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4. Kymyzt KPANliB y COMFY 3 pmocraBko 3a 1 rpuBHO. URL:
https://www.youtube.com/watch?v=yRfvHIrA5Mo

5. JliHuBa pgymnng B moni — ckopo COMFY Ha koxHomy Kpori. URL:
https://www.youtube.com/watch?v=zDVIPGnmV28

KiarogoBi cjoBa: pekylaMma, peKJlaMHa KOMYyHIKarlisi, JeKCU4Hi HOBOYTBOPeHHS, MOBa
peKJIaMHu.

Key words: advertising, advertising communication, lexical neoplasms, advertising
language.
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MARKETING COMMUNICATIONS: TRENDS AND PROSPECTS

What kind of marketing is relevant and promising in the context of the
transformation of the world and people? Which marketing communications
are environmentally friendly and effective? A conscious approach to the
formation of a marketing communications mix takes precedence over
template automation, and marketing thinking becomes a key factor in the
successful implementation of marketing communications.

While this article does not aim to analyse the history and evolution
of marketing, we believe it is important to point out modern concepts
and trends.

The classical concept of interaction marketing is to produce something
that satisfies consumers and business participants. In today’s world, it is
certainly expanded by deeper views of people and business processes.
The most popular are the integrated and customer-oriented approaches.
Special attention should be paid to the modern trends proposed by Philip
Kotler: lateral marketing as a methodology for finding non-standard market
solutions and holistic marketing as a holistic approach “that attempts
to recognize and balance the various competencies and complexities of
marketing activities” [12].

The concept proposed by H. Bernd “experiential marketing” and the
following “impression marketing” is considered to be revolutionary [2].

We put the paradigm convergence and close understanding of marketing
into the concept of Emotional Marketing, which has been the subject of
our study and practical implementation for more than 15 years. It is based
on a holistic and value-based approach to a person as a key figure in the
marketing field. We consider that the meanings we put into understanding of
emotional marketing should be revealed and discussed.
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First of all, it is called marketing, so it is built on the foundation of the
classical approach. That is why we base the understanding on Philip
Kotler’s universally recognized classic definition: “Marketing is a type of
human activity, aimed at meeting the needs of and needs through exchange.
The goal of marketing is to make sales efforts unnecessary. Its goal is to get
to know and understand the client so well that the product or service will be
exactly suitable and sell it itself” [13].

By marketing, we mean the process of identifying, forecasting, and
satisfying customers’ needs, desires, and values in order to produce, provide
services, scale and make a profit. We consider 4 stages of marketing activities:
foundation, preparation, implementation, and analysis, and the cyclical nature
of these 4 stages forms the spiral of development of any business project.

Marketing communications is one of the most important elements of the
marketing mix and the entire marketing activity of the company. The main
idea and objective of marketing communications is to convey information
about the product/service, conditions, and values to a potential consumer.

In the context of the 4P concept, E. Jerome McCarthy, American Professor,
defined «promotion» as a system of marketing communications that
provide interaction with potential consumers and other target groups to
ensure sales [3].

In defining the essence of marketing communications, we are based
on the definition proposed by the American Marketing Association,
a professional organization: “Marketing communications are coordinated
promotional messages and related media used to communicate with the
market” [1].

According to the definition of the American Association of Advertising
Agencies, integrated marketing communication is the concept of planning
marketing communications, which is based on the need to assess the strategic
role of their individual directions (advertising, sales promotion, PR, etc.) and
find the optimal combination to ensure clarity, consistency and maximize the
impact communication programs by means of non-contradictory integrations
of all individual appeals [11].

J. Rossiter and L. Percy note: «integrated marketing communications
summarize and combine various methods of advertising and promotion
of products and services to the buyer. Thus, unification is a centralized
integration of various types of advertising communications and sales
promotion to strengthen the brand’s position on the market» [21].

For the clearest understanding and systematic perception of marketing
communications, a phased system of marketing activities. The basic 4 stages
include:

1. Foundation. It is this stage that is traditionally ignored or
underestimated by small businesses. It includes key marketing concepts,
concepts, Goal setting. Analysis. Segmentation, understanding of the
audience. At this stage, the understanding that marketing is not promotion
is formed. And the answers to the main questions as follows are found: why
customers need this product or service; what is the value it gives them.

2. Preparation. It is dedicated to the specifics of marketing
communications, the possibilities of traditional and new media, and the
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specifics of social networks. At this stage, the art of delegation and the
understanding that marketing communications is not social media are
formed. It also provides answers to the main questions: where to advertise,
how to promote, where and how a potential client can find out and want to
become a client.

3. Implementation. Specific operational steps are considered that
implement marketing communications and ensure their effectiveness. An
important point is to understand internal communication with advertising
and social media managers.

4. Control. Evaluation and analysis of marketing communications,
understanding of qualitative and quantitative efficiency.
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YYBYK OJIET TEOHTIHOBHY

HauioHaavHull yHigepcumem «00ecbka HpUouHHa aKkaoemis»,
cmapwuil 8ukaadaq kageopu sHypHAAICMUKU

OCOBJIMBOCTI 3ACTOCYBAHHS CTAH/ZIAPTY
IIOBHOTH IIOAYI IHOGOPMAIIIL
B YMOBAX /Ii 3SAKOHY YVKPATHU

«IIPO ITPABOBUM PEJKUM BOECHHOTO CTAHV»

3 TpaBHs YKpaiHa Bpyre BifzHauasa BcecBiTHIN /leHb CBOOOAYM IIpecu
B yMoBax [Ail B KpaiHi IIpaBOBOIO pPeXHUMY «BO€HHHUH CTaH», IHIIHUMH
cjI0BaMU — IIifi 9ac 36poMHOI Bifciui ImmpokomaciiTabHoi arpecii 360Ky
Pocitickkoi Pepneparil. BitiHa Pocii mpoTu VKpaiHU CyTTEBO BILJIMHYJIA Ha
YMOBH POOOTH >KYPHAJIICTIB, aKTHUYHO IIepeTBOPHIIA IX yCiX Ha BOEHHHX
KOPEeCIOHJIEHTIB, a TaKO0)K II03HAUWIacsg Ha piBHI BIJKPUTOCTI OpraHiB
BIMCHKOBOTIO YIIpaBJIiHHS, JOCTYIly [0 iHQopMariil. ITompH Te, 1110 HaclpaBzi
114 BiliHa TpuBae 9-1 piK, I yKpalHCbKUM MeJiMHUKaM I KOMyHIKal[iHHUKaM
He 3BHKAaTHU 0 00Me)KeHb y BHUCBITJIeHHI II Ilepebiry, Imicist 24 JIHOTOTO
2022 poKy, 3 IIOYATKOM CaMe IIMPOKOMAaCIITabHOTO BTOPTHEHHS 36pOMHUX
cui Pocil B VkpaiHy, IlepeJ; HUMH IIOCTAaJI0 3aBJaHHs IIePelVIIHYTH IIeBHI
pedi B CTOpOHY IIOCHJIeHHSI obMe)keHb. Ilam’siTarouy, 1o cBO6OJA CJIOBa
He Mae OYTH 3HiBeJIbOBaHA, a I|eH3ypa, 3TiHO 3araJbHOMY KOHCTHUTYIIil-
HOMY II0JIOKeHHIO, 3a00pOHeHa, BOHH, MeHIIIe 3 THM, pa3oM 3 BiliCbKOBUM
KOMaH/JyBaHHSAM CTBOPHWJ/IM IIMCAaHI 1 HemMcaHi IIpaBHMJa CTOCOBHO TOTO,
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