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s 3 PEeKTUBHOTO MPOU3BOICTBA U COBITA CEIbCKOXO3IHCTBEHHON MPOAYKIIUU U TIPOIOBOIIb-
CTBUS, @ TAKXKE JIJISl TIOBBIIEHUS KOHKYPEHTOCIIOCOOHOCTH SKCTIOPTUPYEMOM IPOyKInu. I'oc-
yJIapcTBEHHAas! MOAJIEPHKKA IKCIIOPTA SIBJISIETCS BaKHOM COCTaBHOM YacCThIO BHEIIHEIKOHOMH-
YeCKOH MOJIMTHKH.
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Pucynox 1 — loxoapl KpynHeHRIMX NPOJOBOIbCTBEHHBIX TPAHCHAIIMOHAIbHBIX Kopropauuii [2]

Ha rnmoGanbHOM ypoBHE OOJIbIlasi 4acTb TOPTOBIM MPOAOBOJIBCTBHEM NMPHUXOIUTCS Ha
CTpaHbI C BHICOKUM YPOBHEM J10X0/Ia, Y KOTOPBIX JI0JIM UMIIOPTA U 3KCIOPTa IPUMEPHO PABHBI,
a 110 HEKOTOPBIM CTpaHaM MMIIOPT IIPEBBILIAET SKCIOPT. Bee rpymnsl cTpaH, BHE 3aBUCUMOCTH
OT YPOBHS J10X0/1a, B LIEJIOM UMITIOPTUPYIOT OOJIbIIE MPOAOBOIBCTBEHHBIX TOBAPOB, YEM CEJlb-
CKOXO3SIICTBEHHBIX.

Takum oOpa3om, IPOAOBOILCTBEHHBIN PHIHOK MOJBEPKEH BIUSHUIO IPOIECCOB TPAHC-
HallUOHaJIN3alluu 1 I‘J'IO6aJ'II/IBaI_[I/II/I, TCHACHIIUN PA3BUTHA KOTOPBIX, OKA3bIBAIOT BO3I[CI‘/JICTBI/I€
Ha CTPATETHIO Pa3BUTHS KOMIAHUHN. B cBs3M ¢ yem, 11 obecniedeHust 3 HeKTUBHOTO (yHKITH-
OHMPOBAHMS OPraHU3aLUN ITUILEBOX TPOMBILIICHHOCTH B YCIOBHAX KECTKOM KOHKYPEHIIUU U
CJI0)KHOCTH BXO0/1a HA MHUPOBOM MPOJIOBOJILCTBEHHBIH PHIHOK, BOBHUKAET HEOOXOIMMOCTh T0-
CTOAHHOI'O MOMCKAa MHHOBAIIMOHHBIX 1 HHBCCTUIMOHHBLIX PECYpPCOB AJI O6GCH€‘IGHI/I$I " yacp-
KaHHSI KOHKYPEHTHBIX PEUMYIIECTB Ha PBHIHKE.
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Nowadays it is a trend for firms to carry out omni-channel communication campaigns. With the help of
the network, firms can easily carry out communication campaigns in all channels to improve the shopping
experience of consumers. The communication campaigns of the omni-channel try to achieve the same
shopping experience through different combinations, and maximize their own profits.
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B Hacrosiee Bpems Uit pUpPM CTaIO0 TCHIACHIUCH MPOBOAUTH OMHUKAHAILHBIC KOMMYHHKAI[UOH-
Hble KammaHun. C momormpsio MHTepHET ceTr GUPMBI MOTYT JIETKO IPOBOIUTH KOMMYHHUKAIIHOHHEIE
KaMIIaHWH [0 BCEM KaHaJIaM JJIs Iy YIICHHS TOKYIATeIbCKOTO OMbITa oTpeduTeeit. [Ipu momornim
OMHUKAHAIFHBIX KOMMYHUKAITMOHHBIX KAMIIAHUA MEHEIKEPHI TBITAIOTCS JOOUTHCS OJIMHAKOBOTO
MOKYIaTEeIbCKOTO OTBITa C IOMOIIBIO PA3IUYHBIX KOMMYHHUKAITMOHHBIX KOMOWHAINNA, YTOOBI MakK-
CUMH3HPOBATh MPHOBLIb.

