NIeBsiTasi paMo4yHasi MporpaMMa mccienoBannii M nHHoBammid Ha 2021-2027 rr.
(Horizon 2021). bromxker Horizon Europe na nepuon ¢ 2021-ro mo 2027 r. co-
craBnsier 95,5 mupa eBpo. DTo BKIHOUaeT B ceds 5,4 MIpA €BPO U3 HHCTPYMCH-
ta EC Next Generation, B 4aCTHOCTH, ISl TIOAJCPKKH 3€JICHOTO M LU(PPOBOTO
BoccraHosieHus nocie kpusuca COVID. bromker paszneneH Mexay 4eTbIpbMs
CTOJIMAMH U 15 KOMIIOHEHTaMH JUIsi CO3[aHus MPOrPaMMBbI, KOTOpast OyleT Mmoj-
JIep>KUBATh BCE O0JACTH UCCICAOBAHUM M MHHOBALMI: HayKa, NIOOAJbHBIEC BbI-
30BBbI U IPOMBIIIIIEHHAS! KOHKYPEHTOCIIOCOOHOCTD, & TAKKE PACIIMPEHUE YUacTUs
U yKpeIUIEHUE €BPOIECHCKOro UCCIIeI0BAaTENIbCKOr0O IPOCTPAHCTBA [2].

CymectByert emie okoa0 16 nporpamm EC, xotopble (PUHAHCUPYIOT AESTENb-
HocTh RDI B HOBOM nporpammuoM nepuoge. Ilomumo nporpammel «Iopu3oHT»,
MuHHCTEPCTBO SKOHOMHKH U 3aHATOCTH oTBevaeT 3a EBparom, UTOP, nporpam-
my «I{udposas EBponay, MccnenoBarenbekuii poH yriist u cTanu, THHOBAI[OH-
HbI# honx n Kocmmdeckyro nporpammy EC.

Takum obpasoMm, EC nuHAMUYHO pa3BUBAET W TMPOJBHTacT CBOK MHHOBAI[H-
OHHYIO TTOJIUTUKY, PeaIu3ysl HHBECTHUIIMOHHBIE IPOTPAMMBI U COXPAHsS BBICOKHE
MO3ULIMU B MEKIYHApOAHBIX peHTHHrax. JlaHHbIE MpOrpaMmbl MOIAECPKUBAIOT
pa3BUTHE KOHKYPEHTOCIIOCOOHOCTH EBpOIEiiCKOro coro3a 1 ero orpacieid, a Tak-
JKe MIPOJIBUKEHHE BBICOKOKaYeCTBEHHbIX HCCIIEJOBAaHHH.
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The secrets of the success of omni-channel
communication campaigns

Cyn Youconu, couck. BI'Y,
Hayy. pyk. Yypneu 3. I, Kano. s3KkoH. HAYK, 00Y.

The development of communication campaigns is from single-channel to
multi-channel, and then from multi-channel to omni-channels.

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
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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.

A omni-channel communication campaign is the use of several channels to
contact the audience. With this practice, the company not only uses various means
of contact with potential users, but also simplifies the conversion procedure on
one of the convenient channels. With the help of a omni-channel communication
campaign, a person (consumer) has the opportunity to choose one of the most
interesting directions for him [1, p. 96].

At the present stage, there are a number of different channels that allow you to
contact (attract) potential buyers. These include websites on the global network,
retail outlets, RRS, e-mail, mailing lists, messages, distribution of catalogs for
ordering goods, and so on.

The importance of a omni-channel communication campaign is that each of
their channels can have its own buyer. The task of an entrepreneur is to cover
all possible directions and get the best customers. In practice, omni-channel
consumers are able to spend a lot more than multi-channel consumers, and this
should be used [2, p. 67].

As in any other direction of marketing, there are advantages and disadvantages.
So, the advantages of a omni-channel communication campaign include:

1. Increased attention from customers. Working in various channels, the
company manages to constantly attract new consumers and significantly increase
the awareness of the company among the masses.

2. Each of the consumers can use their own channel, which allows you to
choose the most attractive and convenient way for people to interact. This
approach increases the likelihood of conversion.

3. Increasing the number of interaction points. Thanks to omni-channel
marketing, the total volume of contacts with potential buyers increases. The
company gets more opportunities to collect the necessary information about
potential customers. Thanks to this, it is possible to perform an accurate analysis
of marketing activities and determine in which of the directions advertising works
the most.

4. Stability of the brand policy. Thanks to the use of omni-channel marketing
techniques, the product of a particular company produces the same effect on a
potential client (regardless of the channel). This is also due to the fact that the
company always monitors its reputation [3, p. 58].

When implementing a omni-channel communication campaign, there are also
disadvantages (difficulties):

1. For each type of business, a certain channel of interaction is better suited.
When making a decision regarding omni-channel marketing, the company loses
the opportunity to work with potential customers in some one (most effective)
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channel. For example, a talented salesperson will be able to sell more products via
the phone than via the Internet. On the other hand, there are customers who prefer
to order goods exclusively via the Internet.

2. Working with omni-channel marketing implies constant concentration on
several directions and management of several elements (channels) at once. In the
absence of proper experience of the staff, it is extremely difficult to cope with such
tasks. In addition, success in omni-channel marketing can be achieved only if two
important works are carried out simultaneously — the integration of advertising
activity into each of the channels, as well as interaction in the processes of product
promotion. It is not easy to put this into practice.

3. An increase in time and material costs is an inevitable component of this type
of promotion. Due to the use of several channels, the control area is significantly
expanded, which makes it necessary to spend a lot more time organizing activities
or hiring new people.

The secrets of the success of omni-channel communication campaigns depends
on the following factors:

1. Channel integration. The ideal option is an integrated approach to promotion,
when advertising means are used simultaneously, marketing efforts are integrated
and new channels of attraction are gradually introduced.

2. Creation of control groups. An important point in promotion is to measure
the effectiveness of each of the advertising campaigns in a timely manner, as
well as to conduct tests of their impact on potential customers. Gradually, control
groups of the most effective methods of influence should be created, and the most
inefficient ones should be eliminated.

3. Formation of several points of contact with the consumer group. In fact,
this is the implementation of the basic approach of omni-channel marketing. The
greater the customer coverage, the better results can be obtained in the future.
Anything can act as points of interaction — mailing by mail, various surveys, social
media, and so on.

4. Knowledge of your audience. A company that promotes a product (service)
and plans to achieve results in this field is obliged to know its audience and adapt
to it. In particular, it is important to understand which of the channels are suitable
for a specific type of activity, and so on.
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