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B cmamve noxazanvl menoenyuu, xapaxkmepuvie Ol COBPEMEHHbIX MAPKEMUH208bIX KOMMYHUKAYULL.
Ommeuaemesi  pocm — KOMMYHUKAMUBHLIX — PUCKOS,  CHUMICEHUe  3phexmusHocmu  KOMMYHUKAYULL.
Ilpeonosiceno seecmu 6 mayumvili obopom nowsimue nepmurenmuocmu. Paspaboman memoouueckuii
nooxoo, exaoualowull ucnoavzosanue memooa UMT ons pacuema kosppuyuenma nepmuHeHmHOCU.
ObocHo6arno, ymo maxou NOKA3amelb NO360IUM MAPKEMON02aM 0OOCHOBAHHO 6HOCUMb KOPPEKMUBHL 6
NJIAHbL KOMMYHUKAMUGHBIX KAMAAHUL U NOSLIUAMb IDDEKMUBHOCHb ROCIEOVIOUUX KOMMYHUKAMUGHBIX
aKyutl.

Kurouegvie cnosa: mapkemunzogvle KOMMYHUKAUUU, KOMMYHUKATMUGHbIE DUCKU, NEPMUHEHMHOCMb,
Koappuyuenm nepmunenmuocmu, memoouxa UMT.

The article notes that differentiated trade proposal increases the amount of advertising media and
declining value of traditional media in today's oversaturated market, the role of the marketing mix of
Internet communications decreases the effectiveness of marketing communications, increase communication
risks. To minimize these risks, recommended scientific and methodical approach that distinguishes the
estimated response to marketing communications, integrated display correctly select the media, subject and
object impact. The concept of "pertinence" proposed to enter into scientific theory of marketing
communications. The paper used the method of abstraction, analysis, and synthesis, system, dialectical,
analogies and structural-functional research methods that allow to put into circulation a new dimension
and the method of its calculation. It is noted that the pertinence is a property marketing communications to
attract buyers. When marketing communications endowed with pertinence, the communicative impact is
directed to the right audience at the right time and the right place, and the content and form of exposure
have an incentive to buy. Proposed rate pertinence to quantify the effectiveness of the impact of marketing
communications. Factor pertinence marketing communications shows the percentage of customers involved
in marketing communications. To determine the pertinence proposed to use the IMT method, which was
developed in the agency "Integrated Marketing Technologies.” This technique consists of three units that
include a matrix of "knowledge about product"” / "desire to buy the product,” the registration of random and
non-random card customers, the calculation of the coefficient of pertinence. Matrix IMT is a tool for
developing communication strategy and the choice of appropriate advertising media. Its essence is to treat
all market participants, as potential customers. Proposed to be a multi-dimensional segmentation of the
market in two ways "knowledge about product”, "desire to buy the product.” In line with IMT matrix
identifies four types of clients. A loyal customer, who knows about the product and want to buy it. To reduce
the risk of communicative loyal client must provide access to product and support the desire to buy the
loyalty programs and levels of service. Customer opponent, who knows about the product, but does not want
to buy it. To reduce the risk communication is necessary for the formation of the impact of the desire to buy
goods. This category is loyal customers of competitors for IMT; former clients who have a negative
experience purchasing goods or from contact with plant personnel, has a negative demand for the product.
A potential customer, who does not know about the product, but want to buy it. To reduce the risk
communication should be made aware of the existence of product distribution channels to transform the
latent demand into real desire to buy and maintain loyalty programs and levels of service. This category
consists of the most open to the perception of information and ready-to-consumer cooperation.
Sophisticated customer, who does not know about the product and does not want to buy it. To reduce the
risk communication should be informed about the product and create the desire to buy it. Technique
involves the use of sets of marketing communications for every type of customer from the matrix of IMT. It is
proposed to carry out registration of random and non-random customers based on the registration card.



Random customers turned to the seller with no connection with the communication campaign. The result of
their visit has been fixed. Nonrandom customers turned to the seller as a result of the impact of
communication campaigns. Source of information and the result of their visit have been fixed.

Keywords: marketing communications, risk communication, pertinence, the coefficient of pertinence,

the technique IMT.

