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KOHCTUTYLIIHOMY BUMIpi y paMKaX Mi>KHapOJJHOT'O Ta €BPOIIE/ICHKOrO IIpaBa, TPYAOBOrO IIpaBa Ta IpaBa COLji-
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MARKETING COMMUNICATIONS: TRENDS AND PROSPECTS

As a rule, the budget for the implementation of activities is minimal, as they are more image-
based and emotional, but they provide high coverage in social networks. Occasions for additional
communication with customers include professional holidays, unusual themed days, corporate dates,
customer birthdays, etc. (a true WOW effect). The activity can include sending a card or message
(personalized, avoiding impersonal chatbot mailing), creating brand’s own news, stories, emotional
occasions. One of the stereotypes we have noticed is that «you need to give gifts, but there is no
planned budget for it». We think that it is a limiting belief; creativity, spontaneity, lightness, and
impressions are key to implementing the idea of an emotional calendar. This form of communication
arouses interest, gives rise to social media activity, and reposts. In fact, it creates a free method of
popularization, increasing trust, interest, and word of mouth activity.

The topic of «personal brand» as a type of PR communications is of particular interest to
entrepreneurs. The author notes a restraining stereotype that the activation of a personal brand is
associated with «interference in personal life», «only a reflection in an Instagram profile», «available
only to stars and opinion leaders». Looking at a personal brand through the prism of marketing
communications as a tool that increases the efficiency of interaction with the world and customers
allows us to significantly expand our understanding of the topic. «Big companies understand the
importance of brands. To be in business, our main job is to be a marketing director who manages a
brand called YOU», says Tom Peters, American writer on business management.[22]

Strengths of the program mentioned above are as follows:

- combining theoretical material and its practical application with specific student cases. This

allows us to implement emotional marketing tools directly from the second lesson;

- shaping the marketing mindset of business owners who are fundamentally convinced that
marketing activities for small businesses are exclusively about SMM marketing;

- aclear understanding of the areas and scope of delegation;

- development of creative thinking;

- acceptance of the thesis that marketing is an investment;

- dealing with objections and negative feedback. As a rule, it is small businesses that avoid this
issue, underestimating its resources;

- working with the personal brand of the owners/experts — a comprehensive perception of this
area;

- integrated perception of advertising activities, systematization of concepts, ability to formulate
an advertising plan in accordance with the goals and specifics of the market;

- transforming the perception of customers from a «potential check», «wallet», or «cold lead»
into a client — a person with his or her own values, desires, needs, feelings, and emotions, who
can spend their budgets with pleasure;

- theart of a conscious approach to doing business, including marketing;

- proven skills in segmentation and development of marketing communications;

- translating complex, sometimes frightening marketing concepts into easy-to- understand
and intuitive solutions and clear, concrete actions;

- philosophy of emotional marketing as love marketing becomes a conscious choice in business
activities.

One of the criteria for the quality of training and program completion is the return rate: 80%

of participants return to other program modules. All 100% keep in touch, including for marketing
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and advertising cooperation. Public reviews, feedback, and recommendations are an indicator of the
program’s qualitative effectiveness. Here are some of the participants’ responses:

Mariia, marketologist: «My name is Maria, I provide consulting services in marketing and
advertising for small businesses. At some point, I realized that the market has changed dramatically,
and that academic education and even experience don't always help. I decided to take care of my
education. And if you learn, you should learn only from real professionals! This way you save your
time, money, and increase your knowledge and experience. I am very glad that I took the Emotional
Marketing course. I am very impressed by the philosophy of emotional, and therefore live marketing,
because it puts not just a client at the centre of business, but a person with his or her own history,
emotions, and experiences. This is a completely original course, with techniques that make you take a
fresh look at familiar things in your work, systematize what you have already done, feel your business,
remove your own glasses, and start creating! Now a couple of months have passed, and I'm still
«peeking» at the course notebook!».

