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1. Inmoducrian

Tidary, the achisvement of opliomm impact on the consamer is
provided by an intepmated markedns commmumications coverage of
the target audience of the company, that &5, using the concept of
imtegrated marketing commwmications (IMC). In the 1900s the
concept of indeprated meskeimg compmmicatons has led o a
revolutdon @ the Seld of promodon, as well as the mmoducion m
the §0s the comcept of marksting mix completsly changad the
practice of markefing [1]. I was found that for the effectve
mzmagement of markefing aciivities neacessary to combme different
forms of promedon inie 2 single coberent program of integmansd
merketns copmwmicaiions [2].

2. The reasons for the transfermanon of markering
COMMMNICATons

Belevance of the implementation of compley intesratad
merketns commumicailons is dos to sevemml reasons:

v The effectivensss of the use of cerain tools of dhe
mrketms polcy of commumications, including due to the hogh cost
(for example, flevision adveriizing). Using conplex MO allows
yol o combine the tudzets peeded to move the sams zoods
thwoigh various chapoels of commmumication, radacing the cost for
pach of them. So that the compamy has achieved its am effeciovaly,
as well as dealing wit fewsr pammers, shifing them complate
solitions in a single block.

* The mapid growth of the flow of mfonmadco and
techmolosy marketing compmnications under the influence of the
[ciemet The smergence of oew dismbuton chanpels, mismctve
misdia, Lherlﬂ'&upmmnf'pe:.ahzaﬂmemramuesad;uunem
md placemsnt of other accents in the soafery of markefng
COMEmHCAGons fnm

* Mowinz to the indhidvalizaton of consumpden and,
comseguenily, o A two-way inferactve markedns commmumications
that require the imvolvement of both te consumer and the producer.
In sch coroumstamces, an increasmgly important mole fo play
become sources of mfverce md informetion dEssewimatisn
independent media, copmwntty social networks, business parmers,
family mmd friends, experts, st and public orEAmizAGODS,
monitoring the gualsy of products.

* Ghet in the market simnilar servicss amd goods produced
in a highly competifive envirormeent for tdeptical technolozies. In
such market sitnation marketsrs need o be creafive io the usioz of
pew approaches apd fecimolosies promoton to posidon a partoalar
product/ service [ brand i the minds of the targst audisnce.
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3. The relanonsinp of the virtnal and the real
ECONOINIC SPACE

Today it can be argoed abowt the sustamable Tend of
ooath m the plobal market im & virual emvinomment i sales
ipfluepced the 'mfnldmg mdnsmial Reveludon 2.0 [3]. Revenns
from the sales of e-commerce according the fype marks? sszment
conventiopally is represemfed a5 a gmaph in Figore 1.
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Thiz trepd, of course, has ao impact on all aspects of
spciety. This, m the oomrent markefing promoton ame entitely pew
formss of conmmmication and virial chapmels They have also
becoms an mezzral part of 2 modem complex IMC.

A feature of the integrated markefing commmumications is 2
bimary their pamre; combining chapnels and meaps of promodon -
as enists in the real apd in the wirnial econoery {dus to Imternet
space) [4]. Fig 2. shows that the conpany can deploy markefing
comumymications in both the real amd virtual space separatsly, in
parallel and miesvaied m both areas (zooe of imfersecion). The
most common feols of marketing compunicaiion moa real
enviromment are the vamons types of adverising, public relations,
sales promedion acvites, persooal sellns, made shows, direct
marketine. The wirtaal envircoment 15 now Decoming the maost
relevant specific topls sach as search engice epiimzation (SECH,
M O-promodon, secty media marketies (SN, bammer amd
confexiial adveriising, fonmms, webinars, wirhal exbibitess. In
parzllel and integrated marketfing commumication toeols involves the
development of the madia mix. Using the same program IMC maedia
af various types [TV, press, radio, outdeor advertising, Internef,
&) makes it possible fp mimere marketing costs and increass the
effectiveness of campaizns to promeds vamows prodocts amd
seryices, pariouarty in the indusirial markst.



The larger the area of indersection of markefing
Compmmicatons M real and virnal epvironments as part of TAC,

the greater the synergistic effect. which tends o get firm
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Fig. 2. The bipary nabos of the IMC

4. The synergisiic effect af IMC

The wnique advamtage of using the IMC is to achieve
synergies m the marketing activities in the real-wirhal market [5)
[1] The symerzy m the comtext of the problem - the excess of the
rummeative effect used for the promwtion of commmnicatoms
products over the sam of the effects of the mdividual components of
the comrmmication. Ifs meming is that the consistent nse of various
CompmEicaions ools allows io achieve a hipher overall resuli than
separately. Af the same time the basic principles in the decision fo
s multipls means of compmnication is the cheics of means of
CompmECAen 25 3 rajor and a few (or one) of the subsidiary. The
main means of compmeication mast be able to independenthy and
more effectively meach all commmication effects. Aids dasizned o
Compensate for amy gaps in the coverage of the target andience - or
they may confribmte fo the achievement of cenain objectves of
compmeicaton 2t the lowest cost of to prowide addifional benefits
in femms of impact on the copswmer at the pomt of sale or
consumpiion of the goods [§]. In aoy case, there is the potential for
the formation of a synerpistc affact when nsing multiple means of