BBenenue
B coBpeMeHHOM 00IIECTBE MAapKETUHI  UIpaer
3HAYUTEIBHYIO pOJdb B 3KOHOMHKE, OIpenenss

KOHKYPEHTOCIOCOOHOCTh TPEANPHITAH ¥ TMOBEACHUE
moned. Ilpu 3TOM, MAapKETHHIOBbIE KOMMYHUKaLWH,
Kak  (QYHKIUS  MapKeTHHra, HOCSAT  CHCTEMHBIH
XapakTep ¥ OCHOBAHBI HA MPHUHIIUIE KOMILIEKCHOCTH U
cuHxpoHHOocTH. IloaTOMy B Teopum MapKeTHHTa
BBIICTSIIOT ~ TOHSATHE  KOMIUIEKC  MapKEeTHHTOBBIX
KOMMYHUKAIIUM, KOTOPBII BKIIIOYAET PEKIamy, JINYHbIE
nponaxu, PR, MeTosibl cTuMynupoBaHus cObITA.

B YCIIOBHSIX MepEeHaCHIIEHHOCTH pBIHKA
T GepeHIUPOBAaHHBIM  TOBAPHBIM  MPEIJIOKCHUEM
HAOMIOAlOTCsl  CIIEAYIOIIWE TEHJCHIUHA: PAaCTET
00beM  pEKJIaMHBIX  HOCHUTEJEHW;  CHUKAeTCs
3HAueHHE TPAJUIMOHHBIX MeEIWa; BO3pacTaeT poib
KOMILIEKCa MapKETUHTOBBIX WnTepner-
KOMMYHHUKaIHWii; yMEHbIIaeTcss A((PEeKTUBHOCTH
MapKETUHTOBBIX KOMMYHUKaIUH, pactyT
KOMMYHHKATHBHBIE PUCKH.

KomMMyHUKaTHBHBIE PUCKH BO3HMKAIOT Ha Pa3IUYHBIX
JTamax CoO3JaHus, peaau3alMi W OleHKH 3ddekra
KOMMYHUKAaTUBHBIX Meporpusatuil. K HUM oTHOCSATCSA:

HECOOTBETCTBUE TpeOOBaHUSIM moTpeouTeNei;
HEBOCIIPHUSATHE TBOPYECKOU KOHIISTIIINH
MOTPEOUTENIAIMU;  HEYOCAMTEIBHOCTh  TBOPYECKOU

KOHIICTIIMY; HEIIOHUMaHHe ayJIUTOPHH; HENPABUILHBIN
BBIOOD KaHala KOMMYHHKAIIMW; HEBEPHBIA pacdeT
4acTOThl KOMMYHHKATHBHBIX OOpAallleHHii; HeraTHBHOE
KyMYJISITHBHOE  BJIMSHWE,  CHIDKCHHE  CKOPOCTH
BCIIOMUHAHUS 1 HHPOPMUPOBAHHOCTH.

JUIsi MUHMMHM3alMKM YKAa3aHHBIX PUCKOB aKTYaJbHOU
npobieMoit SIBJIACTCS TTOMCK 3¢ EeKTHBHBIX
MapKETHHTOBBIX ~MHCTPYMEHTOB  BO3JICHCTBHS  Ha
HENEBYIO ayJJUTOPHIO U aJIeKBATHBIX UM ITOKa3aTeneH.
Henpto craThu sBisieTCA  pa3paboOTKa  HaydHO-
METOJIMYECKOr0 TIOAXO0Jd, KOTOPBIA MO3BOMKI OBl
BBIJICITUTD OLICHOYHYIO XapaKTePUCTHKY
MapKETHHTOBBIX KOMMYHHKAIIUH, KOMIIJICKCHO
OTPaXkarollyl0 KOPPEKTHOCTh BBIOOpPA HOCHUTENEH,
npeaMera u 00beKTa BO3ICHCTBHSL.

1. IToka3areuanb CMEPTHHECHTHOCTb MAPKETHHIOBLIX
KOMMyHHKaHHﬁ»

UroObl ocymIecTBIATh 3P (EKTHBHBIE MAapPKETUHTOBBIE
KOMMYHHKAIIUM HEOOXOJMMO Ha BBICOKOM YPOBHE
MOJJICPXKUBATh TPU TapaMerpa: YacTOTy IOSBIICHHS

