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THE METHODOLOGY OF CARRYING OUT
STRATEGIC CONTROL OVER THE COMPANY INTERGRATED
MARKETING COMMUNICATIONS MANAGEMENT

A. Panchuk

In the process of adapting the principles of entrepreneurship to the information society
a special place is given to the development of new principles, methods and models of management
of marketing communications. The main preconditions for the implementation of strategic man-
agement of integrated marketing communications have been described. The basic concepts and com-
ponents of integrated marketing communications have been reviewed. The place of strategic control
in the integrated marketing communications management system has been defined. A conceptual
model for integrated marketing communications has been presented. Strategic management of
marketing communications has been regarded as a dynamic aggregate of five interconnected sta-
ges of the managerial process. The following main stages of the process of carrying out strategic
control over integrated marketing communications have been developed: strategic control over man-
agement of integrated marketing communications at the corporate level; strategic control over
management of integrated marketing communications at the business level; strategic control over
management of integrated marketing communications at the functional level. A model of assessing
a possibility of achieving strategic goals in the sphere of managing integrated marketing commu-
nications and a model of assessing the efficiency of managerial strategies of integrated marketing
communications have been offered. Advertising goals have been characterized based on the com-
pany development strategies. A matrix of the marketing communication policy efficiency has been
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constructed. Marketing communication strategies and integrated marketing communication strate-
gies have been proposed depending on the product life cycle.

Keywords: integrated marketing communications, strategic planning, strategic control, stra-
tegic goals.
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METOAONOrA NPOBEAEHHA CTPATENYHOIO KOHTPOIJIHO 3A YNPABJIIHHAM
IHTEFTPOBAHUMU MAPKETUHITOBUMU KOMYHIKAUIAMW NIANPUEMCTB

lNan4yk A. C.

Y npoueci agantauii npMHUMNIB BeAEHHS NiANPUEMHULBKOT OiSNbHOCTI 4O YMOB iHopma-
LiHOro cycninbcTea ocobrnmee Micue nocigae po3pobneHHa HOBUX NPUHLUMNIB, METOAIB i Mogenen
ynpaBniHHA MapKeTUHIOBUMWU KOMYHiKauisMu. OxapakTepu3oBaHO OCHOBHI NepeaymMoBU BrpoBa-
DPKEHHSA CTpaTeridyHoro ynpaeniHHS iHTErPOBAHMMWN MapKETUHIOBUMM KOMYHIiKaLUisiMu. Po3rnaHyTto
OCHOBHI MOHATTS Ta CKNagoBi YaCcTUHW HTErpoBaHMX MapKETMHIOBUX KOMYHikauin. BusHayeHo
MicLle CcTpaTeriyHOro KOHTPOS0 B CUCTEMI YNpaBSfliHHA iHTErPOBAHMMW MapKETUHTOBMMW KOMY-
Hikauismn. NogaHo KOHLEeNTyanbHy MOAENb IHTEerpoBaHUX MapKETUHIOBUX KOMYHiKaUin. CTpaTeriyHe
ynpasriHHA MapKeTUHIOBUMW KOMYHIKaUisIMX PO3rMAHYTO K AWHAMIYHY CYKYMHICTb N'ATWU B3aEMO-
noB'A3aHMx eTaniB ynpaBniHCbKOro npouecy. Po3pobneHo Taki OCHOBHI eTanu npouecy npose-
OEHHs1 cTpaTeriyHoro KOHTPOSK0 3a ynpasfiHHAM IHTErpPOBaHUMM MAPKETUHIOBMMW KOMYHiKaLiIMU:
cTpaTeriyHuMin KOHTPOMb 3a YrpaBniHHAM iHTErpOBaHUMM MapPKETUHIOBMMU KOMYHIKaLiAMU Ha Kop-
nopaTtMBHOMY piBHi; CTpaTeridHUN KOHTPOSib 3a YNpaBfiHHAM iHTErpoBaHUMW MapKETUHIOBMMMU
KOMYHiKaLisiMn Ha Gi3Hec-piBHi; CTpaTeriYyH1 KOHTPOSb 3a YNpaBiHHAM iIHTErPOBAHNMWN MaPKETUH-
rOBUMW KOMYHiKaLigaMn Ha oyHKUiOHaNbHOMY piBHi. PekomeHaoBaHO MOAENb OUiHIOBAHHSA MOXIU-
BOCTi JOCSITHEHHS CTpaTeriyHmX Uinen y cpepi ynpaeniHHA iHTErpOBaHUMN MapKETUHIOBUMUN KOMY-
HiKauissMn 1 Moaesb OUiHIOBAHHA Oi€BOCTI cTpaTerii ynpaBniHHA iIHTErpOBaHMMN MapKETUHIOBUMU
KOMyHikauismu. OxapakTeprsoBaHO Lini peknamHol OignbHOCTI, 3anexHo Big cTpaTerii po3BUTKY
nignpuvemcts. MNobyaoBaHoO MaTpuUL0 ePEKTUBHOCTI MApKETUHIOBOIT KOMYHIKaLMHOT MOMITUKX Ta Ha Ui
OCHOBiI peKOMeHA0BaHO MapKETMHIOBI KOMYHiKaLiMHI cTpaTerii Ta cTpaTerii iHTerpoBaHux mMapke-
TUHIOBUX KOMYHiKaLii, 3anexHo Bif XUTTEBOrO LUKNY TOBapy.

