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In the article the mechanism of content marketing usage, CRM-technologies and social CRM-technologies in
managing of marketing communications complex in organizations is shown. The stages of interaction with customers
while using marketing communications are described. The phases of CRM-technologies implementation and the results
of social CRM integration are analyzed.
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Sipouska B. P. MEXAHI3M YIPABJIHHS KOMIIJIEKCOM MAPKETUHIOBUX KOMYHIKAIINA
OPI'AHI3AIIII

B cmammi euceimneno mexanizm sacmocysanus konmenm-yvapkemuney, CRM-mexnonociii ma coyianvnux CRM-
MEeXHONI02IU 8 YNPAGIIHHI KOMNIEKCOM MAPKeMUH208UX KOMYHIKayiu opeawizayii. [ocnidsceno cmaoii 63aemooii 3i
cnodicusayem npu BUKOPUCMAHHI MapKemunzosux KomyHikayiu. Ilpoananizoeano emanu enposadcenns CRM-
mexHon02iu ma pezyromamu inmezpayii coyianonozo CRM.

Kniwouosi cnrosa: CRM-cucmema,
MeHedcep, pemapkemune, coyianvruii CRM.

The research process of management of marketing
communications complex which caused by the
availability of tasks summation that are assigned in front
of each organization, includes: necessity to define clearly
the needs of customers; realization of corrective measures
in order to react timely to the market demand; cost
optimization on providing the required level of granted
services by the organization; constant analysis of
requirements for products, services and achieved level in
order to identify drawbacks using the content-marketing
and CRM-system.

Trends of transition to CRM-technologies, problems,
risks and benefits while their implementation have
considered and analyzed such foreign and domestic
authors as M. Stone, R. Swift, Ch. Turner, O. Pushkar, A.
Tolkareva and others.

With regard to content marketing, it is worth to say
that in recent years on the CIS territory the monumental
works of leading foreign marketing assistants were
published including the work of Stelzner M. that is
completely dedicated to the problems of content
marketing. Ukraine still lacks the fundamental theoretical
works in this field — except some brief overviews. Instead,
a practical side develops: associations and unions of
marketing assistants are created, industry conferences are
held regularly.

Setting the tasks.

— to determine the mechanism of content marketing
application, CRM-technologies and social CRM-
technologies in managing of marketing communications
complex in organization;

— to research the stages of interaction with
customers using marketing communications;

— to analyze the implementation stages of CRM-
technologies and results of social CRM integration.

The usage of marketing communications complex
allows the company to identify the target audience, to
develop a promotion strategy of products, to provide the
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information to consumers in the form of advertising about
a product or service, that ultimately, while using properly
their results, leads to profit maximization.

Depending on the stage of interaction with the
consumer, marketing communications are aimed at
achieving certain goals.

At the first stage "Attracting clients" marketing
communications follow such goals as informing potential
customers through advertising types of communication
(Internet, sale places), personal selling (sales staff), direct
marketing (telemarketing, mailing) and so on.

The usage of above-mentioned communications
complex is also the basis for the formation of a positive
company image in the minds of potential customers.

At the stage "Retaining existing clients" marketing
communications objectives are the constant reminding
about the company and the stimulating of repeat orders. If
we talk about Internet shop, it is worth to mention
remarketing, namely contextual advertising technology
which allows users that have visited the site, but have not
made a purchase to show media banners.

Remarketing technology is aimed at warming the
demand for the product by advertising it to the target
audience and, as a result, the conversion of customer from
potential to loyal. It is followed that the benefits of its
usage are [7]: repeated contact with the audience; creating
an effective channel of communication with the audience;
increases in sales; high relevance of ads — is the ability to
aim ads based on previous user actions; positive effect for
the brand by improving the company identification among
the target audience.

At the last stage "Development of the current clients"
the stimulating of regular repeat orders and the formation
of customer loyalty take place.

While the formation of customer loyalty, organization
is primarily guided by the internal loyalty (loyalty of
employees to their company). It regards to those
categories of employees that work directly with
consumers because of their professionalism, personal
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qualities and attitudes to customers directly depends
positive or negative perception of buyers in general.