peKJaMbl, IIUPOTY OXBaTa, CHIIy Bo3aehcTBusA. IIpu
3TOM, CYIIECTBYET 3aKOHOMEPHOCThb, YeM OOJblIe
BIUSHUE Ha TOTEHIMAIbHBIX TIOKyMNaTened, TeM
CIIOXKHEE obecrednTh 3 PEKTUBHOCTH
KOMMYHUKATHBHOW KaMmaHud. Kaknapii demoBek
CTaJKUBACTCSI C OONBIIMM KOJMYECTBOM pEKIaMHOH
uHpopmaruu. [Ipu 3ToM BHHUMaHWe oOparmaercss Ha
10-20% w3 YBUAEHHOIO WM  YCJIBIIIAHHOIO:
CHEIMANbHBIA TNCUXOJOTMYECKUN IIUT 3allUIacT
CO3HaHMe.  JTOT  IIUT  COCTOMT W3  Tpex
TICUXOJIOTUYECKUX ~ OCOOCHHOCTEH  denoBeKa: )
BBIOOpPOYHOE BOCIIpHUATHE 0) BHIOOPOYHOE HCKAKECHUE
B) BbIOOpOYHOE 3armomMuHaHue. Hannume Takoro mmra
O3HaYaeT, YTO MapKETOIO0raM HEOOXOAMMO PUIIOKUTh
MHOTO YCWJIMH sl JIOBEJCHUS OOpalieHus Jio
aapecatoB. llpu opranmzanuu KOMMYHUKaTHBHOU
NeATEbHOCTH  KIIIOYEeBOH  TpoOiieMol  sIBIIsIeTCS
HaJU4Yue TOoKa3aTesei, ¢ MOMOIIbI0 KOTOPBIX MOXKHO
JIOCTOBEPHO OLIEHUTh 3 PEKTUBHOCTH
KOMMYHHKATHBHBIX aKIUH.

O¢ddekTrBHOE palNMOHAIBHOE W 3MOIMOHAJIBHO-
TICUXOJIOTHYECKOE BO3JEHCTBHE Ha IOTEHIHAIBHBIX
norpedureneil st GopMuUpoBaHHS KeTaHUS KYIUThH
TOBap BO3MOXHO IPH MPaBHILHOM BBEIOOpE 00BEKTa U
MpeaMera MapKeTHHTOBBIX KOMMYHHKAIUI, HOCUTENA,
MeCTa M BPEMEHHU BO3EUCTBUA.

[Ipeanaraem BBeCTH B Hay4HBI OOOpOT TEOpPHH

MapKETUHTOBBIX KOMMYHUKaIUN MOHSTHE
«HEpTUHEHTHOCTb»  (JaT. pertineo — KacarwcCh,
OTHOIIIYCB).

[lepTuHEHTHOCTP — 3TO TMOHSATHE, OTpa)karoliee
CBOICTBO MAapKETUHIOBBIX KOMMYHUKAIUI
pe3yabTaTUBHO  BO3JAEHCTBOBATh HAa  IOBEAEHHE
norpeOuTenell, 3a CYET BBINIOJIHCHUS  YCIOBHH
MpaBUJIBHOTO  mojadopa o0bEKTa W IpeaMeTa

MapKETUHTOBBIX KOMMYHMKALlMHA, HOCHUTENS, MECTA U
BPEMEHU BO3JECHCTBUS.

IlepTuHEHTHOCTH SIBIISIETCSI CBOMCTBOM
MapKETUHTOBBIX KOMMYHUKaIUI IIPUBJIEKATh
nokynaresneid. Ecaum MapKETHHIOBblE KOMMYHHUKAIMH
HaJEJIeHbl [EPTUHEHTHOCTBIO, TO MAapKeTOoJoraMm
YAAJIOCh HANPaBUTh KOMMYHMKAaTHBHOE BO3JIECHCTBHE
Ha HY)XHYIO ayJHTOPHIO B HY)KHOE BPEMs U HYXHOM
MecTe, a coJepkaHue ©  QopMa  BO3ACHCTBHA
«3alenuia» 1 «3acTaBUa» MOTCHIMAIbHBIX KIMEHTOB
CTaTh NOKYIATEISIMU.

