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IHTET'POBAHI MAPKETHHI'OBI KOMYHIKAIIIi: OCOBJIMBOCTI TA
CTPATEI'TYHA CITPAMOBAHICTD

The article analyzes the essence, characteristics and goals of integrated
marketing communications, reveals the features of the process of their formation and
the strategic focus on enterprises. The process of integrated marketing
communications is considered and schematically presented. The objective reasons for
the relevance of this topic in modern conditions are indicated. The main factors
influencing the process of implementing the concept of integrated marketing
communications and the main problems solved in the process of their use are

identified. A schematic model of the components in the system of the firm's strategy



and the formation of integrated marketing communications has been compiled. The
conceptual foundations and approaches to their content are defined. Considering
integrated marketing communications as a significant event in the modern vision of
market interaction and a way of communication impact on the target audience, the
author outlines their prospects. Based on the above approaches, a conceptual model
of the system of integrated marketing communications and an algorithm for its
development and implementation in the activities of the enterprise are proposed. As a
factor in the effective formation of integrated marketing communications, attention is
focused on Internet marketing. The directions of its use in organizing a campaign to
promote goods and services are shown. The article attempts to determine the main
mechanisms of integrated marketing communications on the Internet, depending on
the goals of the enterprise to promote goods. A flow-chart of the theoretical and
methodological substantiation of integrated marketing communications has been
developed, which can serve as a basis for choosing a future strategy for the
company's marketing activities and the basis for making managerial decisions. The
study is supported by informative tables and diagrams that complement the empirical
material contained in the article. The materials of the article can be used in the
preparation of specialists in the field of marketing. At the end of the publication,
certain conclusions are drawn regarding the features of integrated communication

technologies and their strategic focus.

Y cmammi npoamanizoéano - cymuicme, Xxapakmepucmuky —ma — memy
[HMe2POoBaHUX MAPKEeMUH208UX KOMYHIKAYil, po3Kpumo ocobaueocmi npoyecy ix
Gopmysanns ma cmpame2iuny cnpamMosaHicme Ha nionpuemcmeax. Pozenanymo ma
CXeMamuiHo npeocmasieHo nPoyec iHme2posaHux MapKemuH208Ux KOMYyHIKayil, uwo
PO3ULUPIOE MONHCIUBOCIE 00 PO3VMIHHA iX 0coOIUBOCmeEl YOPMYBAHHSA MA PO3GUNIK).
Brazano 006'exmugni npuuunu axmyaibHOCmi Yici memamuxkyu 8 CYYACHUX YMOBAX.
Buoineno ocnosHi hakmopu, wo éniuearomes Ha Npoyec 6Npo8AONCEeHHs KOHYenyii
IHMe2poBanHuUx  MaApPKeMmuH208UxX  KOMYHIKayili ma OCHOBHI  npobOiemu,  sKIi
supiwytlomocs y npoyeci ix eukopucmanhs. CKIAO0EHO CXeMAMUYHY MOOelb
KoMnonewmie y cucmemi cmpameeii Gipmu ma GopmyBanHs iHMeSPOBAHUX
MapKemuH2o8ux KOMYHiKayiu. Busnaueno konyenmyanvHi 3acaou ma nioxoou 00 ix