In this copmecfion if I Decessary o point out thai @
smdies Arlatseva AV, EV Popova describes the schematic model

channels

Fig. 3. Driving IMC models from Arlantsev-Papoy

COn the frst level there is a synergistc effect of the
strucharal elements of the commymication messages Mmistaction,

acting on different charmels of uman perception (vision, hearing,
smel], touch).

Omn the zecond level, a symergistic effect is shown by the
use of comyplex alements of prometion: public relations, advertising,
sales promotion, persoml selling

Commmmication effect (displayed on the y-axis), is the
mﬂﬂumﬁndmmdmﬂﬂﬁ
mamifesied in the achievemsnt of cemain objectves of
‘CONBMINC AN

At the third level, a synergsistic affect is enhanced when
Promtion commumication resources are uhilized all elements of the

of each imstoment of narksting compmmications, in this scheme,
reinfiorce each other, while the individoal instraments shoricomings
are compensated and elininated

3. Changes to the mottves of consumer behavior
int the Fourth Industmal Revelunion

The development of the Intermet information and
commumication techoologies (ICT), sustainable chammels of
commumication, clowd compoing and digital plaifems, amd
infommation "explesion” escapsd fom the different dam chanmals,
provided the appearance of open I i

mq:actnna]lmmsnfﬂmmﬂﬂnmmdhmnemmﬁ
the ICT secior tself apd trmsferred fo a pew mdonsinal muomation
fourth stage of industmalization

Apcording to expers. the mmplementation of amy
automation tools, inchyding the Infernet of Things according to the
concept, would be jstified in obiaiming a hipher economic beneft
compared with the accepled forms of production and business
processes. Cme of the benefits o to the Infemet of Things is a
midel of the apalysic of user data, its production facilifies
{machines, budldings, equipment) md the paure of consumpiion.
This opens up unlimited possibilities for the service provider to

inmrove the Cusiomer experience, r=ale more convenience, betier
daummdmh:ecmasﬁ which beads 1o satsfcton ad
hjah]rbj'lmplmnghmdhngﬂnsm [&] These processes must

be considersd i the near fature m the development of modem
markefing policy of compmpications companies, a5 thess rends a=
comnsistent with consamer era

Apcording to M'son & Parmers Coosulimg, the Intemet of
Things (IeT) is the most techoologically advanced apd zrowing
trend i fhe businsss sechor, both on a ploball scale, and the scals of
individial covmines. By commectimg billions of everyday devices to
the Infemst - from fimess bracelsts to mdusiral equipment -
comibings ooline and offline words, opening wp new possibilifies
mﬂch]lmgngﬂmmmehﬂnﬁs, imd comsumers.

The uwrgency of this a fact confirmed by the
award of A Deaion Mobe! Prize for Economics in 2013, in his wodk
2 A soientist examnines decisions on purchases by imdividual
hoseholds, depending on the cuffural and natiopal particularities,
the stte of the local market, ir., analyzes the modal of consamer
behavior , at the micro level. Such smdiss allew you to plan and
m]]lm ecoonpmic  policies more effeciively &t different
hierarchical lewels, mcloding at the siate level, marketine activities
ar the lewel of the imternational metwork of compamies amd local
lewls. The results of thess developments make it possible to mors
accurately and adaquately form of copmwmication in the threshelds
and the geographic and histencal spedfics of the regon, and thus
e mare effective.

Thus, the shady of the bebavior of cusiomers makes it
neCessary o ideniify the mofives - the reasons, preconditions,
inducing to some actions that accompany the purchase. Information
ahiout the comsumer bebiavior of the company is fimdamental m the

of infeprated marketns Conmmnicatlons program, as
it allows to choose the opimal combipation of resources and
commmication chamnels, as well as their spurces and camers.

