commercial and logistical activity and management skills, which help to
identify pain points and risk levels in its activities, determine the main
directions and the most effective ways to improve the efficiency of the
enterprise in order to make an informed management decision. Practice shows
that it is on the basis of the above indicators that a farmer can make the right
decision about the advisability of growing malting barley on the farm.

ADVERTISING IN THE SYSTEM OF INTEGRATED
MARKETING COMMUNICATION METHODS
(PEKJIAMA B CUCTEMI IHTEI'POBAHUX
METO/IIB MAPKETHHI'OBOI KOMYHIKAIIIT)

Aradgonos P.O., rp. MP-30
Hayxogi kepiBauku — Q.M. MypasgiioBa, M.I. Kpyneii
epoicasnuii biomexnono2iuHuil YHisepcumem

In the last years, there could be seen incredible evolution as for new
tools of modern marketing. Direct activities bypass any intermediaries and
communicate directly with the individual consumer. Direct mail is
personalized to the individual consumer, based on whatever a company
knows about that person’s needs, interests, behaviors, and preferences.
Traditional direct marketing activities include mail, catalogs, and
telemarketing. The thousands of “junk mail” offers from credit card
companies, bankers, and charitable organizations that flood mailboxes every
year are artifacts of direct marketing. Today, direct marketing overlaps
heavily with digital marketing, as marketers rely on email and, increasingly,
mobile communications to reach and interact with consumers.

Direct marketing can offer significant value to consumers by
tailoring their experience in the market to things that most align with their
needs and interests. If you’re going to have a baby (and you don’t mind
people knowing about it), wouldn’t you rather have Target send you special
offers on baby products than on men’s shoes or home improvement goods?
Additionally, direct marketing can be a powerful tool for anticipating and
predicting customer needs and behaviors. Over time, as companies use
consumer data to understand their target audiences and market dynamics,
they can develop more effective campaigns and offers.

Personal selling uses in-person interaction to sell products and
services. This type of communication is carried out by sales representatives,
who are the personal connection between a buyer and a company or a
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company’s products or services. In addition to enhancing customer
relationships, this type of marketing communications tool can be a powerful
source of customer feedback, as well.

Salespeople can also offer many customized reasons that might spur
a customer to buy, whereas an advertisement offers a limited set of reasons
that may not persuade everyone in the target audience.

As for new tools of modern marketing communication that can be
divided into four groups, the first one is called Fixed stars: E-mailing, Word of
mouth, Local related search. The second group with QR codes,
Micromarketing, HR branding is going to disappear, and their use will go down.

On the opposite side are standing Guerilla marketing, marketing
automation, Real-time marketing, Social commerce, Social customer
relationship management. These are the trends with the predicted success.

Among the actual trends, there are the following tools of modern
marketing communication: remarketing, social media, viral marketing,
mobile commerce, video marketing. Telemarketing contacts prospective
customers via the telephone to pitch offers and collect information.

For further analysis, we need to define some of the tools mentioned
above. As for the Word of mouth, QR codes, Real-time marketing the main
attention will be paid to social media marketing. These tools of marketing
communication were chosen because respondents most frequently
mentioned them in primary research. Word of mouth (WOM) marketing is
focused on inducing the effect of “advertising” between customers
themselves. Generally, WOM raises new, surprising or different topics.

QR codes (QRC) in advertising and product communication are used
very frequently. They can refer to websites, coupons, and may also include
a complete electronic business card.

Real-time marketing (RTM) is based on up to date events. The
difference between marketing and real-time marketing is that instead of
creating a marketing plan in advance, real-time marketing is creating a
strategy focused on current, relevant trends and immediate feedback from
customers. Real-time marketing aims to connect consumers with the
product or service that they need now, at the moment.

Social media marketing (SMM) is one of the fastest growing
communication technologies in the Internet environment. It refers to
Internet-based online media in which individuals with common interests,
goals, and practices engage in social interactions constructing personal
profiles and sharing information and experiences. Social media represents a
variety of forms such as social networks (e.g., Facebook), photo sharing
sites (e.g., Flickr, Photobucket), video creating and sharing sites (e.g.,
YouTube), online communities, microblogging tools (e.g., Twitter), social
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tagging (e.g., Digg), newsreaders (Google Reader), public Internet boards
and forums, blogs, tagging sites, podcasting, wikis, and individual websites.
The use of internet-based social media technologies has enabled
entrepreneurs to quickly and conveniently share their business experiences.
Shared information on social media sites is recognized as an important
information source which may influence decision making for potential
buyers. Results showed that identification and internalization are critical
determinants that positively increase actual business experience.