Krroyosi crioga: iHTerpoBaHi MapKeTUHIOBi KOMYHiKaLil; cTpaTeriyHe nnaHyBaHH4A; cTpaTe-
rYHMI KOHTPOSb; CTpaTerivyHi Lini.
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METOOONOINMA NPOBEAEHNA CTPATETMYECKOIO KOHTPOIIA YNPABJIEHUA
WHTEMPUPOBAHHbLIMU MAPKETUHIOBbIMU KOMMYHUKALIMAMU NPEQNPUATUN

lNan4yk A. C.

B npouecce agantauuu npuHUMNOB BeAeHUS NpeanpuHUMaTENbCKON AEATENbHOCTM B YCIO-
BUSIX MHCpOPMaLIMOHHOIO obLecTBa ocoboe MeCcTo 3aHMMaeT pas3paboTka HOBLIX MPUHLMMNOB, METO-
AOB 1M Moaenewn ynpaBneHnss MapkeTUHIOBbIMU KOMMYHUKaunammn, Oxapakrepm3oBaHbl OCHOBHbIE
NPeAnOChLINKN BHEAPEHUSI CTPaTEermyeckoro ynpaBneHUs WHTErpMpoBaHHbIMW MapKeTUHrOBbIMU
KOMMYHMKaUMAMU. PaccCMOTPEHbl OCHOBHbIE MOHSATUS U COCTaBNAOLLME MHTErPUPOBAHHBLIX MapKe-
TUHIOBbIX KOMMYHMKauun. OnpeaeneHo MecTo CTpaTerMyeckoro KOHTPOs B CUCTEME yrNpaBreHUs
WNHTErPUPOBAHHBLIMW MapKETUHIOBBIMU KOMMYHUKaumamn. MNpeacrtaBneHa KoHUenTyarnbHas Mogernb
WHTErpMpoBaHHbIX MapKETUHIOBbIX KOMMYyHMKaumi. CTpaTerniyeckoe ynpasreHne MapKkeTUHroBbIMU
KOMMYHUKaLUMSAMM paCCMOTPEHO KaK AMHAMUYeCKas COBOKYMHOCTb NATM B3aMMOCBSA3aHHbIX 3TanoB
ynpasneH4yeckoro npouecca. PaspaboTaHbl cnegytoLme OCHOBHbIE 3Tanbl NpoLecca NpoBeaeHus
CTpaTEermyeckoro KOHTPONs yrnpaBfeHNst UHTENPUPOBAHHBLIMU MAPKETUHIOBBIMM KOMMYHMKALMSIMU:



EKOHOMIKa mignpmremMcTBa Ta yrpas/iiHHA BUPODHVIL TBOM

60

CTpaTernyecknin KOHTPONb YNpaBfieHUA WUHTErPUPOBaAHHBIMU MAaPKETUHIOBLIMU KOMMYHUKaLUAMMN
Ha KOprnopaTMBHOM YPOBHE; CTpaTermyeckni KOHTPOMb YrpaBreHUss MHTErpupoBaHHbIMU Mapke-
TUHIOBbIMW KOMMYHMKaLMSAMWN Ha BU3HEC-YpPOBHE; CTpaTErMyecknini KOHTPOSb YNpaBneHns UHTerpu-
pPOBaHHbIMU MapPKETUHIOBBIMU KOMMYHUKaLMAMUM Ha (PYHKUMOHaANbHOM ypoBHe. PekoMmeHaoBaHa
MoZerlb OUEHKM BO3MOXHOCTU OOCTWXKEHUS cTpaTernyeckux uernen B obractu ynpaBneHus UH-
TErpMpoBaHHbIMU MapPKETUHIOBLIMU KOMMYHUKaLMSAMN U MOAerb OLEHKU AENCTBEHHOCTU cTpaTte-
M ynpaBneHnss UHTErpupoBaHHbIMW MAapPKETUHIOBbIMW KOMMYHUKauuamn. OxapakTepusoBaHbl
Lenu peknamMmHon gesaTernbHOCTM B 3aBUCUMOCTU OT CTpaTerun passutnda npeanpudatnin. MNMoctpoeHa
MaTpuua apPEKTUBHOCTN MaPKETUHIOBON KOMMYHUKALMOHHOW MOSIMTUKMA U HA 3TON OCHOBE PEKOo-
MeHA0BaHbl MapKeTUHIOBblE KOMMYHUKALMOHHbIE CTpaTerMm U ctpaterum MHTErpupoBaHHbIX Map-
KETMHIOBbIX KOMMYHUKaLWUA B 3aBUCUMOCTU OT XM3HEHHOrO LMKIia ToBapa.

Knroueable criosa: HTErpMpOBaHHbIE MapKeTUHIOBbIE KOMMYHMKALIMKW, CTpaTernyeckoe nna-
HMpOBaHMWe, CTPaTErM4Yecknini KOHTPOSIb, CTpaTernyeckne Lenu.
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Under the conditions of the saturated market it is in-
sufficient to design new goods of high quality, establish
optimal prices for them and choose effective distribution chan-
nels. Such constituent of the marketing complex as integrated
marketing communications has been acquiring more weight in
company management; the system of the integrated mar-
keting communications is aimed at informing, convincing,
reminding the consumers about the company, its products as
well as at creating its positive reputation.

Some special aspects of the strategic approach to the
formation and development of integrated marketing communi-
cations have been studied in the works of such national
authors as L. V. Balabanova, A. F. Pavlenko, A. V. Vovchak, etc.

Separate problems of developing integrated marketing
communications have been researched by the following for-
eign economic scientists: J. Bernet, P. Doyle, S. Moriarti, etc.
Regardless of this fact, many problems related directly to the
strategic control of integrated marketing communications
have not received sufficient enlightment in the national
literature, which makes the chosen topic actual.

The goal of the research is to develop methodical
recommendations as to the enhancement of the process of
holding strategic control over integrated marketing communi-
cations management in companies.

Modern scientific, methodical, monographic literature
on marketing management, legislative and regulative acts of
Ukraine, as well as statistic reporting of the national com-
panies have served as the information base for the research.
The general scientific methods, social research methods (sur-
vey, observations), analytical methods (comparison, grouping, con-
tent analysis, tables), prognostic methods (expert opinions),
matrix methods, etc., have been applied in the research.

The Ukrainian market of information and communica-
tion technology is currently in the state of active establishing,
and under certain conditions, it can become a foundation for
developing information society in Ukraine. Although, the pace
of developing information society in Ukraine lags behind as
compared to global trends. But at the same time, current cir-
cumstances demand acceleration in developing information
society in Ukraine.

The main strategic goals of developing information
society in Ukraine have been established by the law of Ukraine
"On the main principles of development of information society
in Ukraine for the years 2010 — 2020" (Fig. 1).

In the current circumstances of establishing market
relations, such constituent of the marketing complex as com-
munication, becomes more important in company manage-
ment. This is why search of mechanisms and methods for more
efficient communication activity of the company, enforcing its
marketing orientation, is extremely actual.

The main strategic goals

of the information society development in Ukraine

Acceleration in the development and introduction
B of modern competitive information
and communication technologies (ICT)

—>| Using ICT for improving governmental management |

|| State support for new "electronic” economy sectors: trade,
rendering financial and banking services, etc.