Knioueevte coea: MapKkeTHHTOBBIH KOMIUIEKC; OMHMKaHAIIbHOCTh;, KOMMYHHKAIIMOHHBIE KaMIla-
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The concept of a marketing mix is one of the basic concepts of marketing. Consider the
four components of the marketing mix (the so-called «four rs»): 1) Product, 2) Price, 3) Distri-
bution (place), 4) Promotion or communication campaigns (promotion). Communication cam-
paigns—fourth component of the marketing mix. They are used to demonstrate important char-
acteristics of the other three elements of the marketing mix in order to increase consumer en-
gagement in purchasing a product. The price of a product and the way it is distributed also
carries certain information to the consumer. These three elements, along with communication
campaigns, form a marketing mix[1, p. 69].

Communication campaigns are broadly defined as «purposive attempts to inform or in-
fluence behaviors in large audiences within a specified time period using an organized set of
communication activities and featuring an array of mediated messages in multiple channels
generally to produce noncommercial benefits to individuals and society» [2]. All communica-
tion campaigns have five basic elements: 1) persuading consumers; 2) purpose; 3) the place of
contact; 4) participants in the marketing process; 5) various types of marketing activities.

A set of communication campaigns is a single set of communication components that
unites participants, channels and means of communication and is aimed at establishing and
maintaining relationships between the organization and the marketing environment in order to
achieve marketing goals [3, p. 87]. The set of communication campaigns consists of four main
means of influence:1) advertising; 2) sales promotion; 3) PR; 4) personal sales.

The development of communication campaigns is from single-channel to multi-channel,
and then from multi-channel to omni-channels.
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In short, omni-channel communication campaigns enable consumers to get the same in-
formation and experience in each channel-desktop browser, mobile, retail, social media, pod-
cast, and any others you might use —and how consumers transition between channels they make
purchases.

Compared with single communication campaigns and multi-channel communication
campaigns, omni-channel communication campaigns can closely connect firms and consumers,
S0 as to create better brand awareness among consumers.

Carrying out omni-channel communication campaigns can be divided into the following steps:

1. Build a large database of consumers. Large database is the core of any communication
campaigns process. With the database of consumers, it is possible to accurately select commu-
nication channels and target groups. The database not only contains the list or records of con-
sumers, but also contains the details of consumers' shopping. Generally speaking, the data in
the database can be roughly divided into five types: user data, consumer relationship data, con-
sumer feedback data, product application purpose data and consumer credit data.

2. Evaluate «Valuable consumers». With a consumer database, it is not necessary to carry
out communication campaigns for every consumer. The firm should customize different com-
munication campaigns according to «1535 principle» (15 % opinions, 35 % intended consum-
ers and 50 % unintended consumers).

3. Understand consumer touchpoints and preferences. Before communication campaigns,
the firm should find out when, where and through which channels the firm can reach consumers,
and understand which communication channels consumers prefer. Only in this way can the firm
formulate a better combination of marketing in the future.

4. Integrate omni-channels communication campaigns. After completing the above three
steps, firms should then integrate omni-channel communication channels, such as stores, mi-
croblog, wechat, insgram, facebook, youtube, bilibili, mailbox, VK etc.

Omni-channel communication campaigns will become the development trend in the fu-
ture. Consumers want to connect with brands anytime, anywhere. Especially on their
smartphones and handheld devices. Today's consumers are not restricted by stores or even by
the state. Time pressed consumers look forward to the convenience of online shopping and the
availability of stores, as well as the convenience of delivering goods home or picking up goods
at other places. Consumers may start their journey on social media, looking for dialogue and,
more importantly, recommendations. Consumers are looking for dialogue and connection with
their cherished brands. The firms need to show that you understand and value every consumer
through omni-channel communication campaigns.
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