With the development of the Internet, new types of
communications are coming that are more effective in
achieving the goals rather than the traditional classical
marketing communications. Modern environmental
conditions require modern approaches to the management
of organizational activities. One of such approaches is the
usage of the effective technologies such as content
marketing.

Content marketing is a set of technologies aimed at
the creation and the distribution of the content site among
the target audience.

Content marketing acts a little differently than the
usual internet advertising [4, p. 423], and therefore can
further extend the coverage of the target audience during
the various campaigns of website promotions in the
Internet.

It is an art of communication with the potential
customers and target audience, that does not deal with
sales. The nature of the strategy is to create a positive
emotional connection and to provide people with the
interesting and useful information for them.

The process of creating content is the following [8]:

= the lists of interests of target audience and the
required information are created,;

] content plans and strategies that cover problems
of the creation and distribution of content are developed,;

] professional authors who are the experts in the
certain field, write the articles in the blog or in the
relevant chapter of the site;

=  published materials are distributed through the
variety of channels: social networks, mailing and so on.

= the results and conclusions are analyzed.

To understand the mechanism of content marketing
should be considered such means of implementation as
Simular Web, Serpstat and PayWithaPost.

Simular Web allows to determine the volume of
audience and the quality of content resources that are used
by the organization. The quality of resources can be
measured while using three indicators: refusal, depth of
review and time that is spent on the site.

Serpstat is the analysis tool that investigates consumer
requests through the arranged function — searching tips.
Thus, the organization can analyze and react to the
changing of customer demand.

Pay With a Post is a tool that allows to close the
content by the time when the user does not share it, that
means a user can receive an access to a certain
information resource only through the distributing of
reference to this item. The usage of this tool will help to
enhance social attraction and will increase the number of
social signals on the organization's website.

It is worth to consider also a variety of content
information that can be presented in different forms:

— interviews with experts that help to be aware of the
latest innovative ideas, it can be video clips, audio
recordings or articles;

— books, products and websites reviews — content will
be very productive if it if it presents a variety of news,
reviews and analysis of the current products, new
resources;

— applied and real stories about the success of some
enterprises that are valuable to readers as they help to act
optimally in a particular situation and therefore encourage
to visit a content;

— news, by which a content can be constantly visited;

— refutation of false beliefs is the original analysis of
the statements that are generally accepted in society [6, p.
32].

For a faster acquirement of popularity and for
attracting readers is required a content, which should be
used only with a carefully planned strategic operation [6,
p. 33]. Its range is as follows:

— sociological poll — a survey about the company
activity is conducted and its results are presented in a
report;

— ten of the best — the declaration of nominations,
polls and voting will determine the best companies, blogs,
books and other goods and services in its category,
putting up such an interesting content will attract the
attention of powerful business and, perhaps, will initiate
copious cooperation;

— white books is a document issued to acquaint people
with relevant business ideas, goods and services, pages 6-
10 show the current trends, highlight the problems and
propose solutions.

The information that is presented in the content
promotes business development. But the speed of such
development is determined with the number of physical
and legal entities that are attached to the content of the
company [6, p. 36]. It includes:

— customer base, which includes regular blog readers,
customers of products, visitors, etc, namely through the
interests of site visitors may be set up the efficient and
functional content;

— outside experts (authors of specialized books and
articles, specialists);

— prominent people in the society.

To create a customer base, is needed to fill a content
in accordance with the interests of above mentioned
persons. Once the company has organized the desired
content and has generated a customer base, then it is
necessary to reduce significantly efforts in advertising and
sales.

From the above considered follows that it is advisable
to centralize marketing communications through the
usage of modern technologies that supports customer
loyalty from a single center and to accumulate reports and
statistics in each direction.

The frequency of manager contacts with the customers
is the interaction of employees with customers. This
process is the basis for customer relationship management
(CRM).

A bright example of a customer relationship
management is a module 1C:CRM about the receivable
arrears management [5, p.73], which is an automated
system that initially helps to select accurately a target
group of customers and to get personal customer data.

