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key benefits of reporting on sustainable developgnoenstakeholders levels — corporate, regional awilmlevel. A
challenges in reporting on sustainable developnerhe context of the general problems of presamatguality
assurance and verification of such reportsare digmliParticular attention is paid to the sharingustainability
reporting among the world’s leading companies, lespe fact that an integrated format for its psan was still on
little demand. The main focus in sustainabilityogmg considered by authoris the standardizatibapproaches to
its compilation, provision, confirmation by indepksmt third parties and interpretation.

Key words: reporting on sustainable development, stakehald@eyrated reporting, corporate responsibility.

VIIK VJIK 339.138:[641.54:159.9]

Alla Lialiuk — Ph.D. in Economics, Associate Professor
Department of Economics and Security of Enterprise
Lesya Ukrainka Eastern European National University
Ivanna Koniukh — Student in the Lesya Ukrainka Eastern
European National University

Investigation of Integrated Marketing Communications to the Buyer in the Retall
Trade Network

Overview scientific approaches to the specific fiaming of integrated marketing communications a@inpof sale;
described five major influence over buyers in ttail trade network; results of research and araltfze effectiveness of the
impact of integrated marketing communications @rtttail trade network shoes «Chobitoks.
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Formulation of Scientific Problem and its Significance. Today, with the greatest effect to influence thgeta
audience, business entities have to address tleedépossible contacts with potential customesasportant
part of its marketing policy. However, some prodoicimotions at the point of sale does not giveifsogmt
effect and only the sharing of all elements ofgraged marketing communication at points of s&KWP) can
get the desired communicative effect and signiflgancrease sales. Often, it is because of unredse use of
certain high cost IMKMP. They do not bring the dediresults and even compensate spent on thisofype
promotion funds.

The issues in marketing communications managementodlern enterprises have been engaged in
foreign and domestic scientists, including: J. teefé], T. Lukyanets [8], J. Lenskold [7], E. Ronijét,

N. Skryhun [12] and others. However, it was notegivdue to attention to the problem of the effectbss
of marketing integrated communications at poirgalé. We agree with the statement which gives Aataev.
He said that today you can often find a situatitrene well-planned communication program is not @mgnted
in the final step of the movement of goods frompgheducer to the consumer at the point of sale. €svof
brands spend big money to promote their productswithout the integration of communications td sie¢
overall strategy of all marketing communicationgere perfectly designed advertising campaigns vl n
give the desired result [3]. Therefore, there iead for more detailed analysis of the impact araduating
the effectiveness of integrated marketing commuitioa to the buyer at the point of sale of cerf@mioduct
groups.

The Purpose and Obijectives of the ArticleThe aim of this article is to study the impactmtegrated
marketing communications to the buyer in the rdtaide network shoes «Chobitok».

The Main Material and Justification of the Resultsof the Study. Exploring research sources [1-12]
aware that there are more and more applicationntegrated marketing communications in the entsepri
So, it is necessary to make a synthesis of sdiemtifproaches to the specifics of the system oketiang
communications. Dzh. Beret defines integrated ntargecommunications (IMC) as a concept of marketing
communications planning that comes from the neeak$ess the strategic role of individual arease(tisng,
sales promotion, PR, etc.). He finds the optimat for their clarity, consistency and maximizing iaat
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communication applications via integration of diterapplications [1]. EV Romat believes that IMCais
concept of marketing communications planning, basedhe need to assess the strategic goal of icertai
areas, and search for the optimal combination aftg] consistency and maximizing the impact of oam
nications programs using consistent integratioallohdividual messages [11]. According to Lukyané&t IMC,
concept combines all the tools of marketing comeations designed to create applications that areteghe
target audience and employees for sales promotiopany to the consumer. [8] Stetsenko A. think that
IMC proposes to consider how the system prevaiirg@ns of influencing the subjects of market refetio
associated now with the establishment of bilatezkdtions with a view to communication and economic
effect [12].