smicmy. Posensoarouu inmeeposani mapkemuHe08i KOMYHIKayii AK 3HAYHY NOOIH0



CYYACHO20 OAYeHHs PUHKOBOI 63aeMO0Ii ma Ccnoci6 KOMYHIKayill HaA UYilbo8y
ayoumopiro, aemop okpecnioe ix nepcnexmugu. Ha ocnosi suweskazanux nioxooie
NPONOHYEMbCSL KOHYENMYyaibHa MOO0€elb CUCMEMU ITHMe2POBAHUX MAapKemuH208UX
KOMYHIKQYill ma aneopumm 1o20 po3pooKu ma 6NpoBaAdNCeHHs ) OIsIbHICMb
nionpuemcmea. Ak gakmop  egpexmusnoco  opmysanus  iHmeepoBaHux
MApKemuH208UxX KOMYHIKAYIU aKYeHmMYEMbCs y8aza HA IHMEPHem-MapKemuHe).
Ilokazano nanpsamu 1020 BUKOPUCMAHHA NPU OP2AHI3AYIl KAMNAHII 3 NPOCYBAHMHSL
mosapie ma nociye. Y cmammi 3pobneHo cnpoby GU3HAYUmMu OCHOBHI MeXaHiZmu
IHMEe2POBAHUX MAPKEMUH208UX KOMYHIKAYili 68 IHmepHemi 3aledcHO 60 yinel
nionpuemMcmea wo0o npocysanHs mosapie. Pozpobneno o6nox-cxemy meopemuxo-
MemoO0N02IYHO20 0OTPYHMYBAHHS IHMESPOBAHUX MAPKEMUH208UX KOMYHIKayill, aKa
Modce bymu 6azor npu ubopi Matbymuvoi cmpamezii MapKemuH2080i OisibHOCMI
KOMNAHII mMa OCHOBOW0 Ol HNPUUHAMMSA YAPABNIHCOKUX piuens. Jlocniodcenns
RIOMPUMYEMBCA  THHOPMAMUBHUMU  MAOIUYAMU | CXeMamu, WO OONOGHIOIOMDb
eMnipuyHul mamepian, wo micmumscsa 8 cmammi. Mamepianu cmammi MOXdCymo
bymu suxopucmaui npu nio2omosyi cneyianicmie y eanysi mapkemuney. Hanpuxinyi
nyonikayii - 3po0OneHO  NesHi  BUCHOBKU U000 0COOIUBOCMEU  IHMEe2POBAHUX

KOMYHIKQYIUHUX MEXHON02IU Ma IXHbOI cmpame2iyHoi CNPAMOBAHOCMI.
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PROBLEM STATEMENT

Marketing interactions, reflecting the essential aspects of the market paradigm of
the modern economy, drive the movement of marketing communications towards
their integration. This trend is most clearly manifested in the formation of integrated
marketing communications (IMC). Today, the role of marketing communications

(MC) in the economic activities of enterprises has noticeably increased. The



construction and use of IMCs in the enterprise management system is relevant, which
will make it possible to develop and implement a single marketing communication

program with effective and integrated use of MC tools in their activities.

The development and implementation of effective communication policies, the
coordination of communication tools with each other to achieve maximum efficiency,
is one of the key factors of success. Enterprises direct efforts to meet the needs of
consumers and customers, while trying to inform promising consumers as much as
possible about their product, services and sales conditions, convince them to give
priority to these products and brands. These goals are achieved by promoting through
a complex of marketing communication channels, which is a IMC.

ANALYSIS OF RECENT RESEARCH
AND PUBLICATIONS

Analysis of modern scientific publications indicates that research on the issue of
analyzing the essence of IMC, their place and roles in marketing activities and
enterprise management are the focus of scientists and practitioners. In the scientific
literature, the problems of the formation and use of IMC are considered by both
domestic and foreign scientists marketers: I. Ansoff, Sh. Akhundova, G. Bagieva, V.
Barinova, R. Best, A. Voichak, E. Gulieva, RJ, T. Dibrova V. Zunde, I. Ibragimov, F.
Kotler, S. Mazylkina, S. Mirzoeva, T. Primak, |. Reshetnikova, E. Romat, O.
Romanenko, P. Smith, A. Starostina, B. Halligan, S. Holenson, M. Sherasheva and
others. At the same time, assessing the contribution of these scientists to the
development of marketing theory, the study of the essence of marketing
communications in general and integrated marketing communications, in particular, it
should be noted that the analysis of the process of formation and management of
integrated marketing communications, their strategic aspect was not given sufficient
attention. In this regard, this article discusses the features of the formation and use of
integrated marketing communications in the marketing activities of enterprises and

their strategic focus in the context of a volatile consumer environment.



