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Abstract

Purpose: The purpose and objectives of the article are detailed characterization of marketing
communication’s elements and characteristics of synthetic and communications. Methods: The stages of the
campaign and main advantages and disadvantages of advertising have been disclosed and analyzed in the
article. The marketing communication and some elements of marketing communications, the issues of
formation and development of the theory of marketing communications have been studied. Results: This
article describes the elements of marketing communications factors and basic tools of marketing
communications. advertising, personal selling, complex sales promotion, publicity and public relation, direct
marketing. Discussion: Companies must also transmit information to customers and carefully carry out
selection of such information. For this order is a complex system of marketing communications. Often
marketing communications identified with the products promotion which leads to a false understanding of
the nature and, consequently, to the irrational use potential of marketing communications in market activity.
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1. Introduction

The main tools of marketing communication are:
advertising; personal selling; a set of sales promotion;
publicity and public relations; direct marketing.

Advertising — is a non-personal form of

communication with a potential buyer with the help of
paid media in order to create knowledge, preferences
and beliefs in the need to purchase goods, which is a
clear source of funding. Advertising is public, it is
impersonal, expressive, has a high degree of penetration
and precision [3, c. 211].

2. Analysis of the latest research and publications

Research marketing communications and individual
elements of the marketing communications system is
subject of many scientific papers and articles. Problems
of the formation and development the theory and
practice of marketing communications management
devoted a lot of fundamental works of famous
specialists.

Theoretical questions on this issue within the overall
marketing theory thoroughly developed in the works of
foreign scientists as N.Anderson, N.Hovanni,
Ya.Hordon, E.Hummesson, D.Dzhobber, F.Kotler,

L.Sinyayeva, T.Prymak, H.Ryzhkova and others.

3. Research tasks

The purpose of article is detailed
characterization of complex marketing
communications elements and basic characteristics
of synthetic and communications.

this

4. Presentation of main material.

American Marketing Association provides the
following definition: Advertising - is any paid form
of nonpersonal presentation and promotion of ideas
or services on behalf of a famous sponsor.

W. Wells, J. Bernett, S. Moriarty tells us about
the concept of advertising as: "Advertising - a paid
non-personal communication is carried out identified
sponsor that uses media, including interactive, in
order to convince the audience something or affect it
in some way" [2, p.25].
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Advanced and rather give a complete definition
of advertising known Russian experts in marketing,
basic textbook authors T. Maslova, S. Bozhuk and
L. Kovalik: "Advertising — is a tool for
communication policy based on the use of personal
forms of communication are not intended to the
public persons by using paid means of disseminating
information clearly indicated the source of funding
form and maintain interest in individuals, legal
persons, goods, ideas and promote their
implementation".

The most complete definition, in our opinion, has
a Ukrainian scientist E. Romat: "Advertising — is a
kind of social media commercial communication
which is formed and paid particular advertiser. It
aims to promote advertising objects (goods, services,
image, idea, person, company, etc.) to potential
buyers determined the composition of which is
uncertain. The purpose of communication is to
develop certain psychological settings in recipients
of advertising messages regarding advertising
object" [5, p.20].

In the USA and other industrialized countries, the
term "advertising" means advertising in the mass
media (press, radio, television, billboards) and does
not apply to measures to promote sales - "sales
promotion", prestigious events aimed at winning
public benevolent attitude - "public relations", as
well as the specific area of advertising, which is
booming in recent years, the essence of which is
designed with the consumer producer relations -
"direct marketing".

In domestic practice, unlike the western, concept
of advertising is widely. It includes exhibition
events, business seminars, packaging, printed
materials, distribution of souvenirs and other means
to stimulate trading activity.

Advertising, according to the Law of Ukraine
"About Advertising", means specific information about
individuals or products that are distributed in any form
and in any way for direct or indirect profit [1].

The main purpose of advertising — is formation
(increase) in demand for product expansion
(maintain) market share and increase enterprise
efficiency. Advertising provides a popular product,
informing customers and other audiences about the
company, products, quality, new products; the
impact on consumers and encouraging them to
purchase; reminder goods company for a long
period; storage attachment to the product or the
company. The objective of advertising can be a
positive  image, enhance sales incentives,

presentation of new products, entering new markets,
the expansion of consumer perceptions about the
purpose and possible ways of using the product,
positioning and so on.

Advertising as a process has four components:

 Advertisers - it is producers of goods, wholesale
and retail trade enterprises, firms;

* Commercial organizations, enterprises,
agencies, which have to be qualified experts in
marketing, advertising manager, capable of high
advertise. They work commissioned by advertisers;

* Means of advertising (advertising distribution
channels). There are a lot of advertising, oral, radio
advertisements, brochures, catalogs, brochures,
leaflets, illuminated signs, advertisements, television
advertising, promotional gifts, souvenirs, packaging,
exhibitions, fairs etc.