Tools IMC at points of sale are divided into twagps: external and internal. External assets imclud
items that are located near the shop and attracattention of potential customers: external sidigt
board and outer windows of retail trade enterpriségects that are close to the shops and attrabeed
attention of spontaneous potential buyers. The robjective of these funds — is to stimulate buysiting
the outlet [6].

The internal facilities include IMKMP techniquesdamethods promote the products directly sold on
the trading floor. The main objectives of thesedfuirs to draw attention reminder allocation amanglar
products of competitors, stimulating the decisiorptirchase the advertised product; system develapme
tools demonstrations, symbols and other methodpositioning the brand in a particular commercial
enterprise [12]. Speaking about the system of nteaggeommunications at point of sale, we cannobign
such a powerful communication tool as packagingyl8kn N. P. thinks that it is important to note
informative packaging. Its importance is so grdwtt tsome experts consider the package as a separate
element of the IMC system [11].

Especially important role belongs to sales stafth@ formation of the IMC in local sales IMC MP.
According to studies, vendor awareness contribiatéioe fact that two thirds of customers buy tlvememended
product. When the seller was unfamiliar with thedgosold, it had bought only every fifth visitoloph{3]. Great
popularity gain terminals with multiple video mamg, which display advertisements on products pteden
the store. As carriers IMKMP carts can also be digedroducts placed on them with advertising appdasere
are instances when even a trolley equipped wittiggeproducing video devices [6].

However, today most retailers use only certain etarg communications: advertising media; local
advertising, which provides customers instant nesppCoupons retail trade; display of goods orshiedves and
in shop windows; display with «special prices»fléga on the shelves; various events in the stepsorship
at the local level; own brands retailers. Thiss&ibmmunication tools is not complete, becauselathents are
not including advertising to sell [6].

The complex combines the promotion of five majdlugnce over buyers at the point of sale, advadjsi
sales promotion, personal selling, public relatiatisect marketing [5]. According to the Law of @dkie «On
Advertising» advertising — is an information abauperson or a product distributed in any form an@ny
manner or form and is designed to support consamareness of advertising and interest in respestict
persons or goods [2]. Role of advertising paysha formation of marketing communication at pointsafe.
Currently, many shops open during allocated awam fthe main streets and public transport, in alleythe
heart of neighborhoods, and often in the baserfentthem it is extremely important means of adgerg to
attract the attention of potential buyers especiallthe initial period. To this end, boards withspers have
settled in the permanent crowded places, at irteoses, main streets that inform the public abbet $tore.
Potential buyers can be attracted the attentioanof settled at the store with a small, portableldbi
summary of the range of products sold etc. Imporfaetors that attract the attention of potentiaydrs are
type of store, its signs, color and lighting desj@h An important moment in the campaign is tolect
information about the market behavior of compesitdaking into account aspects of seasonality aed t
next holidays. To the above data, marketing thepaom should choose the advertising strategy anidyjus
it to the management [5, p. 82].

Promotion items have the important role in the aystMKMP. Sales promotion is the use of short-
term measures designed for rapid response in resgommarket offering their products now [9, p. L0®
addition to traditional allocate specific technigw@e used in retail establishments, (instant ($ailesales).
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Specific admission IMKMP is also «loss leader». theo promising area is the development IMKMP major
stores customer loyalty programs [11].

Large commercial companies use public relationsrtiegies: presentations (most major suppliers, new
product, etc.), sending press releases, organeegts to mark the year’'s N specific store, J-oisitand
others [10]. Direct marketing is the kind of markgtthat uses advertising means for direct appeal t
potential customers in order to achieve a backbasside retail or personal selling.

So, all the above means of communication are difiercertain parameters. Therefore, to ensure
effective communication activities is necessary tfwir application in a single complex. We agre¢hwi
Skryhun N. P. that the combination of various taafisnarketing communication leads to the creatibn o
synergy when simultaneous use communication elesvaltws to obtain a greater economic impact than
individual using [10].

When we study the impact of integrated marketingirooinications to the buyer, we have studied the
efficiency of integrated marketing communicationghie retail trade network shoes «Chobitok».