[Ipennaraem [IEPTUHEHTHOCTh

KOMMYHUKAIIUM  KOJMYECTBEHHO

MapKETUHTOBBIX
BBIpaXaTb  C



MOMOIIBI0 K03 duieHTa mnepruHeHTHOCTH. OH
paccumThIBaeTCs MO clienyrolei Gopmye:

K _4, 100% 1

nepm y X 0, ( )
rie Y, — KONIMYECTBO KYNMBIIMX TOBAp IOX
BIIMSIHUEM KOMMYHHKATHBHOTO BO3JICH CTBUSI;
Y — ofmee KOJIMYECTBO  MOTEHIHAIbHBIX
MoKynarened, TMOABEPTIINXCS KOMMYHHKATHBHOMY
BO3JICHCTBUIO.
KoadpduumeHT  TNEepTHHEHTHOCTH  MapKETHHTOBBIX
KOMM YHUKALUI SIBIIIETCSA I1OKa3aTelIeM
3G (deKTUBHOCTH TpuUBIeYeHUs mokynarened. OH

ITOKa3bIBACT IIPOLICHT HOKYHaTeHeﬁ, IIPUBJICUCHHBIX
MapKCTUHIOBBIMU KOMMYHUKaLIUSIMM.

[Ipennaraem KO3 PHUITUCHT MIePTHHEHTHOCTH
TPAKTOBATh CICAYIOIIUM 00Pa3oM:

K,,n =0 — Hynesas nepTUHEHTHOCTD;

0<K,,, < 0,5 — Hu3Kast NEPTHHEHTHOCTD;
0,5<K,,,, <0,75 — cpeauss NepTHHEHTHOCT;
0,75<K,,,, <1 — BbICOKas IEPTUHEHTHOCT;

K =1 — CBepXIEPTUHEHTHOCTb.

nepm

INokazarens, MOAOOHBIH MEPTUHEHTHOCTH, MPEATIOKEH
Google u ucnons3yercss B VHTepHET-MapKeTUHTE —
roka3aTenb KoHBepcuu. KoHBepcuss — 3T0 OTHOIIeHHE
Yycjia TIOCETUTENEeH caiiTa, BBIMOJHUBIIMX Ha HEM
Kakue-10o 1eneBbie JeUCTBUS (CKPBITHIE WITH TPSMbIE
yKa3aHus peKJIaMoAaTesied, IPOAABLOB, CO3JIaTENeH
KOHTEHTAa — TIOKYIIKY, PETUCTPAlHIO, IIOAIUCKY,
MOCEIIeHNE ONpeesIeHHOW CTpaHHIbI caiiTa, mepexo.
MO PEKJIAMHOM CCBUIKE) K 0OLIEMY YHCITy TIOCETUTENeH
camita [1].

PaznuyaroT paszHbie BUIBI TOKa3aTeNsl KOHBEPCHH: €CIIU
TOBap KYIUIEH, TO 3TO KOHBEpPCHS MO TOKYIKE; eClu
MIPOM3OIILTA PETUCTPAIIHS TOCETUTENS Ha CalfTe, TO 3TO
KOHBEpCHUS MO PerucTpanuy. AHAJOTHYHO Pa3InYaroT
KOHBEPCHIO IO TOANKMCKE Ha TOYTOBYIO PACCHUIKY,
KOHBEPCHIO IO CKaYMBAHUIO  IPOrPaMMHOIO
obecrieyeHus H T.II.

[Ipumep KOHBepcHH IO TMOKYINKE: B CYTKH HHTEPHET-
MarasuH 3axoauT 500 yHUKaTbHBIX MOCETHTeNeH. 3a
3TOT MEpHOJ B Mara3uHe COBEpIIEHO 7 TOKYIIOK.
IIponleHT  KOHBEpcHM  TOCETUTENeW  calTa B

x100% =1,4%).

7
nokymnareneit pasen 1,4% (500

2. Onpenenenne K0O3(pPUIHEHTA NTEPTUHEHTHOCTH

I onpeneneHus Kod(PQHUIMEHTa MEPTHUHEHTHOCTH
mpenjaraercs — HCIoib3oBatb  Meronuky — MMT.
(pazpaborana B  areHtcTBe «VHTEerpupoBaHHEIC
Mapxkerunroseie TexHomorum») [2]. Ora MeToamka
COCTOHMT U3 TpeX OJIOKOB:

1) MaTpulla «3HaHHE O TOBape» / OKEIaHHE KYIHTb
TOBap»;

2)  perucrpairoHHas
HECIy4allHbIX KJIMEHTOB;
3) pacuér ko3 puIMeHTa TEPTUHEHTHOCTH.