Yulia, owner of a travel agency network, education abroad, language courses: «When people
are professionally engaged in what they love, the learning process turns into a pleasure, a pleasure
from communication, from understanding that you can do more than you thought before, that the
development strategy, planning and promotion of your business is a plan of step-by-step actions
written on paper and divided into dozens of sub-points, and the more you think and analyse, the
more points appear. It seems to be a simple truth, but there is always not enough time for details.»

Zoya, an individual entrepreneur in the field of wellness and helping professions: «When your
training consists not of dry lectures, but of practice, when you can experience all the main features
of Emotional Marketing in an atmosphere of ease and positivity, it'’s not about price, but about value.
You open up new things in me and give me a theoretical and practical basis for what I felt intuitively
but could not work with without this basis. Did I imagine that the course would be so creative and
practical Did I expect that in addition to gaining «external» knowledge about marketing, I would also
learn something new about myself That, while doing one of the assignments, I would come to a cool
state of silence of the mind... when old limiting attitudes and beliefs are reset, and space is freed up
to update the «operating system» No - I did not imagine, did not expect. And this is the WOW effect
of this course — you get more than you expect!».

Rimma, restaurateur: «A few sleepless nights, a lot of doubts and a qualitative leap in the way I
perceived myself. It was undoubtedly a crisis that arose in

The process of changing the scenario, because the desired future requires new competencies.
Emotional Marketing is not just beautiful words, it’s not just a dry theory. This is what made it possible
to think in a different direction, to see what is happening from the outside.»

Nataliia, Head of Sales at a chain of private schools and kindergartens. «...new emotions in the
work process, new colours of interaction with clients and many more new and magical things during
these 20 hours of communication... An opportunity to look deeper into the business.»

Nataliia, owner of a training centre for personal growth for women and online magazine.» I gained
knowledge, structuring, and understanding of the subject, a realistic assessment of my business and
a vector for development.» [18]

It should be noted that the above stereotypes and limitations are transformed by the group
members into expanding professional attitudes. Thus, the systematization of marketing concepts
and understanding of the basic fundamentals of marketing communications allows graduates of
the groups not only to systematize knowledge, but also to understand the goals, objectives, and
trajectory of marketing activities.

The key points are as follows:

- systematization of concepts, logical chain of marketing activities (100%);

- expanding the marketing communications toolkit beyond social media (82%);

- use of various forms of PR communications (88%);

- activation of the Personal Brand as a marketing communications tool (65%);
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- delegation and engagement of specialists: advertising manager, social media manager,
targeting specialist, PR manager, advertising agency and others (68%);
- planning a set of marketing communications in accordance with the studied criteria (80%).
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Yy6yx Onez /leonmitiosu4
Hauyionanvnuii ynisepcumem «Odecvka 0puouuHa aKaoemis»,
cmapuiuti 6uknadad Kageopu HypHaricmuxu

OCOBIMBOCTI OPTAHI3AIIII POBOTU PEJAKIIIN
ITICJIA PEJIOKAIIIT I JEOKYITAIIIT

ITupoxkomacuimabre pociticoke 8mopeHeHHS 8 YKpaiHy cymmeso 6naunyno Ha eimuusnani 3MI,
CNpU4UHUIO Ne6Hi 3MiHU mediananowiagmy. Yepes BiiiHy B CKpyTHiiT (piHaHCOBO-eKOHOMIYHIN CUTY-
allii OIMHMINCS YVCTeHH] YKpaiHChKi Mefiia, Hai0i/IbIIi BUK/IMKY ITOCTA/IN TIepef Ta3eTHO->KypHa/Ib-
HUM BUPOOHMIITBOM — HacaMIepes yepes3 piske 3pOCTaHH LiHY IMIIOPTHOTO IATIepy, KMt 0 BTOP-
THeHHs BificoTKiB Ha 90 6yB pociiicbkoro «moxomkeHHs». OcobmBo «gictanocsa» 3MI Cxony, IliBgus
iIliBHOui YKpainu, — perionam, fie BinOynucs Haitak TMBHiLI 60¥10Bi A1ii, BHACTITOK AKMX YacTyHA 3MI
3IiMICHMIA peTIoKallio i po3ropHyIa po60Ty Ha HOBOMY MiCIli, YaCTMHA IIOMITHO 3MEHIINIA KiTbKiCTh
CBOIX CTOPIHOK i 3HM3WIM TUPaXKi, YaCTMHA IIOBHICTIO IPUIIMHWIA [APYK i Mepella BUKIOYHO B
eJIeKTPOHHUI (hOpMaT, a YaCTVHA 3 METOIO 110 HA3MBAETHCS BYDKUATY, — BUpilIIa 00 €HATUCS.