To fill up a customer data a variety of different
sources can be used, such as certain analytical systems or
common Excel files with the information about
customers. For telemarketing, mentioned above, a
marketing tool is used for such tasks as segmenting

SOCIO-ECONOMIC PROBLEMS OF THE MODERN PERIOD OF UKRAINE 51



EKOHOMIKA TA YITPABJIHHA HNIATTPUEMCTBAMUA

customers and carrying out marketing campaigns for the
initial stage of CRM-technology [3].

Segmentation allows to select groups of customers
that are based on specific attributes. It can be used both
for selecting customers with further initial appeals and for
interacting with customers at intermediate stages. After
selecting customer segments, marketing campaigns are
formed, during which the wvarious types of
communications such as e-mails or SMS are conducted.

CRM-systems can also provide tools in the form of
specialized applications for operators. These applications
enable operators to perform quickly all the necessary
actions with a single software application without
switching over multiple systems.

The application provides the acceleration of dialing
while the implementation of outgoing calls. The
increasing of the speed of the operator work reduces the
average call time, the queue and the usage of one program
reduces the costs on specialists training [3].

The second stage involves the selection of a group of
consumers (a segment), and the reception from a relevant
financial module the data about pre-selected groups, its
arrears and terms.

To inform contractors about the arrears, mailing or
SMS can be used. The mechanism works as follows:
employees have a separate personal site page with the
assigned appeals and the signals of a new message come
to the mail. An employee opens appeals directly from a
mail with hyperlink, writes the answer in the appropriate
field and sends it to the client or redirects to the colleague
if the request requires comments from various units [1].

As a result, the client receives an answer to his or her
request as quickly as possible, can control the process of
its handling and always knows at which stage the request
is. And the organization is able to increase customer
loyalty by providing operative responses and by
accumulating systematic history of customer requests for
carrying out analytics [1].

At the same time, marketing assistants can use fully
the information about the benefits of the client, which is
accumulated in the system, even information about what
offers have been interesting for him or her is stored. For
example, by reports in the CRM-system can be analyzed
the information about how many times has a customer
revised an information on a product for a specific period
of time.

Frequent reviews may signal that the product is a
subject of interest, but the client is not ready to buy it.
With this knowledge, special offers, bonuses can be
prepared that could stimulate the purchase in the future.

The final stage is characterized by the formation of
statements about the working with debtors, preparation
and sending a notification about the arrears.

Social CRM is an extension of the traditional CRM,
namely the integration of traditional CRM and social
networks [2]. Social networks are channels for
communication with customers (both existing and
potential). It is a channel that links the possibilities and
characteristics of all other traditional channels — public
and private text messages, online chats and video chats,
placing a media content (graphics, video, music), the
ability to collect the personal information without direct
appeals to the client.
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Social CRM, that are integrated with social networks
like Facebook, Vkontakte, Odnoklassniki, Twitter,
Linkedin, YouTube, etc. allows to direct all the requests
(comments, discussions) of social network users to the
employee or the group of employees depending on the
subject of the appeal or keywords in the message, to
control the processing of requests, to produce customer
feedback.

The system operates in one window. The client card
contains all the social kinds of activity on several
channels, he or she receives answers directly from the
same window in the same social network, from which the
appeal, question or complaint was received. It accelerates
significantly a customer service process. On the one hand,
it automates the work of an employee or a contact center
of an organization, on the other hand, it allows to send a
response to the client much faster [2].

Management gets a tool to monitor the current state of
key indicators through making reports and monitoring
panels that enables to respond to changes and to make
decisions.

According to discussions, reviews of social networks
and other Internet resources, an analytical report on
changes in the perception of the brand, products and
services is formed. On every negative mention of the
product or brand a system responds by identifying the
responsible managers. It also allows to inform
automatically the responsible employees about new
appointments, to monitor time and status of tasks
implementation.

To collect marketing information the system allows to
carry out polls and surveys through the social networks.

Thus, the rational usage of marketing communications
is the basis for the formation of stable company image.
The application of content marketing, CRM technologies
and social CRM-technologies should help marketing
assistants, who do not specialize in programming,
statistics and mathematics, to conduct a qualitative
analysis of marketing information, using their market
knowledge and personal experience.