Martpuna UMT siBnsiercst HHCTPYMEHTOM Pa3pabOTKH
KOMMYHHKAaTHBHOH CTpPAaTernu W BHIOOpa aJeKBaTHBIX
peKIaMHBIX HocuTenell. Ee cyTh COCTOHUT B TOM, YTOOBI

KapTa CIIy4alHbIX 5

paccMmaTtpuBaTth
IIOTCHIIMaJIbHBIX

BCEX

YYIaCTHUKOB
KJINCHTOB.

pBIHKA, Kak
OcymmecTBisercs

MHOTOMEPHOE CErMEHTHpPOBaHHE pBIHKa 10 JBYM

IIprU3HaAKaM <«3HaHHUE€ O TOBapey»,

ToBapy» (puc. 1).

EcTb xellaHue KyIHuTh
TOBap

«GKEJaHue KyNHUTb

Her xenanus KYIIUTb TOBap

§ «/Ioanvuvtit K1uenmy «Knuenm -onnonenmy

e 3Haer 0 TOBape H X04eT 3naer o ToBape, HO He
8 o €ro KynuTb X04€ET €ro MOKynaThb
Z 5 | e HpemoCTaBUTH IOCTYMK | ®  copMHpOBaTh
E § TOBapy KeJIaHHe KYIUTb TOBAp
2 B | e mnomuepikaTh KeNaHue
2 3 | xynnts ToBap

g HPOrpaMMaMH JIOSUILHOCTH

© | M ypOBHeM cepBuca

< «llomenyuanvuotii «Cnoscuolit Kiuenmy

§ KAueHmy» He 3naer o ToBape, n He
g 2 He 3naer o ToBape, HO X04eT ero MoKynaTh
EE X04eT ero KynuThb e npouH(pOPMHUPOBATH
2 I | e nponHhOpPMHPOBATE O 0 CYILECTBOBAHUM TOBApa
g é CYILECTBOBaHHH TOBapa e chopmupoBaTh
2 5 | e nomuepxkarh KenaHue KeJIaHHe KYIUTb TOBAp
< Qé KyIUTh TOBap

S | mporpaMMamH JIOSUILHOCTH

© | u ypoBHeM cepsuca

Puc. 1. Marpuna UMT — 3nanue o ToBape / )Kenanue
KYIIUTh TOBAap

BugHno, uyrto mepen HadaloM KOMMYHUKATHBHOU
KaMIIaHWW TTOTEHIIMANIBHBIX TOTPEOUTENeH pa3essiioT
Ha THIIHI 110 IBYM MPU3HAKaM:

1) 3HaHue o0 ToBape;

2) xenmaHue KyImuTh TOBap.

Bripensiercs yerbipe TUIIA KIIHEHTOB:

1) JosAnBbHBINA KIHMEHT (3HAeT O TOBape M JKEIaeT ero
KYIHUTb) — JJI1 CHUKEHHUSI KOMMYHUKAaTHBHBIX PHCKOB
HEOOXOJMMO TPENOCTaBUTh JOCTYI K TOBapy H

MmojJyiepXarh  KeJaHHe  KyIMUTh  MporpaMMmaMu
JOSUTBHOCTH W ypoBHeM cepBuca. JddexkTuBHBIM
ABJISETCS WCTIOJIb30BaHHUE MOJ|JICPKUBAFOIIIIX

KOMMYHUKAIIM{ [T TIOCTOSHHOTO MOAAEPKaHUS CBA3H
Y HAIIOMUHAHUS O MIPEIIPUITHH U TOBAPE;

2) KJINEHT-ONIOHEHT (3HAeT O TOBape, HO HE XOUET €ro
MOKYIaTh) — JJIS CHIDKEHHS KOMMYHHMKATHBHBIX
PHUCKOB HEOOXOIUMO BO37eHCTBUE sl (HOPMHPOBAHUS
KENaHUS KYMUTh TOBap. OTa KaTeropus (JOSJIbHBIC
KIIMCHTBl KOHKYPEHTOB; OBIBIIME KIMEHTHI, HMEIOIINE
HETaTHBHBIA  ONBIT TMPHOOpPETEHHS TOBapa MU
KOHTaKTa C TIEPCOHAJIOM MPEANpUATHSA) HMEET
OTpUIIATENBHBIA cnpoc Ha ToBap. (MQPEKTUBHBIM



SIBJIICTCSL WCIIOJIb30BaHUE KOHBEPCHOHHBIX
KOMMYHHKAIIUH JUIT (OPMUPOBAHHS KEAHUE KYITUTh
TOBap;

3) mOTeHIMAIbHBIM KIWEHT (He 3HaeT O ToBape, HO
X04eT €ro KYHI/ITB) — JISL CHHNKCHUA
KOMMYHHKAaTHBHBIX PHUCKOB HEo0X0IMMO