The method of data collection — observation.

Location research — shops trading network «Chobitok», located indded Bila Tserkva

Time survey — November 2015 — January 2016.

Communication provides for six elements: senderssage, channel communications receiver, the
processes of encoding and decoding. For chainsste@hobitok» they will look as follows: where the
sender — a network of shoe stores «Chobitok» —relarof communication (advertising, sales promgtion
direct marketing) — the recipient— the buyer Foatsm@-igure 1). Developing a proper constructiorthef
communication process will provide the consumeorimiation.

footwear »|  Coding » IMKMP »|  Decoding ,| Apotential
chain store buyer of
«Chobitok» shoes

Pic. 1.The Process of Communication Online Shoe Sores «Chobitok»»

Complex promotion for the company served as a meiamsss influence, advertising and sales promption
direct marketing (SMS sending). Chain stores fattiseir attention on advertising, which is usedigseminate
information about the sale of goods or serviceg. ddivertising campaign the company also evidestigieus
advertising that is used to maintain the imagéeftompany on long-term basis. Articles expenganéoketing
communications network shoe stores «Chobitok» #eréollowing: the cost of banners, posters aktiiteance,
flyers, SMS-mailing, delivery of flyers and postérsshops, as well as providing a fixed discounprtuction
of shoes, bags and goods in cash register zonts ©Gahop during the campaign totaled 10,803 UA\thé first
part and 11 988 UAH in the second part (List 1).

Listl
The budget for the integrated marketing communicatbns
lpart (27.11 —31.12.201p.) and 2 part (01.01. — 31.01.20%65)
Costs (UAH) Total Deviation
Title / Store Advertising Promotion Direct Expenditure the Second
Number Marketing IMC (UAH) Wave
lpart | 2part | 1part 2part | lpart | 2part | 1part | 2part of the First
Kyiv 1 644 574 25 25 1151 1856 1820 2455 34,89 %
Kyiv 2 352 232 20 15 2171 990 2543 1237 -51,36 %
Kyiv 3 1024 871 25 25 895 755 1944 1651 -15,07 %
Kyiv 4 464 464 25 30 1024 2031 1513 2525 66,89 %
Kyiv 5 851 1544 30 25 500 896 1381 2465 78,49 %
Bila Tserkva 1| 464 464 30 25 106 289 600 778 | 29,67 %
Bila Tserkva 2| 464 464 30 30 508 383 1007 877 224
Total 4263 4613 185 175 6355 7200 10803 11988 19,97
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According to the list 1, we can conclude that tlstoof the second part were higher in the whole
network to 10,97 %, due to the additional costskasion New Year’'s Eve. Also, analyzing the indist
stores, we can make a conclusion that only fourest@hree in Kiev and one in the Bila Tserkva)tgos
increased by an average of 54,74 %, and the réseof reduced to 31,41 %.

Advertising efficiency is determined by the economnd communicative level. Evaluation of commu-
nicative effect begins at the stage of advertisangl provides for a method: associative tests, fests
visibility, measurement method of storing advengsand others. [4, p. 98] Cost-effectiveness agrdted
marketing communications characterized the relatign between the results obtained from them, and
investment for their implementation over time. Arsaé IMC helps to evaluate in monetary terms of its
effectiveness, determine the conditions of thepaat on individual consumers. For this purposeRBE[4]:

Gross profit — Costs of IMC
Gross profit (1)
Indicator ROI can qualitatively evaluate, compaagiaus marketing activities and determine the most
effective. It describes the resulting gross pridiitthe period of use of integrated marketing comizations
by IMC net costs per unit cost of the complex prtoro Using RMI index, we compared the efficacy of

IMC footwear distribution network «Chobitok» (Li&) Also it is hecessary to note that in these tigiesn
a discount on shoes has changed, and the othex chipgoducts remained have not unchanged.