PURPOSE OF THE ARTICLE

The purpose of this article is to study the essence of IMC, the peculiarities of
their forging as a holistic, integrated system of activity of an economic entity and to
identify the strategic orientation of the manifestations of these communications in the
conditions of the modern consumer environment.

STATEMENT OF THE MAIN BODY OF RESEARCH

MC in general economic research is interpreted as a set of mechanisms, methods
and technologies that contribute to the creation and transfer of data of various market
entities on the promotion of information about goods or services to target audiences
with mandatory feedback. However, in recent years, the concept of IMC has become
widespread, the theoretical and methodological basis of which is “the idea of
balancing various forms and methods of communications within the framework of the
general marketing strategy of the company's interaction with buyers and business
partners, ensuring the achievement of effective impacts on them due to the system
completion of various types of marketing activities, creating conditions for their
rationalization and generating a cumulative synergetic effect of integrating the
processes of transmission and perception of information about goods, services,
projects, competitors, prices, new players in the market, etc.”[1, p. 3].

The relevance of theoretical and methodological directions for the study of IMC,
the determination of the laws of their formation and sequence of development, the
creation of modern mechanisms representing IMC as an advanced technology of
marketing activities, creating conditions for the growth of its effectiveness by
combining all methods and tools for promoting goods into a complex system, and at
the same time creating sustainable competitive advantages of firms, is caused by a
number of objective reasons, which include:

Firstly, the need for a systematic analysis of the patterns of the formation of the
IMC system, the identification of the internal logic of its development within the

framework of the experience of promoting individual MC to an integrated system in



world practice, which gives communication resources new research approaches and
expands their functional prerequisites.

Secondly, the importance of the formation of a system model of IMC, expressing
an integral set of communications using tools, methods and technologies of MC and,
thereby, creating a synergistic effect.

Thirdly, the urgency of measures to reorganize the IMC system to create a
positive environment for the exchange of data between firms that bring goods and
services to the market with a target focus (including the volatility of the attitude of
customers to advertising information, the growth of personal needs for the product,
the increased functionality of the IMC system through the use of information
technologies, etc.

Fourth, the weight of investment and innovative transformations of economics in
general and the work of separate firms, in particular, as well as the development of
marketing research preceding the formation of IMC. In this regard, in-depth scientific
research should be carried out to make effective management decisions on MC
corresponding to the modern stage of development, capable of scientifically
substantiating modern models and methods of their integration, and determine the
methodology for assessing the effectiveness of the entire system.

Fifth, the materiality of the reaction of the inherent features of the process of
creating MC in the corporate sector of the economy, reflecting the corporate culture,
the nature of interaction with clients, the possibility of using an integrated approach to
the formation of MC in the production, commercial and logistics systems of the
company in certain territories.

I.A. Ibragimov believes that the composition of strategic marketing facilities is
very wide, because among others they include “functional areas of the organization —
areas of activity, organizationally represented by functional structural units
specializing in the performance of certain functions and ensuring effective activities,

both structural units and the organization as a whole” [2, p. 49-50]. Such functional



areas can be, for example, marketing research (market research) or internal marketing
(labor management). Currently, the above problems have been sufficiently
investigated and presented in the economic literature [3; 4; 5].

Strategically, these strategic marketing actors can be classified as follows:

— market-leading firms, which include those with a significant share in the
respective market, compared to other firms;

— competitive firms that have every opportunity to become a leader in order to
gain market share;

— catch-up firms with certain potential, but their system of long-term goals does
not provide for leadership;

— small firms that build their operations in small segments.

In this direction, for individual firms operating on the market, many over-the-top

scientists offer a systemic marketing strategy (Table 1) [6; 7; 8; 9; 10].