» Consumers advertising - is the target audience,
which will be directed advertising effect [3, p. 56].

Means of advertising sufficiently broad and
diverse, so different authors is given a different
classification. For example, Doctor of Economics,
Professor F. Pankratov classifies them by the
following criteria [4, p.36]:

— according to appointment promotional tools
can be designed for wholesale and retail customers
for certain groups of people (men, women, children,
persons conducting household, athletes, tourists,
students, farmers, etc.);

— according to place of the use of advertising
media are divided into internal used directly on the
retail trade and external enterprise located outside
the retail or wholesale enterprise;

— according to the nature of the technical means
used to disseminate advertising, distinguish the

following types of advertising: Showcase,
exhibition, advertising in the media (advertising in
the press, audiovisual, radio and television

advertising) print ads and more.

Advertising plays an important economic role,
but has both positive and negative features (table 1).

Personal sales - non-personal form of
communication with potential buyer via talks to sell
the goods offered. Personal selling is carried out in
stages on the model process personal selling lodged
in Fig. 1.

Personal selling is an effective element of the
complex promotion of products because the
company is not required to articulate the message to
the consumer in advance; sales representative in the
communication process can assess the needs of the
consumer and accordingly formulate an appeal to
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him to assess his reaction and accordingly change its
strategy; if the sale of the goods has not taken place,
it is in direct contact buyer learns about the product
and may buy it later. The technology involves the

sale of a personal choice of the sale. These may
include: business = meetings,  presentations,
telemarketing, multilevel marketing, demonstrations
and more.

Table 1

Positive and negative features

Positive features

Negative features

The impact on the economy

* promotes economic growth
* supports competition
» informs consumers

« wasteful, leading to resource depletion
* promotes monopolization
« there are non-price competition factor

The impact

on industry

» expands markets for new products
» promotes the development of competition between
enterprises

* create barriers to entry
« can reduce competition between enterprises

The impact

on business

* provides growth of receipts in proportion to the amount
of « reduces the extent of the risk in marketing activities

* leads to higher costs and prices

The impact on consumers

* provides information about the company, product
quality and a means of quality control * promotes the
formation of stimulating demand and raising living
standards

* gives no useful information
« difficult choice if focuses on small differences catalog

Identification and evaluation of potential buyers

v

Definition of customer needs

y

The choice of trading method

v

Communication with the customer

!

Evaluating the effectiveness of the trading method

A 4

Continued contact with those who did not
purchase

Continued contact with buyers in order to
ensure to satisfy their needs

Fig. 1. Model of the personal selling process

Complex sales promotion — is a set of different
methods stimulus impact that encourages the purchase or
sale of goods and services. Sales promotion aims to have
informed consumers of the product, possibly on personal
experience familiar from its use properties. The activities
of sales promotion is particularly important when the
market many competitive products, little different in their
consumer properties, so buyers do not have specific

grounds for benefits, sales promotion and customer
promise tangible benefits. However, if systematically
sales promotion, the customers can connect it to the
deteriorating quality of goods [2, p. 204].

5. Conclusions

To succeed work at the market, the company is
not enough to produce a quality product and set
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reasonable and affordable prices for target
consumers. Companies must also transmit
information to its customers and carefully carry out
the selection of such information. For this in
company’s order is a complex system of marketing
communications. Often marketing communications
identified the promotion of products, which leads to
a false understanding of the nature and,
consequently, to the irrational use potential of
marketing communications in market activity.
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Merta: Mera Ta 3aBIaHHS CTaTTi TOJITAE B JCTATBHIA XapaKTEPHUCTHIl EJIEMEHTIB KOMIUIEKCY MapKETHHIOBUX

KOMYHIKAITIf Ta XapaKTepUCTHKAa OCHOBHHMX Ta CHHTCTUYHUX KOMYHIKAaIlid. MeToau MOCTiIKeHHS:

Erarm

KaMIIaHii 1 OCHOBHI TlepeBard, a TaKoX HEIONIKH pekiamy Oyir pO3KpHUTI 32 PaXyHOK METOHIB aHamizy. bymu
BUBUEHI MeToAX (DOPMyBaHHSI MapKETHHTOBMX KOMYHIKAIliif 1 OCHOBHHX €JIEMEHTIB MAPKETHHTOBUX KOMYHIKaIIil.
PesynbraTu: Y maHiii crarri 6yno OITHICAHO 1 JIOBEJICHO ICHyBaHHS OCHOBHHUX €NIEeMEHTHMX (DakTOpiB B oOmacti
MapKEeTUHIOBUX KOMYHIKaIlili i OCHOBHHUX I1HCTPYMEHTIB MapKETUHTORIX KOMyHlKa]_III/I peKIamMu, OCOOHCTOTO
TPOJAXKY, KOMIUIEKCY MO CTHMYJTIOBAHHIO 30yTy, peKiiaMu i 3B'3KIB 3 I’pOMa,E[CLKlCTIO MPAMOTO. MApPKETHHY.
ObroBopennsi: Kommanii Tako) MOBHHHI IepeAaBaTd iH(POpPMAIIIO KIiEHTaM i PETENbHO 3AiHCHIOBATH MiAOip
Takoi iHpopmarii. {1 poro HeoOXiHa KOMIUIEKCHA CHCTEMa MApKETHHIOBHUX KOMYHIKalii. YacTo MapkeTHHTOB1
KOMYHIKaIlil TOB'SI3yI0Th TUTBKH 3 TOHSTTSIM MPOCYBAHHS TPOJYKIIii, IO MPU3BOUTH J0 MOMHIKOBOTO PO3YMiHHS
NPUPOIM JTAHUX peYel i, 1ie MPU3BOIMTH, B CBOIO Yepry, /IO HEPaIiOHATLHOIO BHKOPWUCTAHHS TOTEHINATY
MAapKETHHIOBUX KOMYHIKAIlii B TISUTEHOCTI PHHKY.

KirouoBi cioBa:
ISITIBHICTIO.

KOMYHIKaIllii; MapKeTHUHT; MiANPHEMCTBO; pEKIaMa; YIPaBIiHHA MapKETHHTOBOIO
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H.B. KoBajenxo', 0.C. Pembira’

XapakeTpUCTHKA 3JIeMEHTOB KOMILJIEKCA MAPKETHHIOBBIX KOMMYHHUKAHIA

HannonanpHBIN aBUAIMOHHBIN YHUBEpPCHUTET, Ipoctt. KocmonasTa Komaposa, 1, Kues, Ykpanna, 03680
E-mails: 'kovalenko-nv@ukr.net; “remyga_julia@ukr.net

Heap: Lens u 3amaud CTaThU 3aKJIIOYAETCAd B JIETAJBHOW XapaKTEPUCTHUKE 3JEMEHTOB KOMILIEKCa
MapKETUHIOBBIX KOMMYHHKAIIMI U XapaKTePUCTHUKA OCHOBHBIX U CUHTETUYECKUX KOMMYHUKauid. MeToabl
HcceA0BaHUsI: OTanbl KaMIaHWA W OCHOBHBIE IMPEHMYINECTBA, a TaKXe HEIOCTaTKA PEeKJIambl OBLITH
PacKphITBl 3a CYeT METOJOB aHanmu3a. bbulM W3yd4eHbl MeTonbl (OPMHPOBAHHA MapPKETHHIOBBIX
KOMMYHUKAIIMM ¥ OCHOBHBIX 3JIEMEHTOB MAapKETHMHTOBBIX KOMMyHuKanuil. Pe3yjabTarbl: B ganHoii crathe
OBLIO OIMMCAHO U JOBEJCHO CYIIECTBOBAHWE OCHOBHBIX 3JIEMEHTHBIX (haKTOPOB B OOJACTH MAapPKETHHTOBBIX
KOMMYHUKAIIM ¥ OCHOBHBIX MHCTPYMEHTOB MapKETHHTOBBIX KOMMYHHUKAIIMNA: PEKJIAMBI, JIMYHBIX MPOTAK,
KOMIIIEKCA M0 CTHUMYJIUPOBAHUIO COBITA, PEKJIaMbl U CBS3EH C OOIIECTBEHHOCTHIO, MPSIMOTO MAapKETHHTA.
Oo6cy:xxnenne: KomMnanuu Takke JOJDKHBI IIEpeaBaTh HHPOPMAIIMIO KIIMEHTAM U TIATEIBHO OCYIIECTBISAThH
moabop Takoit wHpopmammu. Jlms 3TOoro HeoOXomMMa KOMIUIEKCHAs CHCTeMa MAapKETHHTOBBIX
KOMMYHI/IKaI_[I/II‘/‘I. qaCTO MapKeTI/IHI‘OBHe KOMMYHI/IKaHI/II/I CBA3BIBAKOT TOJBKO C ITOHSATUEM HpOZ[BI/I)KeHI/ISI
NPOAYKLUHUH, YTO NPUBOJUT K JIOKHOMY IOHMMAHUIO NPUPOABI JAHHBIX BelIeH U, 3TO MPHUBOIUT,
CJIEJIOBATEIhHO, K HEPAIMOHATHHOMY HCIIONB30BAHUIO TOTEHIIMANa MapKETHHTOBBIX KOMMYHUKAIUH B
JEATETHPHOCTH PHIHKA.

KiioueBble cioBa: KOMMYHUKAIIUN; MAPKETHUHT; MNPCANPUATUC; PCKIIaMa; YIPaBJIICHUC MapKCTHHFOBOﬁ
JCATCIbHOCTBIO.
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