ROI =

List 2
Calculation of the ROI in Footwear Distribution Network «Chobitok»
_ Gross Profit Costs of IMC ROI Deviation RO
Title / Store
Second Part
Number 1 part 2 part 1 part 2 part 1 part 2part | of the First, %
622788,48 720369,36 1820,0( 2455,00 341,1p 292,4314,29
Kyiv 1 487400,15 530936,55 2543,0( 1237,00 190,66 28,21 124,59
Kyiv 2 372269,62 471865,21 1944,0( 1651,00 190,50 84.&1 49,51
Kyiv 3 347660,74 400020,32 1513,0( 2525,00 228,78 57,42 -31,19
Kyiv 4 349968,16 496587,63 1381,0( 2465,00 252,42 00,46 -20,59
Kyiv 5 157488,57 200963,36 600,00 778,00 261,48 ,2b7 | -1,60
Bila Tserkva 1 142291,89 265245,23 1002,00 877,00 41, 301,45 113,78
Bila Tserkva 2 | 2479867,61) 3085987,66 10803,00 11@88 | 228,55 256,42 12,19

Analyzing the above part action, we can see a higlhass profit in the second part (List 2). In gethe
the network ROI index value is increased by 12%49which means efficiency investments in integrated
marketing communications. Since ROI> 100, it metdrea the company is effectively using integrated
marketing communications to promote the productweler, some stores increased investment in the
second part has not brought a significant increasgross profit. The average index of ROI over the
network in the first Part of 228,55. To store K§iyROI = 341, 19) deviation is 49 % and is the dstgdue
to significant revenue compared to the networkreSRila Tserkva 2 has also the lowest figure RKIL, 01
and deviation of -38 %. This is due to the grossfiprwhich is much smaller on the network, butcalbe
costs that are greater than, for example, in WItarch 1. For the second part, the RMI is the lstrgtore
in Kyiv 2 (428,21 ), which is 67 % above the averdgr the network and the main factor is the sigaiit
reduction of costs compared to other stores irtioglao the first part of 51 %. If we consider tlosvest
rate, it was in the second part of Kyiv 4 (157,48} the deviation of -39 %, which caused a smateiase
in income by 15 % and the increase of 67 %. Accaydd this we can conclude that the growth of spend
in shops in the second part of more than 50 % extluate of efficiency IMC because no significardvgth
income. We calculate the correlation coefficientdssessing the closeness of the connection betRfgin
indicator of income under the influence of IMC ampenses at IMC. From this we can conclude that the
growth of spending in shops in the second part afenthan 50 % reduced rate of efficiency IMC beeaus
no significant income growth. Calculate the cotiiela coefficient for assessing the closeness of the
connection between ROI indicator of income underitiluence of the IMC and the cost of the IMC.
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List 3
Calculation of Pearson’s Correlation Coefficient Beveen the ROI, Gross Profit and the Cost of IMC
ROI and Gross Profit ROI and Costs of IMC
1 part 2 part 1 part 2 part
0,554751 0,215139 -0,03857 -0,54696

According to List3 it can be argued that the relationship in thst fgart between ROI and income
influenced IMC is straight and tall, the second p#rthis dependence is low. As for the connecbetween
ROI and the cost of the IMC, in the first part i3sant, and the second part is high. From this we ca
conclude that reducing costs in the second pagctibn, the network of shops «Chobitok» could have
greater indicator of the effectiveness of integtatearketing communications. That is why in the seunf
research, we make a conclusion that investing rketiag communications network shoe stores «CHobito
the second part, marketers needed to evaluateffinetieeness of previous marketing activities, expl
element (advertising, sales promotion, direct miamie brought the greatest return and where istoee. It
was necessary to consider buying from any sourmeved information about the campaign, saturatibn o
demand, the quality of information (good use of ptam promotion of integrated marketing communiceg)o the
work of sellers and others. Carrying out of diadimssof marketing communications after the firsttpa
would significantly reduce costs and increase caiypavenue as under the influence of IMC and fidR(@H.

Conclusions and Prospects for Further ResearclCertain product promotions at the point of sale do
not give significant effect and only sharing alements IMKMP provides a communicative effect and
significantly increase sales. But we should doo@et the advisability of careful planning to disem. Often it
is unreasonable use of certain high cost IMKMP #mely do not bring the desired results and even
compensate spent on this type of promotion funds.