Table 1. Ratio of strategic market leadership

Market leader Competitive Strategies for catching Small firm
strategies strategy up firms strategies
Market expansion Direct focus Commodity race Keeping customers on

Barrier protection Indirect focus Assortment race the market
Increase in specific Interconnection  with
gravity other firms

In general, any strategic marketing area should include: the formation by a
company of its own market with knowledge of customers and their requests; the
company's presentation of its special values for this market; creation by the company
of its own coordination network for delivering its idea to the target market.

The development and implementation of a special company strategy involves the

creation and application of a marketing complex system, as well as IMC (Fig. 1).

In our opinion, the study of components in the company's strategic activity

system in relation to IMC is a new step in such scientific developments.
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Fig. 1. Components in the company strategy and IMC formation system

This approach makes it possible to define the management system of MC as a
focused activity of the company to form market stability based on information
technologies and market trends.

Hence, the purpose of MC can be attributed to:

— search for the necessary information for customers about the product, company
and sales;

— creation of a positive image of the firm;

— stimulating the client with data of a certain orientation to goods and services,
as well as to the conditions of sale;

— formation of stable relationships with clients.

It follows that the distribution of MC goals can be achieved on the basis of the
decomposition of the main goal into strategic, tactical and operational goals. The
characteristic of MC as a process can be represented as follows: sender; coordination;



means of circulation and its distribution; decryption; barriers; feedback; response;
receiver. The supplier is the party sending the appeal to the other party. In this case,
the information goes through the coding process and is brought to the client through
the information distribution means — MC channels, through which the appeal is
transmitted from the sender to the recipient. The customer receives the information by
decrypting the message, where the receiver assigns value to the characters transmitted
by the sender. Further, the response communication process is established — a set of
responses of the recipient resulting from contact with the appeal. After that, there is a
phase of round-trip communication, that is, part of the response that the recipient
brings to the attention of the sender. The complexity in the MC process is such an
integral set of the system as unscheduled media interventions, or distortions, as a
result of which an appeal is received to the recipient, which is different from what the
sender sent, i.e. barriers are created.

The development of the conceptual foundations of the IMC can be represented
by the following example:

Table 2. Phases of IMC development

Phases Period Basic Phase Models
Category development 1990-1995 | IMC information typology model
Development of an integration model 1995-2000 | Partner relationship model
5-step model
Rationalization of integration models 2000s 8-step IMC model
Cyclic model of IMC

Next, consider the approaches to the content of the IMC:

— IMC as an MC planning paradigm arising from the need to assess the strategic
role of their different areas;

— IMC as the planning paradigm of MC, which determines the strategic role of
communication areas and their coordination;

— IMC as a practice of unification of all MC managers;

— IMC as a need to assess the strategic importance of their individual areas and
the optimal combination to ensure phasing and find the maximum impact of
communication programs;

— IMC as a system of technological sales methods that are aimed at effective
interaction between firms and target groups;




— IMC as a type of MC activity, characterized by a special synergistic effect.

Considering IMC as a significant event of the modern vision of market
interaction and a way of communication impact on the target audience, it is advisable
to note their prospects. These include:

— development of integrated promotion paradigms as a promotion system
depending on targeted marketing;

— combination of mechanisms, methods, technologies in IMC, which will lead to
the emergence of their new conceptual models;

— systematization of the main promotion paradigms will provide an opportunity
to talk about their system, in which firms begin to actively use the collected
information about possible customers;

— development of personal media technologies in the Internet communication
space, deepening the client's market;

— the development and application of integrated knowledge about the client is a
guideline for the evolution of the MC system, where the composition of messages and
the level of their saturation with these or other data will be determined to a greater
extent by the client himself;

— MC paradigms will be reformed depending on the development of concepts in
commercial activities;

— development of standard paradigms for formation of promotion process in
company marketing;

— intensification of processes in business markets, transition of markets from the
competitive phase to the hyper-competitive phase, from transaction marketing
communications to communications of stable relationships with clients;

— an increase in the number of direct-response, “different” communications
carried out in the form of communication, in which the capabilities of intermediaries
in communication are activated.