MPEAOCTaBUTH MHPOPMAIIHMIO O CYIIECTBOBAHHH TOBapa
B KaHajax pachpelelieHus C Ienblo TpaHchopMmanuu
JMATEHTHOTO CIpoca B PEATbHBIH W  TOAJEPXKATh
KeJaHWe KyIHTh MPOrpaMMaMHd  JIOSUIBHOCTH |
YpOBHEM cepBHCca. OTa KaTeropus COCTOUT U3
HanboJee OTKPHITHIX K BOCHPHUSATHIO WHGOPMAIUH U
TOTOBBIX K COTPYJHHYECTBY MOTpeOuTene. Y HHX
€cTh TOTPEOHOCTh U BO3MOXKHOCTh €€ yJIOBJICTBOPHUTb.
OddexTuBHBIM SIBJISIETCS HCTIONIb30BaHNE
pa3BUBAIOIINX  KOMMYHHKAIMH Ui JIOHECEHUS
WHPOPMAIUK B MaKCHMAJIBHO YJOOHOH W TOHSITHOW
hopme;

4) CIOKHBIN KIIMEHT (HE 3HACT O TOBApE M HE XOUET €ro
MOKyNaTb) — JUII CHUXXCHUS KOMMYHHKATHBHBIX
PHUCKOB HEOOXOIUMO MPOMH(POPMUPOBATH O TOBape,
cOpMHUPOBATh KeJTaHHE €ro KyMUTh. JTa KaTeropus
SBIISICTCS. MAaKCHMAJIBHO  HEMPHBIICKATENbHOW ISt
CTIEUAIUCTOB 110 MAPKETUHTOBBIM KOMMYHHKAIIHSIM.
Meronuka MpeArnoiaraeT WCIolb30BaHHE HAOOpOB
MapKETHHTOBBIX KOMMYHHUKAIMHA JUIS KaXJIOro TUIIa
KiueHToB 1o Matputie UMT (puc. 2).

Haunnas ¢ mepBoro JHs MpOBENEHHS KaMIIaHHH,
npeyiaraercs OCYIIECTBIISTh perucTpanmio
CIIy4allHBIX M HECIy4alHBIX KIHEHTOB Ha OCHOBE
PErucTpaloOHHOM KapThl (Tab.1):

KOMMYHUKATHBHOM KamMnaHuen.
PEe3yJIbTAT UX NIOCELIECHUS;

— HECJIy4YallHble KJIMEHThl — 3TO KJIMEHTBI, KOTOPBIE
o0paTHIINCh K TPOJABIy B pe3yJbTaTe BO3JACHCTBUS

dukcupyercs

KOMMYHUKATHUBHOM KaMIIaHWUH. ®dukcupyercs
HMCTOYHHMK MH(POPMALIMU U PE3YJIbTaT UX MOCCIICHUS.
Tabruya 1

IIpumep perucTpalliOHHONW KapThl

«JIoSITILHBIH KJIHEHT «KmeHT-onmonen™
— Direct mail — JIngHas npopaxa
— TenemapkeTuHr — OGpa3up! ToBapa
— JInunas nponaxa — Kymnonsr
— ToBapsl 110 JILIOTHOM LIeHEe
— CyBeHupsl
— JloTepen u KOHKypCHI
— PR

«CI0KHBIH KJIHEHT»
— JIngHas npopaxa
— PR

«IloTeHMATBHBIH KJIMEHT»
— Pexkitama B meyaTHbIX
H3JIaHUSIX
— Direct mail
— TenemapkeTHHT
— Hapyxnas pexnama
— BricTaBku
— Peknama Ha Pagno
— Pekiiama Ha TB
— Konrekcrnas MuaTepaer
pexinama
— IlouckoBoe NpoBUKEHKE B
Wutepnere
— JInunas nponaxa
— PR

Hecnyuaiinbie ®
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Bceero 3a nepuon y
MOHUTOpPUHIa X
Yucmurens  ¢dopmynsr (1), 3nHauenme (Y,) —
KOJIMYECTBO KYIIUBIIUX TOBAp mon BIIMSTHUEM

KOMMYHUKAaTUBHOI'O BO3IICI>'ICTBI/IH — Inojiydya€M B
pe3ynbTaTe 3alOJHEHHS PETMCTPAIMOHHON  KapThl
(cm.Tabm.1).
3uamenarens Gopmyier (1), 3nauenus (Y ) — obiee
KOJIMYEeCTBa IIOTCHII M AJIbHBIX HOKyHaTeHeﬁ,
MoABEPruimxca KOMMYHUKATUBHOMY BO3IIeI710TBHIO —
MpeAIaraercss ONpPENeNiaTh OKCIHEPTHBIM — METOI0M
(Tabmn.2).