Investments in marketing communications help taease profits. We found that marketers in the
retail network shoes «Chobitok» did not qualitdgivenalyzed the situation in the market, such ampatition
policy, external conditions and the possible thraigo, they did not appreciate the internal cditigisi of the
enterprise, staff, turnover, seasonal goods amhs®@his affected in turn the quality of consunmépimation
using integrated marketing communications. Calcutabf the ROl showed that the company had carried
out an effective program to move goods using tfleence of mass advertising, direct marketing aaldss
promotion. But the second part of the campaignddid more effective in terms of ROI, but marketing
department did not collect enough information aftex first part. This software enterprise accuite
complete information about the internal and extenmarket situation in the current rhythm of competi is
an important and decisive factor. Calculating tloeredation coefficient, we determined that the seto
wave was characterized by a strong relationship thi¢ largest expenditures for the IMC and thatityua
work sales managers could increase the efficiehcpmplex product promotion.

So, to be successful, retail chain stores salesanktshould develop its own strategy of product
promotion, focus on their own segment customeralyaa their preferences and changes in the marke.
recommendations will help to maintain the uniquepshand promote the development of prestige stores.
This software enterprise accurate and completenrd@ton about the internal and external marketsion
in the current of competition is an important amdidive factor. Calculating the correlation coeéit, we
determined that the second wave was characterizadstrong relationship with the largest expendstiior
the IMC and that quality work sales managers coudtease the efficiency of complex product promutio

So, to be successful, retail chain stores salesanktshould develop its own strategy of product
promotion, focus on their own segment customeralyaa their preferences and changes in the markes.
recommendations will help to maintain the uniquepshand promote the development of prestige stores.
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Ana JIanwok, UBanna Konrox. McciienoBanne BIUsIHHSI HHTETPUPOBAHHBIX MAPKETHHIOBBIX KOMMYHHKA-
nuii HAa MOKymaTejisi B PO3HU4YHOI TOproBoii ceru. OOOOIIECHB HAYYHBIE TOJXOABl OTHOCHTEIHHO CHEIUPUKH
(YHKIMOHUPOBAHUS CHCTEMBl MHTETPHPOBAHHBIX MapKETHHTOBBIX KOMMYHHKAIIMH B MECTaxX IPOJaXK; ONMHCAHO MATh
OCHOBHBIX CITOCOOOB BO3/ICHCTBUS Ha MOKYIATEICH B pOZHUIHONH TOPTOBOM CETH; OTMEUAETCsl, 9YTO BAYKHBIM MOMEHTOM
B PEKJIaMHON KaMIIaHUH ABISIETCA cOOp MH(GOPMAINH O PhIHKE, TOBEICHIE KOHKYPEHTOB, y4eTa aclieKTOB CE30HHOCTH
U OMMKaWIIMX TPA3JHUKOB, HCOOXOIUMO aHAIM3UPOBATh HE TOJILKO BHYTPCHHIOW HH(GOPMAIMIO O ACATEIHHOCTU
MPEIIPUATHS, HO U BHCIIHUC (PAKTOPHI BIUSHUS HA e¢ paboTy; C LEIbI0 MCCICIOBAHUS BIMSHUS WHTCIPUPOBAHHBIX
MapKETUHTOBBIX KOMMYHHUKAIIUI Ha MOKyHaTess MPUBCICHBI PE3YJIbTAaThl UCCICIOBAHUS MCIIONIB30BAHUS HHTCTPUPO-
BaHHBIX MAPKCTHHTOBBIX KOMMYHHKALIUI B PO3HHYHON TOProBOil ceTH 00yBHU «CamokKoK»; KOMILICKCOM HPOIBAKCHHUS
JUTA KOMITAHWUH CIYXKHJIM CPEICTBa MacCOBOTO BO3ACUCTBHS. peKiiaMa W CTUMYIHpPOBaHKE COBITA, MPSIMOIl MapKETHHT
(cMmc-pacchuika), pyOpruHa U IIPECTHXKHAS PeKaMa; MCIob3ys mokazaTeab RMI, caenan BeiBog 00 3()(EKTHBHOCTH
MK B ToproBoii cetn 00yBu «CamokoK»; IpeI0kKeHBI HanpaBlieHus1 coBepieHcTBoBanusS MK, KoTOpbIe JOIKHEI,
B MIEPBYIO OYepe/ib, OCHOBBIBATHCS HA BBHIPAOOTKE COOCTBEHHOW CTpPATETHH MPOIBIKEHHS TOBapa, OPUCHTHPOBAHHOM
Ha COOCTBCHHBII CErMEHT MOTPEOUTEINCH.

