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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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NuBectunimonno-unnoBanronnas crparerus (MNC) siBnasieTcss KOMIIIEKCHBIM MOHATHEM,
KOTOpPOE COCTOMUT U3 JIBYX COCTaBJISIOUIMX — MHBECTUIIMOHHOW M MHHOBALIMOHHOM CTpaTEruy,
u (akTruecku GopMHUpYyeTCs Ha MEepeceueHNH 1efieil Kak MHBECTUIIMOHHOM, TaK 1 MHHOBAIIU-
OHHOM JI€ATENbHOCTH U SIBIISICTCS IPOM3BOIHON OT OOIIEKOPIIOPATUBHOMN U JI€IOBOM CTpaTeruii
opranuzaruu. MVC sBnsercs MmexdyHKIIMOHATLHON CTpaTerueit 1 MpeACTaBisieT COO0M HHTe-
TPUPOBAHHYIO CUCTEMY HalpaBlieHUH, [JIAHOB U MPOTPamMM, CIIOCOOCTBYIOIIUX JTOCTHIKEHUIO
Leneld pa3BUTHS INPEANPHUATHS Ha OCHOBE CTPATErMUECKOIO IOAAEP)KAHUS COOTBETCTBHS
MEXAY HUMH, NOTCHIIMAIbHBIMA MHBECTULIMOHHO-NHHOBALIMOHHBIMUA BO3MOKHOCTSMH MPEJI-
NPUATHUS U €T0 BHEIIHEH cpesibl ¢ UCIOIb30BAHUEM METOJIOB, CIIOCOO0B M HHCTPYMEHTOB pac-
MpeleeHNs] PeCypcoB (MHBECTUIIMOHHBIX, HAYYHO-TEXHUYECKUX, KaJJPOBBIX, MAaTePHAIIbHBIX,
MH(OPMaLIMOHHBIX U JIp.) B IPOCTPAHCTBE U BpeMeHu. [Iporecc BbIpaObOTKM cTpaTeruu Creuu-
¢dudeH, TaK KaK 3aBUCUT OT MO3UIMH (GUPMBI HA PHIHKE, TUHAMUKH €€ Pa3BUTHS, MOTCHIMAIIA,
MOBEJCHNS KOHKYPEHTOB, XapaKTEPUCTHUK ITPOU3BOMMOTO €10 TOBapa UM OKa3bIBAEMBIX YCIIYT,
COCTOSIHUSI SKOHOMMKH, KYJIbTYPHOU cpebl U Ap. [[puMeHnTENbHO K TPOMBIIUIEHHOMY MHpPEe.-
npusituro (ITIT) unm ctparerndeckoit 3oue ero xo3siictBoBanus (C3X) pazpadborka MUC mpen-
10JIaracT peaar3alfio CaeIyOIUX ATanoB (PUCYHOK 1).
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Pucynok I — Iransl pa3padorku u peaqusanun MUC I

Hcrounuk: aBTopckas paspa0boTka Ha ocHoBe [1; 2, ¢. 184-187; 3].
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[porecc mo6oro mIaHUPOBaHUS MPEATIOIAraeT ONpeIeNeHHYI0 HEPAPXHUIO IIIAHOB, KOTOpast,
IIPEXKJIE BCETO, BBIPAXKAETCS B MEpapXHH UX 1eneil. L{enp cTpaTernueckoro rmiaHa BOILIOIAETCS B
eJISIX TUTAHOB JICWCTBUIA, HAIpaBIAEMbIX Ha BHECEHHE M3MEHEHUH B peryiupyemble (pakTopsl.
e kaXka0ro TUTaHa ASUCTBHM paciindpoBBIBaETCS B IENsIX mporpamm. [logoOHas nepapxus mos-
BOJIICT HanOoJIee TOUYHO MPEBPATUTH JOBOJILHO INIO0ATBHBIE CTPATETHYECKHUE €M B COBEPIIIEHHO
KOHKPETHBIE 33/1a4H1 U1 KOHKPETHBIX UCTIOJIHUTENEH. Mepapxust M1aHOB peanu3alii HUHBECTULM-
OHHO-MHHOBAIMOHHOM esitenbHocTH [1I1 puBeniena Ha pucyHke 2.
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Pucynok 2 — Uepapxus IJIaHOB CTPATeruy HHBECTUIIHOHHO-UHHOBAIMOHHOM AesiTeabHOcTH TTTT

Hcrounuk: aBTopckast pa3paboTKa.