6. The modeal of consumer’s behavior changes
Mpdemn imformation teckmolesies have srons mpact on a
mixdel of consmer’s hehavor in the wirual marked. Sedying of
comsumer ' shehavior(both physical and legal persons) - is a research
of all ecomomwc, social amd piﬁ]:l:lng;ul mflnences, which
ipfloepce the process of prepamtion amd mplementation of
purchase, using the acguired production, inchuding tramsfer of the

froms the momest of receipt of exlemal marketing
Incentives, completing accepiance of 2 final decision.
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In the conditions of posi-indusmial seciety the knowledze
becomes the main resource, and the economic activity, based oo
limdtation of resources, pives way o the scopomic activity, bassd
on abundance of information and ways of its mansfer. The priarity
of knowledzs acquisiton and emerzence of the lncraasing oamber
of pop-matenial Tequiremenis leads o fommaton of new modal
ofconsimrer’s behmiar. Other opporomiti=s of the virna! market m
comparison with real mansformed behavier of the copsumer gave
him pew goalities apd cawsed chanmzes m relsiopship “seller-
bayer”. For the wvirmal orgamizations, providice exclusively
informefiopal  poods amd  services i the wirmal
enviroament ressarch of this problem zstihe spedal relevmmce.

Actiops of the moden biper-individoal zre the realt of a
dificult eltattermativechoice that was proved by I Makfaldsn
md J. Hebman [9,10). Broad access fo information doe o a global
informefion  MNefwork fodayzives the consumsr mwch more
oporumites in maximizing nsefilress, and it reduces o a higher
level of his sagsfaction. The weatmert of nsefidpess extends and
alfematve opporhmifies af implementaden of 2 consuamer
choiceincrease. And simplification of an interaction of the
consuamer with the prodacer creates precondiions for the consuaer
interests ‘shift from the long-term period to the short-term. In the
conditions of the moesmse of consumessdegree  of
koonledee decrease in asymmetry of miommation the possibility of
adopdon of flewhls and adequate decisions grows. that 15 ecessary
to comzider ot development of forecasts of consumer”s bekavior

Basides, thers 13 ap increass of the consrmer milnence on
tha process of 2 proeduct formation, when modemn information and
compmmicative techmologies allow to combine satisiaction of
indnvidual requirements with effective produciion @ the conditions
of the global markst All this leads fo formation in sconomy of an
era of the consmer.

Mow the atiention o research of connumers’ behavior in the
virigal merket and to the formatton of behavieral models
conceptions mcreased. The last devalopment in this dirsction and
attempts o sysizmatize them should be noted [11]. Modals descrbe
behiavior of the comsumet in the wirtal ecvircmment fom the
warios podnes of view becawse of what they differ by dazres of the
accoumting of separate effects and the relattons, which are taking
Place wihils acquisitiomicg the goods @ the conditions of the virtal
merket

The ressarches D) Begalli by maans of the adaped moedal
T8 Model [12] are perspective. The charactzristics of the webalte,
nflencing decislon-making, are considersd. In the 7C: medal the
Sllewing seven parametsrs are Cobsidered: cpotents, chodce,
comtext, comfor, comvemience, suppert of chemts  and
compmpications. It i3 mportant, that market researches were
cooducted in the B2EB market by guestioming; selsction made 272
koown wineries of Iialy. Besule of mesearch were used for
development of soategic solobons of behavior of plmts in the
wiriual market

The medal of comrmpicafion infuence, offsred by De
“Walck [13] is imferesting. In a model the mflnence of sodal and
informetion netwaorks oo the process of parchaze dedision-making is
cposiderad. The resulis, received within ressarch of model, show
seven main siages of decision-making It is proved, that virmal
compmnides serve 3s reference zroups, which differ Som
maditional by theirs non-opifpmm chamacter, and commmmications
witthin hawve the essental ivpact on consumears” behavior.

In mo opmipn, the iriparite model of colme decision-
mzking, affered by T. Steczer [2]. is perpectve [o the modsl T.
Stenger supposes, that the triangle of relationship on the Internet,
which will form the buyer, the seller and the legislatar is
perspective. As the legislator the intermadiary, who encourages an
enchanpe betwesn the e and the seller, can act. Consamers
perceive purchasze fom a posifion of Dk of the wrong choice of
goods. For this meason they are lookmg for mfomaton and
recarmendations fom varous sources. Procseding fom it, within
the madel six mam scenatos w0 dascript the comsumers” decision-
mzking process in Intemst are developed Mnch atteniion m wodks

aof this ressarcher is paid to Wmbteractivity in providing informadon iy
the virtaal market.

7. Role of less conmolled sources of imflnence and

mformanon disseniinanon

As an example less comfolled searces of infuence and
icformation dissermation. have besn widsly used in recenf years
are spcial marketng commmeicaiions.

In this regard, the increasing tmporance of echnolosy for
usiness gan promwiton ioosecal networks Height oumher of
social metworks amd cotporate respumces combmes as busmess
intapration with social networks is becoryins faster

Tmber of Imtermet wsers and owners of pages in social
networks & prowing every day. We pmst undsrstand that over tms
these mnerworks merepsingly will change v direction for
informarive. This 13 dws to changing fastzs of users. The anabysis of
sciepfific liferatare and pracdcal maiemal to say that merksfing
activities and promsotion throoph social mediy Hek rajses maamy
questions about the efactiveness of this method. Mot all oomers of
larpe and medivm-sizsd esinesses see the fuure development of
their cammpaizns throush SMM. Mamy entrepreneurs are faced with
the problem of misunderstandine alzprithm of actions for running 4
successfal usimess or rejects potential of SMM in impact oo
consmmers [14).