Based on the above approaches, a conceptual model of the IMC system can be
proposed (Figure 2). The formation of IMC contributes to the solution of problems,
which include the study of the market and economy with a variety of forms and
models implemented by modern firms.
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Further, we propose the company's IMC algorithm (Fig. 3).
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Fig. 3. Flow-chart of the algorithm for the development and implementation of
IMC in the company

For more efficient formation of IMC, modern information and communication
technologies should be used, in particular, Internet marketing [11]. In general, Internet
marketing, duplicating the main features of existing marketing, differs from it in the

composition of communication tools (Table 3).

The problem of selecting MK funds when organizing a campaign to promote
goods and services on the Internet can be carried out in the following areas:
designation of goals; definition of the target audience; selection of promotion tools;
media planning. The goals can be both short-term sales growth and their long-term
strategy. To achieve them, it is necessary to allocate a target audience, which will be
covered by a range of communication influences and the selection of MC tools will be

carried out.



Table 3. Composition and structure of Internet marketing in the IMC system

Interactive services
Online workshops
External corporate
forums and
conferences

Advertisement Sales Public Personal Direct
promotion relations sales marketing
Media Online games Internal site Online Email
advertising Virtual Mailings presentations Mailings
Contextual contributions Internal blog Interbet catalogs | Internet catalogs
advertising Loyalty programs | Press releases Websites Online shopping
Advertising Internet mass- Search engine
screensavers media optimization

Table 4 below shows the possibilities of using separate mechanisms depending

on the goals of the promotion company.

Table 4. IMC mechanisms on the Internet depending on the company's goals
for the promotion of goods

The purpose of

Mechanisms of IMC

the company to | Advertisement Sales Public Personal Direct
promote goods promotion relations sales marketing
on the Internet
Sales growth Media and Online Printed, aimed at | Website or- | Mass and
contextual promotions | sales and ganization | addressable
promotion form mailings,
communication
to the website
page
Creating an Media and Printed, Information Making Mass and address
image contextual, about describing deals Mailings
aimed at successful | corporate events
informing promotions

Thus, summarizing the above, it is possible to develop a flow-chart of the

theoretical and methodological justification of IMC (Fig. 4).
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Fig. 4. Flow-chart of the theoretical and methodological substantiation of IMC
Compiled by the author on the basis of [12, c. 10].



CONCLUSIONS

Thus, studies conducted to identify the peculiarities of integrated communication
technologies and their strategic orientation made it possible to conclude that IMC is
an even more complex category of the market environment than MC. Its features
appear in the following directions:

— formation of a new ratio of leadership in the MC market;

— change of components in the IMC formation strategy system;

— change of stages and phases of IMC development;

— formation of a new conceptual model of the IMC system in modern firms;

— development of a special algorithm for development and implementation of
IMC;

— change in the composition and structure of the IMC due to the introduction of
the Internet;

—as a result, the model of methodological justification of IMC was changed.

Literature

1. Zunde V. V. Concept and algorithmized model for the formation of a
system of integrated marketing communications: abstract... cand. econ. sciences:
08.00.05/Rostov State Economic University “RINH”. Rostov-on-Don, 2009. 62 p.

2. Ibragimov I. A. Theoretical and methodological foundations of
integrated marketing communications//Problems of modern science and education,
2016, No. 28 (70). P. 49-59.

3. Gabinskaya O. S., Dmitrieva N. V. Marketing communications.
Moscow: Publishing Center “Academy”, 2010. 240 p.

4, Gurov F. PR IT companies: Russian practice. Moscow: Alpina Publisher,
2011. 160 p.

5. Dushkina M. R. PR and promotion in marketing. Communications and
action, technology and psychology. St. Petersburg: Peter, 2010. 560 p.