BaxxapIM 3Tarom B mpornecce pazpadotku u peanuzanuu MUC I ssaseTcs oreHka 05xu-
JTAEMBIX PBIHOYHBIX (M3MEHEHHUE JOJIM PhIHKA, €r0 OTHOCUTEIBHOIO 0XBaTa, KOHKYPEHTOCIIO-
COOHOCTH TPOAYKTOB M MPENNPHUATHS U JIp.), HHBECTULIMOHHO-UHHOBALIMOHHBIX (JMHAMHUKU
YHCTOr0 JTUCKOHTUPOBAHHOTO J0XO/a, PEHTA0EIbHOCTH WHBECTHLNN, HHTEHCUBHOCTH U 3(-
(EeKTUBHOCTH MHHOBAIIUN ¥ AP.) U (UHAHCOBBIX PE3YIbTATOB (BBIPYUYKH, TPUOBUIH, pEHTA0ETh-
HOCTH U JIp.), T. €. 0000IIaI0IUX U Pe3yIbTUPYIONIMX KOMIIOHEHTOB CTPAaTETHUYEeCKOro MHBE-
CTUIIMOHHO-UHHOBAIIMOHHOTO TIJIaHa.

Taxkum oOpa3oM, peann3anus MPeATOKEHHBIX ITANoOB pa3padoTku u peanuzanun MUC
[1IT mo3BONUT CO3/1aTh HEOOXOJUMBIE YCIOBUS AJIS MOBBIIIEHHUS €r0 KOHKYPEHTOCIIOCOOHOCTH
B JIOJITOCPOYHOM MEPCIEKTUBE C YIETOM MMOTEHIMAILHBIX U3MEHEHUI CUTyalluu B OyIyIieM u
dbopMupoBaHUs CIOCOOHOCTH MX NMPEABUACHUS B COBPEMEHHBIX YCIOBUAX SKOHOMHYECKOTO
pa3BUTHS CTpaHbl, 00eCTIeYUT POCT FPPEKTUBHOCTH MPOU3BOJCTBEHHO-XO3AUCTBEHHON Jes-
tenbHOCTH 11, CHUXKEHUE yNIeNbHBIX 3aTpaThl HA MPOU3BOJCTBO U PEATU3ALUIO0 MPOIYKIIUH,
ylydlieHne (PMHaHCOBBIX PE3yJIbTaTOB KOMIIAHUH, T. €. TOBBICUT €€ HHHOBALIMOHHOCTb.
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B cratbe MPEAJIOKEHA MOACITb OPraHU3allMOHHO-O3KOHOMHYCCKOTO MEXaHU3Ma MOTHBAIIMOHHOI'O
CTUMYJIMPpOBaHUA MepcoHaia, 6a31/1py}oma${csl Ha y4yeTe 0COOEHHOCTEMH OopraHnusanuu, €€ BHYTPCH-
HEH U BHEIIHEH Cpeabl. ﬂﬂﬂ OPUHATHSA PEHICHUA O IMMOJUTUKE CTUMYJIMPOBAHUSA pa6OTHI/IKOB aBTO-
poM 1mpegiiaractcsa yaeJauTb BHUMaHUC UCCIICAOBAHNUIO TaKUX (l)aKTOpOB, KaK MUCCHA, COrjiaCoOBaH-
HOCTb, BOBJICUCHHOCTD, CIIOCOOHOCTE K ajanTaluu, a TAKXKeC MMpOBOAUTE MOHUTOPUHT 3(1)(1)6KTI/IBHO-
CTH LI CJICBBIX noxa3aTeﬂe17I, OKa3bIBAONIUX BJIMAHUE HAa NIPOLCCCHI YIIPABJICHUS NIEPCOHATIOM.

Kniouegvie cnoga: MOTUBAIMOHHOE CTHMYJIMPOBAHUE MEPCOHANA; OPraHW3AIMOHHO-3KOHOMMIE-
CKHI MEXaHW3M, WHCTPYMEHTHI CTHMYJIMPOBAHMS NEPCOHANIA; METOABI CTUMYJIMPOBAHUS IEPCO-
HaJla; CHCTEMa MOTHBAIMHU TIEPCOHANA.

DISTINGUISHING FEATURES OF MOTIVATIONAL INCENTIVES
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The article proposes an organizational-economic mechanism for personnel incentives, based on the
priority areas of employee motivation, as well as taking into account the characteristics of the or-
ganization, its internal and external environment. To make a decision on the policy of incentivizing
employees, the author proposes to pay attention to the study of the factors such as mission, con-
sistency, engagement, adaptability, as well as to monitor the effectiveness of target indicators that
influence personnel management processes.
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