->| Ensuring computer and information literacy of population |

Preserving cultural heritage of Ukraine
by way of electronic documenting

v

State support for utilizing modern ICT by mass media |

in the processes of establishing information society

Protection of information rights of citizens |

Improving the state of information security under the condi-
tions of utilizing modern ICT

L > Achieving effective participation of all regions
%’

Development of the national information infrastructure and
its integration with the global infrastructure

—>| Creating general governmental information systems

N Improving the legislation
which regulates information relations

Fig. 1. The main strategic goals for developing
information society in Ukraine

Increased dynamics of the marketing environment,
an indefinite perspective of today's company activity demand
carrying out regular inspections to find out if the strategic
goals, the chosen strategy in the sphere of strategic man-
agement of integrated marketing communications align with
marketing capacities — the available and forecast ones. This
testifies to the necessity for carrying out strategic control over
integrated marketing communications management and coor-
dination of strategic solutions and actions.

Strategic control over integrated marketing communi-
cations management is aimed at assessing the stage and
effectiveness of using the available capacities, identification
of key competences in the sphere of integrated marketing
communications management and development of recommen-
dations as to increasing the efficiency of strategic marketing
management of the company integrated marketing communications.
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The definition of the notion "strategic control over inte-
grated marketing communications management" is based
upon such notions as "integrated marketing communications"
and "strategic control".

According to the definition given by the American
Association of Advertising Agencies [1], "integrated marketing
communications" is the concept for planning marketing com-
munications which acknowledges a higher value of the com-
plex approach.

Integrated marketing communications represent a bila-
teral process, which on the one hand suggests influencing the
purpose-oriented and other audiences, and on the other hand

61

helps receive feedback from this audience to the influence
exercised by the company.

Integrated marketing communications help in creating
synergy through coordination of all types of communicative
activity in the formation of approved marketing messages
which are taken in a more reliable and effective way to be
better remembered by the purpose-oriented audience.

Before referring to separate constituents of the system
of marketing communications it is necessary to systematize
the tools of marketing communications taking into consideration
such classification features as: traditional and new tools; ATL, BTL,
TTL-communications; hi-tech and hi-hume technology (Table 1).

Table 1

Tools for marketing communications depending on classification features

Communi-
cations Tools Definition
type
1 2 3
Modern communication tools
2 - . Information related to physical or legal persons, goods, ideas, start-ups
@ , , ;
< S g]gg]?]tqggi\éztifr:n% gln the website as transferred by means of the Internet, oriented to an indefinite group of
S _§ = people and aiming to cause their interest
13|« - . Advertisements transferred by e-mail with or without the agreement of the
T g Advertising by e-mail recipient at a remote computer
8 Mobile marketing Advertisements transferred in the form of mobile content or via sms

Hi-hume
communications
BTL

Informal ideas

Using either experience or impressions from consuming products/services
or information about them during communication between the company
clients (including potential ones) for the purpose of confirming the emotional
constituent of the experience

Built-in groups: indirect advertising
built into works of art, language, body,
worldview through archetypes, through
beauty built into the situation through
involving prominent sportsmen, their
clothes and accessories, involving in
outer events

Ensuring connection between business and market by means of introducing
ads into the structure of works of art, language, body, clothes of the con-
sumer, their lifestyle, system of values and the very vision of the order of
things of the surrounding world

Traditional communication tools

Advertisements on TV, in mass media,

Information related to physical or legal persons, goods, ideas, start-ups

Personal selling

= gy - which is transferred in any form by any means oriented to an indefinite
l<T: g);tﬁ:getlac;gvertlsmg, advertisements group _of people and aim?/ng to cguse ytheir interest for the purpose of
facilitating the sale of goods, ideas, etc.
An interactive marketing system where one or more communication means
Direct marketing are used (post, telephone, fax, e-mail, and other means of communication)
= in order to receive certain feedback and/or conduct a transaction in any region
m Distribution by post sggﬂaggvg{lgupzﬁirg&gfiga:gsrglndlng or other information by post to a per
Stimulating buyers Encouraging events aiming to stimulate buyers to buy products and/or services
Stimulating sellers Encouraging events aiming to stimulate sellers to sell products and/or services
A method of negative stimulation of the selling personnel by means of no-
A secret buyer method tifying them that among the usual buyers there are people who assess their
work and quality of servicing
Measures restricted in time and space, scenarios, happenings and perfor-
Promotional events mances held in social and cultural or physical environment and aimed at the
modification of the purpose-oriented audience behavior
Advertisement materials in the selling|Direct contact of the market participant and potential consumer with the aim
2 places of immediate selling and/or reselling
m A collection of advertising and information materials about a product and/or ser-

vice which is located in the selling area

Packing

Adjustments (or measures) which ensure preserving the functionality of goods
and/or services at a high consuming level, prescribing the time and en-
vironmental limits