YIIPABJIIHHA BPEH/IOM

Bbaoxo H.M., kaHz. €eKoH. HayK, AOL.
Jepoicasnuii biomexHono2iyHuil YHisepcumem

Y cyyacHHX pHHKOBHX YyMOBaX TOCIOAAPIOBAaHHS BaXIMBICTh
CTBOPCHHS 1 YNPaBITiHHA TOPrOBUMHU MapKaMH 0araTto B YOMY 3aJ€XKHTb BiX
cTaHy X KOHKYPEHTOCHPOMOXKHOCTI Ha pHHKY. KilbKiCTh HOBHX TOBapiB i
TMIOCITYT CTPIMKO 30UIBINYETHCS, BHACTIZOK LILOTO MEPLIOYEPTOBUM 3aBIaHHIM
BUPOOHHUKIB € Ipo0sieMa aKTHBI3allil yBard MOTCHIIIHHAX CII0KUBAYIB.

AXTyallpHICT ~ yNpaBIiHHA ~ OpeHAOM  MiIIPHEMCTBA,  HOTO
MPOCYBaHHs IO PIBHS BITI3HABAHOCTI 3aJIeXKaTh BiJl SIKICHOTO YIPaBJIIHHS
TOPrOBOI0 MapKOI0, sKa B TIEPCHeKTHBI 3a0e3medynTs iX  CTilKi
KOHKYPCHTOCIIDOMOKHI ~ BiIMIHHOCTI B  ysBI CIOXHBadiB. MokHa
BiJ3HAYWTH, IIO CHOTOJHI CTa€ HEOOXITHUM BUPIIICHHSA TPOOIEMH
(dopMmyBaHHS 00pa3iB TOProBoro OpeHAy i 60poTHOa 3a Miclie B CIIPUAHATTI
CHOXKMBauyaMHM, pPE3yJbTaTOM YOTO € HAasBHICTh EMOLIWHHX MOTHBIB Yy
KyHiBeNbHil MOBEMIHII MOTeHIIHHNX criokuBadiB [1, c. 106].

HaiironoBHilmmM 3aBAaHHSIM YCHIIIHOTO TPOLECY YIpPaBIiHHSI
TOPrOBOKO MapKO € CTBOPCHHS 1 MATPUMKA NMPABUIHHOT B3a€MO/IiT KOMIAHIT
3 (pakTOpaMu 30BHIIIHBOTO CEPEJOBHUINA JUisi 3a0e3leueHHs] #oro
KOHKYPEHTOCIIPOMOXKHHX OCOOJIMBOCTEH, TOMY MAapKETHHI B Cy4YacHHX
yMoBax OO0'€KTUBHO 3aiiMae OJHE 13 OCHOBHHUX MiClb B CTPYKTYpi
JIOBTOCTPOKOBOTO 1 €()eKTUBHOTO YIPABIiHHS HiAIPHEMCTBOM.

CporosHi, SKIIO MiJNPUEMCTBO 3/iHCHIOE JIOBFOCTPOKOBI IUIAHH MO
30UIBIICHHIO CBOE] YacTKM Ha IIEBHOMY CETMEHTI PHHKY, BOHO MOXe
3pobuTH e abo 3a paxyHOK 30UIBIIEHHS NPOAAXKIB IMPOAYKLii HEBHUM
MOKyIIsIM, a00 3a JO0MOMOTOI0 OTPHMAaHHS JIOSUIBHOCTI 3alydeHHX
CIOXKMBaUiB 1 KOHKYPEHTIB, a00 32 paxyHOK ()OPMYyBaHHS i PO3BUTKY HOBHX
puekiB. Cmig  3a3HaudTH, O JUIA  3AIHCHEHHS  KOHKYPEHTHHX
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