BricTpoe pazsutie upoBol KYIETYpBI H CHOPTa, HTU(GPOBOTO 3PAaBOOXPAHEHUS
1 1MGPOBBIX (PMHAHCOB MPHUBENO K TOMY, YTO JOXOABI HHTEPHET-UHIYCTPUH TIpe-
Beicwn 150 mipz roaHei, yBennuuBmmch Oosiee yeM Ha 30 %. HacuntbiBaercs
okono 1202 nmpennpusATHil HOBBIX U BBICOKMX TE€XHOJIOTHUH, a NPUPOCT B MPOLIEHT-
HOM COOTHOILEHHH cocTaBiisieT 43,4 %. JloGaBieHHast CTOMMOCTB Cephl YCIyT Bbl-
pocia Ha 15,3 %, a ee BKiaa B 9KOHOMUYECKHU pocT paBeH 82,5 % [3]. Ycnexu
nemoHcTpupyet U 2022 r. O0beM HHBECTHLIMH B MHPPACTPYKTYPY 1O UTOTaM I1ep-
BBIX TPEX KBapTaJOB TEKyIIEro rojaa Belpoc Ha 12,9 %. Uto xacaercsi HHBECTH-
LU B OCHOBHOM KalMTaJl, TO MHBECTHLIUH B IIPOMBIIUICHHOCTD (32 UCKIIOUCHUEM
cepbl HEABI)KMMOCTH) B STHBape-CEHTSAOpE yBENUUIINCh Ha 1,5 %, HHBECTULINH
B HHPPACTPYKTYPY BBIpocir Ha 12,9 % Mo cpaBHEHUIO ¢ aHAJIOTHYHBIM [IEPHOIOM
MIPOIIIIOTO rojia U cocTaBmiu 27,5 % oT o01ero oobema BIoKeHui [4].

CornacHo «I'eHepallbHOMY IUIaHy CTPOUTENIBCTBA MOPTa CBOOOHOM TOPrOBIIH
Xaitaaub» k 2050 T. 3TOT peruoH MPEeBpPaTUTCS B YHUKATBHBIN KIacTep C MePeIoBOil
HKOHOMHMKOH, Iie OyIyT pacroIokKeHbl KaMITyChl BEAYIINX YHHBEPCUTETOB, MIEPEIO-
BbI€ JJA0OPATOPHH U ITA0-KBAPTHPHI BEAYIIMX TPAHCHALMOHATIBLHBIX KOPIIOPALUH.
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Development of modern communication campaigns
and formation of omni-channel communication campaigns

Cyn Yoconu, acn. BI'Y,
nayu. pyk. Qypaeu . I'., kano. 3KoH. HAYK, O0Y.

Marketing complex — a set of controllable variable marketing factors, the com-
bination of which the firm uses in an effort to elicit the desired response from the
target market.

Consider the four components of the marketing mix (the so-called «four Rs»).
1. Product — it is a collection of products and services that an organization offers

to a target market.
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2. Price — it is the amount of money that consumers pay to purchase a product.
If the price assigned does not match the value of the product in the eyes of
consumers, they will switch to competing products.

3. Distribution (place) — this is a different kind of activity aimed at ensuring the
availability of goods to target consumers.

4. Promotion or communication campaigns (promotion) — this is the whole ac-
tivity of an enterprise to disseminate information about its products and, by
conviction, to acquire them.

So, one of the components of the marketing mix are communication cam-
paigns. A communication campaign of a firm is a complex impact of a firm on the
internal and external environment in order to create favorable conditions for stable
profitable activity in the market.

Communication campaigns are broadly defined as “purposive attempts to in-
form or influence 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” [1, p. 3].

The main communication campaigns serve as a means of direct promotion
of a product, service, brand and are targeted at the target audience. Advertising,
sales promotion, personal selling and direct marketing are singled out as the
main communication campaigns. Supportive communication campaigns per-
form the function of promoting the organization itself in the marketing environ-
ment, shape its image in society and target the target public. Supportive com-
munication campaigns include public relations, exhibitions and fairs, souvenirs,
sponsorship and licensing. Communication campaigns can be divided into three
groups: main, supporting, additional, Figure 1.1. Additional communication
campaigns target consumers and point-of-sale promotions. Such communication
campaigns include merchandising, packaging, promotional materials at points
of sale, tastings, etc. Depending on the specific product category, this list can
be expanded and supplemented. 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 [2, 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 mul-
ti-channel, and then from multi-channel to omni-channels.
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A omni-channel communication campaign is a popular option for promoting
the company’s services or products, the essence of which is the use of two or
more channels of working with the client. For example, products are sold directly
through retail stores or through wholesale entrepreneurs.

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 [3, p. 96].

An important task is to correctly combine different channels. There is a group
of ways to address clients that interact best with each other. According to the re-
port of the Media Post company, the combination gives the greatest results:

— computer and mobile phone;
— computer and television;

— television and mobile phone;
— radio and mobile phone;

— computer and radio.

An interesting fact is that each of the pairs can give a result at a certain time.
For example, a pair of a mobile phone and a computer is more popular dur-
ing working hours, and the same phone and television are more popular in the
evening. With the right approach, the company covers the entire potential circle of
customers, because each of the consumers has its own rhythm of life
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MupoBoii peIHOK CyXHX 3aBTPAKOB H €ro pa3BuTue
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MupoBoii pEIHOK CYyXHX 3aBTPAKOB SIBJIICTCA COCTaBHOM YacCThIO PHIHKA IIPO-
JIlyKTOB NHUTaHMs. PBIHOK CyXMX 3aBTPaKoB BKJIFOYAET: XJIOIbS, KCTPY3HOHHbBIC
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