Social nerworks have 2 mumber of advantages bodh to othar
toals of online marketing (ssanch enzne optimizadon, cootextual
aod bemper adverizing) and o maditicmal adveriing tpols
(relevizion apd muandoor advertisicg). The main advantages of nsing
social marketing comrrinications as a part of IMC is

* People tend o share imisresting informedion widh thelr
exvinonenent, It is this mechmesm built se-called wiral masketing -
creating brand ded to comtemt that wsers are spreading in ther
SOVITOmEEnT,

* The mRximuD oppoTumtes for andisnce tarpeing (=
fomnsmz the caompaizn oo a specific segment of the tarpet
andiencs) This allesws you to have omch more micrmaden than is
the cass with other markednz toels, and allows o wark only with
thoze people who best fit your conceplion of the zudiance.

= SMM iz mot used in the ad forma. The main mechanism
aof inferaction - a commumication on fopics relevant o the nser and
spread it inferestns for content.

» Work with the andence is bdateral Users cam E:-:FII-E'EE-
their opinions, ask questions, participate i research. The result &s

igh quality and deep interaction with the target andience Lhar_ln
the case of raditional advertising

Social petworks have Decome imcreasingly  popular
marketing program for the company. There is a lot of material on
methods of promoting goods and services through SMM, which
quickly changed mnd mywoved becanse of changes M onentation of
uzers of social nefworks,

Current markst condiitons amd the level of development of
mformation feckmologies defermine fimher development of IMC
theory. In oar opmion. i shoald be idenfified such rends m the
developrment of moesrated marketing comemumnic ations

1} eumtemsion of individual merketing soategiss and
markedies relatonships within tihe IMC;

1} extensive use of pew tools of markefing
conmumications, a3 well as their coordination in the Intermet space;

3} the dismibaben of resporsibility (outsmrdng): ansfer
of marasement complex mssrated markefins commumications
outside orzamization specializing in the marketing fimction;

) omentation of commEmicatve messages to ‘iE".-'E-l'ﬂl
diffapzne aud_;-:u:e saqquential positioming of the prodact / service /
brami;

1 the wsing of developmernts m pevchotschnologies
including MLP at creation of comprpication messnges;

&) evaluaton of the effactivensss of complex miesrated
markedins communicatons,
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& Conclusion

The iofroduction of network commumication befwesn
pazchime:, equipment, baildings and infommadon svetems, the 2biliny
0 camy oui emviroomenml momtonns and apalvsis of the
producton process apd their owm staies M resl-mme framsfer of
imtellacnial systers of management and decision-making leads to a
chapze of "pamdizm” of technpbogical development, al:o known as
Indusiny 4.0

The srowth mend i salss in the Zlobal marke: for soods
mmd seTvices in a virval epvironmean? mmder the influencs of coursa,
affects the marketing promofion: there are acmal entiraly new forms
of comrmimicaton and virnm] chapnels. They bave also become an
iofegral par of a medern complex DT

In commeciion with the mansition @0 3 DEW AOODODIC
paradizm io Indusiry 4.0 there e fimdamental chapges in the
marketmg activitdes of mpdem companiss

- Acceleraging tha spread of commercial compmmications
throush the wse of new techpological possibiitss of marketing
compemeicAiions chammels;

- The tendency w0 the predoryipance of virnmal tools in the
promeoiion of the complex smacnre of the T

- The interactive pature of the imferacdon with the
consumers with tihve ability fo tareet and / or custonzation directly
at the place and tme stipulated by way of the Internet of Things;

- New principles of :mpemtnr_ in the “produger-
coosumer” chain, reduring intermediary lmbks;

- The transition to a new type of competition, which is
relatively “squalizes" the possibility of leadng indernational
indismial corporations and small busicesses throush the nse of
“social" commmmication chamnels, apd o demomstaie how new
iz hmological enelope provided zoods and servicss;

- The ability t0 more acoarately measuze the SOODODTC
efficiency of the IMC and copmunicaion by mondtoring the dizifal
diata aboart ComsareTs.

It s mportzmt that vmder the influsnce of the Indusizy 4.1,
wih the incpeasineg mole of infommation fechmolosy in society,
development of the mamkst depemds largely on the brrers. In order
to achisve the most effective response 1o the denands of consamsars
need to nse mieractive means of dissemivating inforeation. which
leads to a mew way of functioning of marksing comrmumications
witthin fhe IMC concept.
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