Tabauya 2

Meroanyeckuil MoAX0A K ONPENeSIeHUI0 KOJTMYeCTBa
IIOTCHIMAJIbHBIX HOKyHaTeﬂeﬁ MMOABECPIruInXxcsa
KOMMYHUKATUBHOMY BO3JEHCTBUIO

Puc. 2. Buapl KOMMYHUKAaTHBHOTO BO3JCHCTBUA
aJIEKBaTHBIE THUIIOJIOTHU3AlMKU KIHWEHTOB 10 MaTpulle
UMT

— CHy‘IaﬁHBIe KIIMEHTbI — 3TO KIIMCHTbLI, KOTOPLIC
oOpatwianch K mpomaBiny — 0e3 CBA3U c

OneMeHT dopmMa MapKETHHTOBBIX Hcrounnk
MapKETUHIO- KOMMYHHKaIAI uH(OpMALIH O
BBIX KOJIMUECTBE
KOMMyHHKaHHﬁ l'lOTeHl.ll/laJ'leElX
noKymnaresei
IOABEPrIInXCsA
KOMMYHHUKaTHB-
HOMY BO3€UCTBUIO
M)
1) Pekiama:
- pexiiama B peKiiaMHblIe Tupaxxk CMU
npecce OOBSIBIICHNS,
myOJIMKaIMK B ra3erax
U KypHaJIax
- reyaTHas KaTaJIOrH, POCIEK-ThI, | THUpPaX
pexiama OyKJIeTBI, IUTaKaThl,
JIMCTOBKH, TIPAKC-TUCTBI
- POJINKH, TIEpeadn Ha ayJUTOpUst
TENEBU3HOHHAS | TEIECBUAECHUU
pekiiama
- POJINKH, TIEpeadn Ha ayJUTOpUst
pamuopekiaMa | paauo
- kuHopeksiamMa | product placement KOJIMYECTBO
KYIUICHHBIX




OmeToB
- HApYXKHas IINTBL, PACTSDKKH, cpesHee KO-
pexiiama BUTPHHBI, CIIELIO/ISKA, | YECTBO IPOXOs-
OpeHIUPOBAHHBIH [IUX WA
TPAHCIIOPT IPOE3KAIOIINX
- OaHHEpbI, TEKCTOBEIE KOJIMYECTBO
KOMIbBIOTepHast | Onoku, Gaipuky, MHHU- | TIOCETHTEINCH
pexiiama caiitel, Interstitials, caiita
paccbuIKa
- peKIaMHbIe IIPOMO-CYBEHHPEI, o0BeM
CYBEHUPHI OM3HEC-CYBEHHPHI IIPOU3BOZICTBA
- direct-mail IpsiMasi IOYTOBas KOJINYECTBO
pacchuika ajzpecaToB
- BBICTaBKH, CTEH/IBI KOJIMYECTBO
SpMapKu MOCETUTENEN
2) PR NIPECC-PEIU3BI, HEBO3MOXKHO
OoKrpayHaepsl, GakT- OIIpEe/IeIUTh
JIVICTBL, JINCT BOIPOCOB- | (HazHayeHne PR
OTBETOB, OaiinaiiHep, — (hopmupoBaHUE
3asBrienne st CMU, UMUKA, a HE
HUMHIDKEBBIE CTaTh, TIOKYTIKA)
HHTEPBBIO, KEHC-CTOPH;
MIPECC-KHT, HBIOCIETTEP
3) Metoabt COMIUTHHT, CKUJIKH, OTYET I10
CTUMYJIMPOBA | PacCIpOaXKH, JIIOT- MIPOBEICHHIO
HHS cOBITa HBIE KYIIOHBI, BbIJIa-4a aKIN
JIOTIOJTHATEITb-HBIX
TOBapOB IPH yCIIOBUH
COBepILe-HUS TTOKYIIKH,
00pasIbl TOBapOB,
KOHKYPCBI, JIOTEPEH,
POS-marepuaiel
4) JInunbie Henocpencrsennoe oT4eT COBITOBOTO
TPOAAKH O0IIEHUE C KIIMEHTOM TepcoHasia
3aki0uenue

B cratee, B KkayecTBe HAay4HOW HOBU3HBI, BIEPBBIC
MPEAJIOKEHO BBECTH B HAy4YHBIH 0O0OpOT MOHATHE
B pabore OBUIM HCIONB30BaHbI
METO/Ibl Hay4yHOH aOCTpakiuu, aHalli3a M CHHTE3a,

NMEPTUHCHTHOCTH.

