something insignificant besides the name.

— Knowledge. You should know which part of the
audience has insignificant, some or sufficiently complete
information about the product, decide on the formation of
knowledge.

— Benevolence. Itis necessary to assess on a special scale
the ratio of the target audience to the product, and in
accordance with the results obtained, first eliminate the
shortcomings, and then popularize the advantages of the
product and company and its positive actions.

— Preference. The target audience may feel favorable
to the product, but not give it preference over others, which
requires the communicator to take effective measures to
form consumer preference or loyalty.

— Conviction. It isimportant to ensure that the target
audience is convinced of the need to buy a specific product.

— Making a purchase. The communicator must mobilize
the techniques that lead the client to make a purchase and
get them to implement this final step.

Currently, the main communication trend is the active
use of IMC. IMC connects all MC mechanisms — adver-
tising, sales promotion, PR, personal sales, direct marketing.
At the same time, the main elements of the marketing
complex also participate in communications. In particular,
the product affects the client with its quality,(fackaging,
design; low price indicates poor product quality; distribution
channels carry image load, etc.

IMC converts MC in order to "see them as they are seen
by the client — as a stream of information from a single
source" [11, p. 11—13].

The shift from traditional understanding of MC to the
IMC paradigm led to the following changes:

— The distribution of responsibility, i.e. for
coordination of all tools of the IMC system for this product
by the customer, is the responsibility of the communications
marketer.

— Asstrategy for entering a new market, where the main
part of the firm's IMC isadvertising. The entry into the market
of new brands should begin with t%eir exclusive distribution.

— Coordination of individual media. When using IMC,
the choice of promotion means isnot limited to advertising
and public relations activities and is supplemented by sales
promotion methods.

— Step-by-step marketing positioning. Communi-
cations campaigns should target individual consumer
audiences, which may include customers, staff, sales staff,
distributors, nonprofit representatives, and more.

Among the above forms of communication impact,
verbal and non-verbal communications occupy a special
place. The ability to build verbal, or speech, communi-
cations is one of the conditions for successful communica-
tions. The structure of the language is determined by the
power of the character dictionary, grammar, syntax,
redundancy. Certain requirements are made for the content
of texts created for communication — the formation of an
effective impact on the audience, non-standard, pro-
fessionalism, etc. Non-verbal communications are poorly
studied. This is despite the fact that, according to the
researchers, in the process of communication, information
is transmitted in words by 7%, sound character and
intonation by 38%, while the remaining 55% are transmitted
non-verbally [12, p. 39].

Summarizing the above, we can present the following
classification of MC (Fig. 6).
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From the position of MC as a process, it is significant
that it ensures the rational exchange of information about
goods and services of firms, coordination of joint actions,
and obtaining mutually beneficial results. By characterizing
MC as a set of relationships, it can be argued that they
provide stability in the creation of values and contribute to
the provision of MC.

CONCLUSIONS

Thus, the concept of MCis a complex category of the
market environment. In the context of the information
society and the digital economy, the approach to them is
fundamentally changing. At the same time, one should
study indepth such areas of MC as advertising, promotion
of sales, public relations, direct marketing. In the field of
advertising: advertising becomes more complex,
multilevel, multifaceted, multistructured. Promotion of
sales: new ratios of strategic, tactical and operational goals
of promotion of sales are formed. PR: new directions of
external and internal public relations are emerging. IMC
solves integration problems in the field of MC at a%’nigher
quality level.
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