PR, corporate culture, media ties, re-
lations with contact and purpose-orien-
ted groups, lobbying

A management function which consists in establishing and supporting com-
munication between the company and the environment, based on consciousness.
The purpose of PR is to establish trustful relations between the company
and the environment
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Table 1 (the end)

3

Sponsorship

A contribution (in the form of property, intellectual activity results, rendering
services, performing works) made by a physical or legal person (sponsor)
into the activity of other physical or legal persons on the condition of spreading
the advertisement for the sponsor and their products

A strategy of marketing communica-
tions called "virus marketing"

A set of informal technologies contributing to the popularization of goods
and services in consumer environment and promoting them to the market.
The purpose is to develop horizontal communication between people based
on consumer demand interests

Charity A voluntary act aimed at social benefit
Any show regardless of its name, the purpose of which is to inform the
Exhibitions public by demonstrating the means available to people in order to satisfy

their needs, as well as to achieve progress in one or more spheres

TTL

Corporate and media events

Events, restricted in time and space, scenarios, happenings and perform-
ances carried out in social, cultural or physical space and aimed at modifying
public perception, the perception of a purpose-oriented or contact audience,
as well attracting the attention of mass media

A corporate identification system

A set of visual, audial, logic, language, tactile and olfactory signs which
ensure distinction of the company and its products in the context of envi-

ronment and their distinctive identification

Fig. 2 represents a conceptual model of integrated marketing communications [2, p. 38].

A conceptual model of integrated marketing communications

Basic features of integrated marketing
communications

as a basis for integrated marketing com-| parameters.
munications.

tions is subordinated to only one goal.

pany which influence both the external
and internal audience of the company.

4. All elements of integrated marketing
communications are united with each
other and supplement each other

The level of integration
1. Integration by vertical goals.
1. Mission and goals of marketing serve|2. Integration by horizontal (functional) | to combine various means of communica-

3.Integration of the marketing mix.
2. Integration of marketing communica-|4.Integration of a communicational set.
5.Integration by artistic design.

3. Integrated marketing communications|6. Internal or external integration.
include all communications of the com-|7. Financial integration

Principles
1. Integration of choice: it is most efficient

tion to achieve goals.

2. Integration of positioning: each type of
communication must align with the posi-
tioning of the trademark from the perspec-
tive of their synergy.

3. Integration of the scheduled plan: having
defined its segment of the market, the com-
pany influences the decision-making time
in favor of its trademark

The tools of integrated marketing communications

Personal Direct
sales marketing

Advertising

Public Sales
relations promotion

The strategies of integrated marketing communications

achieve the set goals

Integration of choice: combining various means of communication in the most effective way in order to

Integration of positioning: each type of communications has to be aligned with the positioning of the
trademark from the perspective of their synergic interaction

Integration of the scheduled plan: having defined the segment of the market, the company influences
the decision-making time in favor of its trademark

Fig. 2. A conceptual model of integrated marketing communications

Applying the integrated approach changes the trends in
using marketing communications: instead of one direction of
providing information about the company and its products (servi-
ces) to the purpose-oriented audience, the integrated marketing
communications system uses all elements which may contrbute
to achieving the goals of communication. This kind of approach
increases the possibility of receiving a synergetic effect.

Strategic management of marketing communications
represents management based on the communicational

potential of the company, directs its communicational policy
to forming consumer loyalty, flexibly reacts to the changing
marketing environment and ensures the company a reputa-
tion of being attractive to consumers in the long-term per-
spective, ensuring the achievement of strategic competi-
tive goals.

Strategic management of marketing communications allows
using strong companies as well as neutralizing or eliminating
weak ones (Fig. 3) [3, p. 44].
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1. Strategic communication audit
= Strategic assessment of the communication climate of the company.

—>

= Assessment of the strategic communication potential of the company.
= Assessment of the effectiveness of strategic management of marketing communications (SMMC)

/ ‘P
2. Strategic goals
= Achieving competitive advantage due to ra-
tional competitive behavior in the sphere of
SMMC.
= Forming a loyal attitude towards the company
and its products.
= Forming a positive reputation of the products,
the trademark, the company

v v

V\

3. Strategic planning

= Choosing the purpose-oriented audience.

= Developing the concept of SMMC.

= Defining the goals of SMMC.

= Forming the strategy of SMMC (advertisement, sales
stimulation, PR, personal sales, IMC, etc).