KuaroueBble cjI0Ba: MHTCTPUPOBAHHBIC MAPKETHHTOBbIC KOMMYHHKAIIMK, POSHUYHAS TOProBas CETh, MIOKA3aTeIb
RMU, s¢pdexrusnocts UMK.

Adgna Jlsumiok, IBanna Konrox. /locmizkeHHsI BIUTUBY iHTerPOBAaHMX MAPKETHHIOBUX KOMYHIKaliif HA MOKymuUs B
po3apiOHiii Toprowiii Mepexi. Y3arapbHEHO HayKOBI IMIXOMW MO CrelU(iky (QYHKIIIOHYBaHHS CHCTEMH 1HTETPOBaHUX
MapKETHHIOBHX KOMYHIKAIl y MICIIIX TPOAAXKY; OIFCAHO IT SITh OCHOBHHX CIIOCOOIB BIUIMBY Ha TOKYIIIB y PO3APIOHIiH
TOPTOBEJIbHIM Mepexi; Bi3HAYEHO, 0 BAKIMBUM MOMEHTOM Yy peKIaMHil kKaMIaHii € 30ip iHdopmalii mpo pHHOK,
MOBEAIHKY KOHKYPEHTIB, ypaxyBaHHsS acIeKTiB CE30HHOCTI W HaWOMmK4mX cBAT. Takok MOTpiOHO aHai3yBaTH HE
JIUIIIe BHYTPILTHIO iH(OPMAIIIIO MPO JisSUTBHICTD MiAMPUEMCTBA, a W 30BHINTHI YNHHUKU BIUTUBY Ha Horo poboty. Jlist
JOCTIJKCHHST BIUIMBY IHTCTPOBAHMX MAapKETHHIOBUX KOMYHIKAIliii HA MOKYIIS HABEJACHO PE3YJIbTATHU NOCIIIKCHHS
BUKOPHCTAaHHS IHTETPOBAaHMX MAapKETHHTOBMX KOMYHIKaLlill y po3apiOHii ToproBesbHIH Mepexi B3yTTs «HoOiTOK».
KomruiekcoM npocyBaHHs it KOMIIaHii CIyryBain 3acO0M MacOBOTO BIUIMBY: peKiiama i CTUMYJIFOBaHHS 30yTy, Ipsi-
MUl MapKETHHT (CMC-pO3CHIIKA), pyOpHUYHA Ta MPECTIKHA pekiaMa. BukopucroByioun nokasHuk RMI, 3poGrieHo
BUCHOBOK TIpo edektuBHicTh IMK y Toprosiit mepexi B3yTTs «Ho0iTOK». 3aNpONOHOBAHO HANPSMHU BIOCKOHAICHHS
IMK, sKxi moBUHHI Hacammepe/l IPyHTYBaTHCs Ha BUPOOJICHHI BIIACHOI CTpaTerii MpoCyBaHHS TOBApPY, OPiEHTOBAHOI HA
BJIACHUH CETMEHT CIIO’KHUBAYiB.

KurouoBi cjioBa: iHTerpoBaHi MapKETHHTOBI KOMYHIKallii, po3apiOHa TOpTroBelbHa Mepeka, MokasHuK RMI,
edextuBHicTh IMK.
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