CHCTEMHBIM,

JUATIEKTUIECKUH,

CTPYKTYPHO-(YHKIIMOHAIbHBIH

PEIYILTATUBHO BO3 eliCTBOBATh Ha IIOBCACHUEC
norpeOuTeNnell, 3a CYET BBINIOJIHCHUS  YCIOBHH
MpaBUIBHOTO  Moja0opa o0bEKTa W IpeaMeTa

MapKCTUHI'OBBIX KOMMYHHKaHHﬁ, HOCHTCIIA, MECTa U
[IpennoxxeH MeETOAMYECKHIA
MOJIX O], BKJIFOYAIOITUM HCIoIb30BaHusl MeToga UMT,
JUIA pacuera Ko3(p(UIMEeHTa MEePTUHEHTHOCTH. Takoi
MoKa3aTellb T03BOJIMT MAapKeToJioraM O0OCHOBAaHHO

BPEMEHHU BO3JECHUCTBUS.

BHOCUTb KOPPEKTUBLI B IIJIAHBI

KaMIIaHUM

n IIOBBIIIATH

aHaJIOrnu

METOBI
WCCIIEIOBaHMUs, TIO3BOJISIIOIINE BBECTH B 00OPOT HOBEIH
MoKa3aTellb ¥ METOJHUKY ero pacuera. B pesymnbrare
cOpPMYITUPOBAHO TIOHATHE TIEPTHHEHTHOCTH, KOTOPOE
OTpa’kaeT CBOWCTBO MAapKETHHTOBBIX KOMMYHUKAIIUN

KOMMYHHKaTHBHBIX
3¢ HEKTHBHOCTH

MOCHEAYIOUIMX KOMMYHUKATUBHBIX aKIUH.

Conclusion

First prompted in the article to enter into scientific
concept of pertinence as a scientific novelty. The paper
used the method of abstraction, analysis, and synthesis,
system, dialectical, analogies and structural-functional

research methods that allow to put into circulation a
new dimension and the method of its calculation. As a
result, formulated the concept of pertinence, which is
the feature of marketing communications effectively
influence the behavior of consumers, through the
proper selection of the conditions of the object and the
subject of marketing communications, media, place,
and time of exposure. To determine the pertinence
proposed to use the IMT method, which was developed
in the agency "Integrated Marketing Technologies."
This technique consists of three units that include a
matrix of "knowledge about product" / "desire to buy
the product,” the registration of random and non-
random card customers, the calculation of the
coefficient of pertinence. Matrix IMT is a tool for
developing communication strategy and the choice of
appropriate advertising media. Its essence is to treat all
market participants, as potential customers. Proposed
to be a multi-dimensional segmentation of the market
in two ways "knowledge about product"”, "desire to buy
the product." In line with IMT matrix identifies four
types of clients. The indicator pertinence allows
marketers to make reasonable adjustments to the plans
of communication campaigns and increase the
efficiency of subsequent communications. The
prospect of future research is to determine the specific
nature of the content of sales promotion, evaluation of
the role of individual marketing tools at different stages
of interaction with the target segments. To assess the
role of marketing communications, plant and
equipment can be grouped into three categories,
depending on the impact on each of the stages of the
psychological state of the purchaser. The first group
includes advertising and public relations, they affect
the buyer in the first stage - the cognitive, ie provide
awareness and knowledge of the buyer of commercial
enterprise. For the second group of marketing tools to
having an impact on the buyer's emotional stages of
psychological process include personal selling,
promotion, and exhibitions and fairs, sponsorship,
advertising and public relations. The latter may affect
the purchaser passing first and second stages. The third
group marketing tools include the design of the place
of sale, the methods of product presentation, sales
promotion, personal selling and direct marketing.
These tools affect the passage buyer final third stage,
which ensure the implementation of purchase. Rational
use of various forms of communication will improve
their performance.
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