6. Best R. Marketing from the consumer. Moscow: Mann, Ivanov and
Ferber, 2015. 760 p.

7. Barlow D, Moeller K. Complaint is a gift: How to maintain customer
loyalty in difficult situations. Moscow: Olympus Business, 2013. 330 p.

8. Goldoni V. C. Corporate&Marketing Communication. Milano:
Competence, 2019. 23 p. URL: https://dokumen.tips/documents/competence-
f.ntml?page=2

9. Jay R. Low-cost marketing. St. Petersburg: Peter, 2003. 240 s.

10. Kotler F, Trias De Bez F. New marketing technologies. Techniques for
creating ingenious ideas. Per. since English. St. Petersburg: Neva, 2004. 192 p.

11. Predein A. M. Efficiency of marketing communications on the Internet:
author... cand.econ.sciences: 08.00.05 / Ural State Economic University.
Yekaterinburg, 2009. 27 p.

12. Tarasov A. S. Improvement of marketing communications of organizations:
author... cand.econ.sciences: 08.00.05 / Belgorod University of Cooperation,
Economics and Law. Belgorod, 2013. 26 p.

References

1. Zunde, V. V. (2009), “The concept and algorithmic model for the
formation of an integrated marketing communications system”, Ec.D Thesis,
Economics and Management of the national economy: marketing, Rostov State
Economic University “RINH”, Rostov-on-Don, Russia.

2. Ibragimov, I. A. (2016), “Theoretical and methodological foundations of
integrated marketing communications”, Problemy sovremennoj nauki i obrazovanija,
vol. 28 (70), pp. 49-59.

3. Gabinskaja, O. S. and Dmitrieva, N. V. (2010), Marketingovye
kommunikacii [Marketing communications], lzdatel'skij centr «Akademija», Moskva,
Russia.

4. Gurov, F. (2018), PR IT-kompanij: Rossijskaja praktika [PR of IT



companies: Russian practice], Al'pina Pablisher, Moskva, Russia.

5. Dushkina, M. R. (2018), PR i prodvizhenie v marketinge. Kommunikacii
i vozdejstvija, tehnologii i psihologija [PR and promotion in marketing.
Communications and influences, technologies and psychology], Piter, Sankt-
Peterburg, Russia.

6. Best, R. (2015), Marketing ot potrebitelja [Marketing from the consumer],
Mann, Ivanov i Ferber, Moscow, Russia.

7. Barlou, D. and Mjoller, K. (2013), Zhaloba — jeto podarok: Kak sohranit'
lojal'nost’ klientov v slozhnyh situacijah [A Complaint is a Gift: How to Maintain
Customer Loyalty in Difficult Situations],Olimp-Biznes, Moskva, Russia.

8. Goldoni, V. C. (2019), “Corporate & Marketing Communication”,
Competence, Milano, Italy, available at: https://dokumen.tips/documents/competence-
f.ntml1? page=2 (Accessed 4 July 2022).

9. Dzhej, R. (2003), Malozatratnyj marketing [Low cost marketing], Piter,

Sankt-Peterburg, Russia.

10. Kotler, F. and Trias De Bez, F. (2004), Novye marketingovye tehnologii.
Metodiki sozdanija genial'nyh idej [New marketing technologies. Techniques for
creating brilliant ideas], Neva, Sankt-Peterburg, Russia.

11. Predein, A.M. (2009), “Efficiency of Marketing Communications on the
Internet”, Ph.D. Thesis, Economics and Management of the national economy:
marketing, Ural State University of Economics, Ekaterinburg, Russia.

12. Tarasov, A.S. (2013), “Improving Marketing Communications of
Organizations”, Ph.D. Thesis, Economics and Management of the national economy:
marketing, Belgorod University of Cooperation, Economics and Law, Belgorod,
Russia.

Cmamms naoivwna 0o pedaxyii 28.08.2022 p.