= Forming the SMMC budget.

= Allocating the budget by types

4. Realization of marketing communication strategies
= Defining the communication tools to be used.
= Forming the program of using each communication tool.
= Developing and realizing the operational plan

¢

5. Strategic control — assessment of the contact with the communication object and the level of uptaking the content; defining
the effectiveness of communications with purpose-oriented buyers; increasing the sales volume or the market share, income, etc.

Fig. 3. The model of strategic management of marketing communications

Strategic control is a special type of company man-
agement which consists in observing and assessing the flow of
the strategic management process, which ensures achieving
the set goals and realizing the chosen strategies through es-
tablishing a steady feedback. Strategic control consists in de-
fining whether further realization of the strategies is possible
and whether their realization leads to achieving the goals.

There is no unified opinion in modern literature as to
the methods of holding strategic control over management of

integrated marketing communications, and so, we have exer-
cised strategic control over managing integrated marketing
communications on the corporate level, the business level
and the functional level.

In order to enhance strategic control over the com-
pany management of integrated marketing communications,
a scheme of exercising strategic control over the manage-
ment of integrated marketing communications has been deve-
loped, which is represented in Fig. 4.

.[ Strategic control over management of integrated marketing communications at the corporate level ]

H Quality assessment of strategic planning in the sphere of management of integrated marketing communications

[

H Analysis of achieving the strategic goals planning in the sphere of management of integrated marketing communications

[

P[ Strategic control over management of integrated marketing communications at the business level

|| Assessment of the effectiveness and balance of the company integrated marketing communications H:

H Strength analysis of the tools portfolio of integrated marketing communications

[—

>E Strategic control over management of integrated marketing communications at the functional level ]

|| Assessment of the power of tools for integrated marketing communications

"‘7

‘| Assessment of the economic efficiency of strategies for managing integrated marketing communications [«

le

|| Assessment of the effectiveness of managing integrated marketing communications

-

Fig. 4. The recommended stages of the process of exercising strategic control
over management of integrated marketing communications

In the course of researching the possibilities for
achieving strategic goals in the sphere of management of
integrated marketing communications, some problems were
identified, among them forming the goals without taking into
consideration the changes in the strategic marketing climate.

To facilitate the assessment of the possibilities for ac-
hieving strategic goals, the author has developed a model for
assessing the possibilities of achieving strategic goals in the
sphere of management of integrated marketing communi-
cations which is represented in Table 2.
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Table 2

The recommended model of assessing the possibilities of achieving strategic goals
in the sphere of management of integrated marketing communications

Mathematical form

Conventional signs

Notes

Isg =3FSG-AP-S

S is stimulating (from 1 to 3 points)

Isg is the integral index of the possibility of achieving strategic
goals in the sphere of management of integrated marketing;
FSG is feasibility of strategic goals (from 1 to 3 points);

AP is the awareness of personnel (from 1 to 3 points);

If 1.0 <lsq< 1,67, then the possibility is low;

if 1.67 < Isg< 2.33, then the possibility is mo-
derate;

if 2.33 < Is4< 3.0, then the possibility is high

Defining the general goals and choosing the general development strategy will enable the company to justify the pu-

poses of advertising (Table 3).

Table 3

The goals of advertising depending on the goals and strategies of the company development

Development strategies

Company goals of the company

Advertising goals

Preserving the bridgehead Extensive development

e To inform the consumers about the company and its products;
e to support the favorable opinion about the company and its
products

Increasing profitability.

Increasing the sales growth rate.
Achieving the desired market share.
Increasing the sales volumes on
the tapped markets

Intensive development

e To increase the advertising effect upon forming demand and
supply;

¢ to increase the level of consumer awareness of both the pro-
ducts and the company;

o to ensure informing the potential buyers about the company, its
products or product trademarks;

e to create conditions for quick recognition of the product trade-
marks;

o to stimulate making a purchase at the first jet;

» to encourage frequent shopping of frequent usage

Integrated development:

Increasing control over the suppliers L .
9 PP vertical integration

e To preserve orientation to either suppliers or distribution chan-
nels;
e to create conditions for quick recognition of the trademark

Increasing control over the compe-

titors or their merger Horizontal integration

e To ensure orienting advertising at the competitors;
e to increase the advertising budget as compared to that of the
competitors

Expanding the assortment of goods
through new products of the spheres
of activity