References

1. Hertz S. CRM-system tools for Internet banking / S.
Hertz  Retrieved from: http://www.norbit.ru/press/
articles/crm-23/1383.html

2. Demidov. D. Social networks for banks: use to the
limit. Retrieved from:  http://www.norbit.ru/press/
articles/crm-23/1321.html

3. Demidov. D. CRM for remote sales in the banks is
not a panacea, but a means of existence Retrieved from:
http://www.norbit.ru/press/articles/crm-23/1129.html

4. Zozuliov O. V., Poltorak K. A. (2014). The usage
of crowd technologies in marketing activities of
enterprises. Economic Journal of NTU "KPI". Vol. 11,
pp. 422-429.

5. Petrovska A. V. Modeling of information CRM-
system flows. Khmelnytsky National University Journal.
Vol. 2(5), pp. 69-76.

6. Stelzner. M. (2013). Content-marketing. New
methods of clients attraction in the age of Internet usage.
Trans. from English by D. Baymuhametovoy and O.
Terentevoy. M.: Mann, Ivanov and Ferber. 288 p.

Bunyck 1 (123)


http://www.norbit.ru/press/
http://www.norbit.ru/press/

COIIIAJTBHO-EKOHOMIYHI ITPOBJIEMU CYYACHOI'O ITEPIOY YKPAIHU

7. Fedorychak V. Remarketing (retargeting) — its
nature, types and tips on using. Retrieved from:
magazina/remarketing-retargeting-ego-sut-vidy-i-sovety-
po-ispolzovaniyu/

8. Cherevko V. B. Content marketing and its role in
business. Retrieved from: http://webexpert.com.ua/ua/
kontent-marketing-viznachayemo-ponyattya

YK 658.8:338

A. 10. AHYeHKO
Cmydenm 5 kypcy, pakyavmem exoHOMIKU I npasa
Kuiscvkuil HayioHaavHUll ATHesicmuyuHUll YyHigepcumem, Kuis

OCOB/JINBOCTI YIIPABJITHHSA KOPIIOPATBHOIO KYJIBTYPOIO B AIA/IBHOCTI
CYJYACHHUX OPTAHI3AIIIN

YV nayrosii cmammi docniodiceno meopemuyni ma npaKmMuyHi OCHO8U 0COOIUBOCMEN YIPAGLIHHS KOPROPAMUBHOIO
KYAbMypoio 6 OisUIbHOCMI CY4aCHUX opeauizayiti. byno odocniddceno eghexmuene YnpaeuiHHs KOpnopamuHo
KYAbMYPOIo, BUOKPEMIIEHI 20]I08HI 3A60AHHI MEHeONCEPI8 KOMNAHRIU, NPOAHANI308aHA Mipa 30i2y no2us0i6 Ha KYIbmypy
6 opeanizayii. Bynu posenanymi OoCHOBHI PO  Opeani3ayiiHoi Kyrbmypu 6 OiIbHOCMI CYYACHUX Op2aHi3ayiil.
Ilpogedeno awnaniz eniugy nepcoHany, Kepieuukie ma axmopie 306HIUHBO2O  Ccepedosud HA  POilb
Op2aHi3ayitinoi KyIbmypu Cy4acHoi opeauizayii, po3pobieHi pekomeHOayii w000 600CKOHANEHHS OpP2aHI3ayiliHOl
KYIbmypu.

Knrwuosi cnosa: xopnopamuena Kynbmypd, opeauizayis, OpeaHi3ayiliHa KyIbmypd, NepCOHAN, YOOCKOHALEeHHS,
VNPAGNIHHA.

Yanchenko A. FEATURES OF MANAGEMENT OF CORPORATE CULTURE
ORGANIZATIONS

In the scientific article it was explored the theoretical and practical bases of features of management of corporate
culture in modern organizations. It was investigated the effective management of corporate culture, isolated the main
task managers, analyzed the degree of convergence of views on culture in the organization. There was considered the
main role of organizational culture in modern organizations. There was made the analysis of the impact of personnel
management and environmental factors on the role of organizational culture of a modern organization, developed
recommendations for improving organizational culture.

Key words: corporate culture, organization, organizational culture, staff, improvement of management.