binbricTh perioHanbHUX YKpalHChKMX Mefiia BCe JK IPUCTOCYBAINUCH [0 YMOB BiViHM, 3a/IMIIVIIN-
s HaJiiiHMM JpKeperoM iHdopMmarii iyt cBoix rpoman. eski gpykoBaHi Mefiia BifTHOBIIN BYXiJ| THC/IA
3Bi/IbHEHHS TMMYaCOBO OKYIIOBAaHVIX TEPUTOPINL, TaKi, ;O IPUKIIALY, sk rasetu « HoBuii feHb» (M.XepcoH),
«I3roMcpbki 00pii» (M.I3tom XapkiBcbkoi 0671 (Buxim MiciieBoi razeTn B I3roMi cTaBcs BKe 3a KiJIbKa JJHIB
TiC/Is1 BU3BOJIEHHS MiCTa Bif pOCilichKMX 3arapOHUKiB), «/IumaHcpka 30psi» (M.JIuman [JoHerpKoi 067).

Ha Ham nornap, cnymHuM TyT € BucnoBnoBanHa Okcanu PoMaHIOK, BUKOHABUOI JVPEKTOPKI
IncTuTyTy MacoBoi iHpopmanii: «BijtHa sMmycnia Menia BUiiTH 31 CBO€i 3BMYHOI 30HM KOM(OPTY,
3MIiHMTH TiAXOAM O KOMYHiKamii 3 ayauropieto, popMyBaHHA KOHTEHTY, GiHAHCOBOI CTIMKOCTI it
HaBiTh po3opocTi» [1].

Hi1icHO, ChOTOHI MY € CBiffKaMy NMPUKIA/iB JOCUTD YCIIIIHOIO ITOfOMAHHA TPYAHOILIB 1 CTiil-
KOCTi; pefjakiyil TelleKaHasIiB, ra3eT, HOBUX Mefiia, iHpOpMaIiIHNX areHTCTB 30araTUINCs Bemnyes-
HUM JIOCBiZloM oprauisanii po6otu B ymoBax BiitHu. JlocBifoM, siknii 1ie notpe0ye y3araabHeHH,
BUBYEHHA i, 0€3yMOBHO, 3aCTOCYBaHHs. JJOMy4NTICS IEBHOKO MipOIO [I0 y3araJbHeHb ITOK/IMKAHA i
11 Hallla po3BifKa. ACIIEKTH, Ha AKMX aKLeHTyBaja0CA BUILE, MU PO3I/IIHEMO IlepeBakHO Ha 3MI
Honeuunnn. ki, 1o pedi, MalOTh IPAKTUYHO BXe 10-JTiTHIN BiANOBIZHMI JOCBIf,.

Koopmunarop lLleHTpiB >XypHasmicTchbKol cosimapHocTi HamioHanbHOI cHinkm >KypHaslicTiB
Ykpainu (HCXKY) Imna Cyspanes 3a3navae: My 3MylIlIeHi IpaIjjoBaTy CbOrOfHi, XTO fie... € KoJeru,
AKi 3a/mMIaoTbcsa B JJOHebKill 06/1acTi, IpalloloTh Ha MiIKOHTPOJbHIN yKpaiHChKill TepuTopii i
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