Diversified development

e To inform the consumers about the useful properties of the equi-
valent products, their quality; about new products and their cus-
tomer appeal; about the advantages of already known products
and new conditions of their consumption;

e to create conditions for quick recognition of products by their
packing or trademark;

e to ensure personnel motivation with regard to sales, and
increasing the servicing quality level

As to achieving the company competitive advantage in
the market, the effectiveness of the marketing strategies for
managing integrated marketing communications acquires
greater importance. In order to eliminate problems in the sphere
of realization of the strategies and increasing the efficiency
level of the strategies portfolio on integrated marketing com-

munications, the author has proposed a model for assessing
the effectiveness of marketing strategies of managing integrated
marketing communications, which is represented in Table 4.

The problem of imperfectness of the development
status of the marketing communication strategies is no less
actual.

Table 4

The recommended model for assessing the effectiveness of the marketing strategies
of managing integrated marketing communications

Mathematical form

Conventional signs

Notes

1 2

3

Ies = 3\/ Ecs ) Ebs : Efe

business management

les is the integral index of the effectiveness of marketing strategies of|If 1.0 < s < 1.67, then the ef-

fectiveness of the strategies is low
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Table 4 (the end)

1 2

3

business (from 1 to 3 points);
ness (from 1 to 3 points);

(from 1 to 3 points)

Ecs is the effectiveness index of corporate strategies of managing|if 71.67 < s < 2.33, then the ef-
Eys is the effectiveness index of business strategies of managing busi- | moderate;

E;; the effectiveness index of functional strategies of managing business |if 2.33 < /s < 3.0, then the effecti-

fectiveness of the strategies is

veness of the strategies is high

Based on the results of calculating the level of
communication activeness of the company and the level of

customer loyalty, an effectiveness matrix for the marketing
policy can be built (Fig. 5).

Customer loyalty
High Medium Low

high Justified communicational . "
Commu- - Sufficient loyalty Defense of positions
nicational activeness

faﬁtlveness medium Sufficient communicational | The core of communication | Sufficient communicational
of the company activeness activeness activeness
low Communicational deficit Sufficient loyalty Communication lagging

Fig. 5. The effectiveness matrix for the marketing communication policy

Based on the effectiveness matrix for the marketing
communication policy and taking into account the level of the
marketing communication policy activeness and the customer
loyalty level, the following marketing strategies have been
developed and recommended for implementation (Table 5).

Table 5
The recommended marketing communication strategies

bases on the effectiveness matrix for the marketing
communicational policy

Table 6

The recommended strategies
of integrated marketing communications depending
on the product life-cycle

Matrix field Recommended strategies
e The strategy of strengthening and pre-
"Justified serving customer loyalty;
communication |e the strategy of expanding the industry
activeness" segment;

e access to new market segments

Stage
of the product Strategies
life-cycle
e Activation of advertising (product quality is
emphasized);
Introducing | e a slight increase in prices;

e active use of traditional channels of direct
marketing;

e improving the product reputation by means of
PR

the product
to the market

e The strategy of preserving customer loy-
"Sufficient alty;

communicational |e search of new market segments and
activeness” activating the marketing communication

policy for them

e Supporting marketing: increasing the com-

Development | petitive ability of the product;

e The strategy of developing customer loy-
"The core of com- |alty;
municational e activating the marketing communication
activeness" policy;
o the strategy of “crystalizing public opinion"

and growth | e modification of the marketing means: new forms
of advertising, active sales stimulation
e Supporting advertising;
Maturity ¢ reminding advertising;

e monitoring new competitors

e The strategy of increasing communica-
tional activeness of the company;

e acquiring new customers;

e access to new market segments

"Sufficient loyalty"

¢ The lesser efforts strategy;
Saturation and | e access to a specialized market;

decline « high costs for sales stimulation;
e the cropping strategy

It would also be useful to recommend modern
companies to apply the strategies of integrated marketing
communications depending on the stage of the product life-
cycle (Table 6).

Thus, together with solving the current problems, the
company should either keep or increase its stronger points,
systematically or gradually introduce strategic control over
management of integrated marketing communications. Using
the mentioned recommendations as to the enhancement
of strategic control over the integrated marketing commu-
nications management, the company can identify the current
and potential problems.
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In the perspective of further research, introduction of
the developed methodic approaches to the practical company
business activity should be regarded in order to enhance the
integrated marketing communications management.
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