IN MODERN

it MEHeIKepiB CydacHOrO  JUIOBOIO  CBITY ~ €KOHOMIYHOI — 3HAYHUMOCTI  JUI  JKUTTEISUIBHOCTI
MUTaHHS, TIOB'SI3aHI 3 KOPIIOPATUBHOIO KYJNBTYPOIO  KOMIaHil, Gipm, IHIIKMX opraHizaiiii.
OignpueMcTBa (BUPOOHUIITBA) € OyXKe akTyalbHUMHU. Ti 3HauHu’ BKIax g0 (opMmyBaHHS MOHATTA
TpaHcdopmarii, siki BigOyiaucs B eKOHOMIll YKpalHM  OpraHizaliiiHOi  KyJbTypH  BHECIHM  JIOCIIJDKEHHS

(PO3BHUTOK PHHKY Ta PHUHKOBHX BiJIHOCHH) (akTHYHO I  3apyOibkHUX aBTopiB, TakuX, sk JI. TepctHepa, A.

NpUBEIH JO0 3MIHM THUIIB OpraHi3aliifHOi KyJIbTYpH.
Barato kommaHiif, He3aJeXHO Bif TOro, YW MPaLIOIOTh
BOHM B JIEp)KaBHOMY, 3MilIaHOMY a00 pPHHKOBOMY
CEeKTOpi, PO3MIANaoTh 3a7ady (HOPMYBaHHS KyJIbTYpH
BUPOOHMIITBA SK OJHE 3 HAWBXKIMBIMINX IUTaHb, IO
BU3HAYAIOTh HANPSM 1 yCHiX PO3BUTKY Oi3Hecy KOMIIaHii.
Bararo 3axiHUX 1 BITYM3HSHI MIAMPUEMINB TPUHAILIIH 10
BHCHOBKY, IO MpoOIBiTae Ta ¢ipma, B SKii CTBOPEHO
3TypTOBAaHWM  KOJNEKTHB, J€ BIACYTHI  iepapxidHi
MIEPETOPOAKH, J€ KOXKEH TMpaIliBHUK 3allikaBIIeHUH y
3arajlbHOMY YCIiXy, aJpK€ BiJl IBOTO 3aJEKUTh WHOTO
MaTepiayibHe OIaronoayqys.

TakuM  4MHOM, TemMa  KYJIbTYpPU  YIPaBIiHHS
(bipMOIO0 BHKIMKae Bce OUIBLIMH iHTEpEC JOCIIIHUKIB
HE TUIBKA B CHWJIy OCOOJHMBOTO, MUKIHCIUILTIHAPHOTO
MOJOXKEHHS, a W y CHIy BHCOKOI TpPakTH4HOI Ta

I'ynimogoi, A. JlicoBchkoi, A. Myparosa, /I. Pasaci, E.
Ieftna, M. Ilympma Ta iH. Cepen BITYH3HSIHUX
HAyKOBIiB MokHa Buaimutu mpami O. bama, T. Bamryka,
C. Kosanescbkoro, M. Osuapenko, E. Smmnoi. He
3BaXAIOYM Ha 3HAYHMH TEpeiik mpamb 3 I[bOTO
IUTaHHS B HAYKOBiH JiTepaTypi, AOCIIUKEHHS B
LBOMY HarnpsiMKy TIPO/IOBXKYIOTHCS. [Mommryxun
BHpIIICHHS NHTaHHSA, IIOA0 OCOOIMBOCTEH YHpaBIiHHS
KOPHOPATUBHOIO KYJIBTYPOIO HAa CYYacHHX OpTraHi3allisx
SK B TEOPETHYHOMY, TaK 1 B IPAKTUYHOMY IUIaHAX BEIYTh
JI0 HEOOXiTHOCTI PO3IIISHYTH HOTO Y IBOMY JIOCIIi/IKEeHHI.

PosrnsHyTH TeopeTHYHWHA 1 NPAKTHYHUH acIeKkT
YIPAaBJIiHHS KOPIOPATUBHOIO KYJIBTYPOIO HAa Cy4aCHOMY
i TIPUEMCTBI.

Croromni  ponb  OprasizariiHoi
€KOHOMIYHMX MpoLecax 3HAYHO 3POCTaE,

KyJIbTYypH B
BOHA CTae
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