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AHHOTauus

B crarbe mpencTaBiIeHB OCHOBHBIC PE3YJIbTATHI, TTOTYJCHHBIE TIPM TIPUMEHEHUN OMHHUKAHAIBHONM MapKeTHHTOBOI
CTpaTeruy M beacon-TeXHOJOTUA B cdepe eBporeiicKoii Topropian. OmnpeeieHa pa3sHUIa MEXIY MYJIbTHKAHAIBHON
1 OMHMKAHAJIbHOM MapKETUHIOBBIMU CTpaTerusMu. s pa3BUTUSI OCHOBHBIX HATPaBICHUi 1IM(DPOBBIX TEXHOJIOTUIA
B cdepe MapKeTHHTa, TIpemioxeHHbIx B padoTax [I.2K. IenTse, TpeOyeTcs MpoBecTr aKTyalu3aliio KOMIOHEHTOB,
BXOISIIIMX B CTPYKTYPY MHTETPUPOBAHHBIX MaPKETUHIOBBIX KOMMYHHUKAIIMI. YCTaHOBIEHO, UTO IO BIUSHHUEM CO-
BPEMEHHBIX HUGBPOBBIX MAPKETUHTOBBIX TEXHOJIOTHII HEOOXOAUMO MO-HOBOMY OIPENESTh Pa3po3HEHHbIE TOUKH
COINPUKOCHOBEHUS C KJIMEHTaMU, KOTOPBIE BIUSIOT Ha TPOLIECC BOBICUEHUS TOTPEOUTENEH 1 MOTyYeHNEe NPUObLIA
BCJIEICTBUE MCITOJBb30BAHUS Pa3IMIHBIX OMHUKAHAJIOB. Pa3BuBast mpakTuuecKue acreKThl CTPaTerii OMHMKAHAJb-
HOIl pO3HMYHOI1 TOProBIu, BeIABUHYTHIE FO. MenanTtuy, He0OOXOMMMO YUUTHIBATD, UTO MPU MepecedeHnr 3hdexTuB-
HOTO OMHUKAHAJIBHOTO MAPKETUHIA U CTPATETMYECKUX MHULIMATAB, MAPKETOJIOTU MOMYYal0T BO3MOXHOCTb IIPUBIEYb
HOBBIX KJIIEHTOB ¥ TIOBBICHTH YPOBEHb JIOSUTBHOCTH K OPEHY.

IMpencrapieHa cTpykTypa beacon-TeXHONOTUM, TIPUBEICHBI Pe3yIbTAaThl ¢¢ MPUMEHEHMS B €BPOICHCKOIN TOPTOBIIE.
BrIsIBIICHO, UTO TIOSIBICHHE OMHUKAHATBHOTO MapKETHHTA IIPUBOINT K pa3pyLICHUIO ITOJIei CTPYKTYPHBI B yKe TOCTYII-
HBIX TOYKAX, [JIe TIPOUCXOAUT COTPUKOCHOBEHKE OPEeHIOB 1 IIoTpeOuTenei. Lleb cTaThy 3aKiToyaeTcs B OLIEHKE YPOB-
HSI TIPUMEHEHUSI TEXHOJIOTHI OMHMKAHATBHOTO MapKeTHHTA 1 beacon-TeXHOJIOTHI eBPOTICHICKUMU PO3SHIYHBIME PO~
JaBLIAMU C 1IEJIbI0 pa3pabOTKU PEKOMEHIATEIbHOM 0a3bl, HEOOXOMUMOM IS JaTbHemero 3(pGeKTUBHOrO pa3BUTHS
OMHMKaHAIbHOTO MAapKeTHHTa B €BPOIEHCKUX cTpaHax. IIpemioxkeHa cxeMa B3aMMOIEHCTBHST beacon-TexXHOIOT A
1 MHOOPMAIMOHHO-TEXHOJOTMICCKMX MHTETPaTOpOB B paMKax (DYHKIIMOHMPOBAHWS OMHMKAHATbHOM MapKeTHH-
TOBOM CTpaTervy. BHITIOMHEH CpaBHUTEIBHBIN aHAIN3 MYJIbTHKAHATBHOM U OMHAKAHAIBHONM MapKEeTHHIOBBIX CTpa-
teruii. ClenaHbl BHIBOIBI, CBSI3aHHBIE C Pa3BUTHEM OMHMKAHAJILHOTO MApKETHHTA B €BPOINENCKMX CTPaHaX, a TaKkKe
orpemnesieHa BO3MOXHOCTh MHTETPHPOBAHMS beacon-TeXHONOTHIA B CHCTEMY OMHUKAHAIBHOTO MapKeTHHTA.
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Abstract

The article presents the main results obtained from the use of Omnichannel marketing strategy and Beacon technologies
in the field of European trade, determines by the difference between multichannel and omnichannel marketing strate-
gies. For the development of the main directions of digital technologies in the field of marketing, proposed in the works
of D.J. Peltier, it is necessary to update the components included in the structure of integrated marketing communica-
tions. The authors established that under the influence of modern digital marketing technologies, it is necessary to rede-
fine the disparate points of contact with customers that affect the process of consumer engagement and profit generation
due to the use of various Omnichannels. Developing practical aspects of the Omnichannel retail strategy put forward
by Yu. Melantiu needs to take into account that at the intersection of effective Omnichannel marketing and strategic
initiatives, marketers get the opportunity to attract new customers and increase the level of brand loyalty. The paper pre-
sents the structure of beacon technology, gives the results of its application in European trade. The study reveals that the
emergence of Omnichannel marketing leads to the destruction of the structure fields in the already available points where
brands and consumers come into contact. The purpose of the article is to assess the level of application of omnichan-
nel marketing technologies and beacon technologies by European retailers in order to develop a recommendation base
necessary for the further effective development of omnichannel marketing in European countries. The authors propose
a scheme of interaction between beacon technologies and information technology integrators within the framework of the
omnichannel marketing strategy. The study performs a comparative analysis of multichannel and omnichannel marketing
strategies. The authors make conclusions related to the development of omnichannel marketing in European countries,
as well as determine the possibility of integrating beacon technologies into the omnichannel marketing system.

Keywords: omnichannel marketing, retail, channel conflict, minichannel system structure, omnichannel strategy, beacon
technology, loyalty formation, competitiveness, industrial Internet, digital marketing trends, online trading

For citation: Sazonov A.A., Sazonova M.V. (2021). Omnichannel marketing and beacon technologies: experience and
prospects in Europe. Upravlenie, 9 (1), pp. 112—126. DOI: 10.26425/2309-3633-2021-9-1-112-126

© Sazonov A.A., Sazonova M.V,, 2021.
This is an open access article under the CC BY 4.0 license (http://creativecommons.org/licenses/by/4.0/)

113



YMPABJIEHVE T. 9 No 1 /2021. HdopMaLMOHHbIE TEXHONOTWM B YNPaBNEHUM

BBepeHue [Introduction]

Po3HuuYHast TOPrOBJsI U MHTEPHET-TOPTOBJIST AKTUB-
HBIM 00pa30M TPOAOJIKAIOT CBOE Pa3BUTHE B CJIOXKHBIX
9KOHOMUYECKUX peausix. [IponaBiibl TOCTOSIHHO UIILYT
HOBBIE CTpaTEeTruM W MPAKTUKM BeICHUST OM3Heca, KO-
TOPbIE MO3BOJMUJIN Obl UM 3HAYUTEIbHBIM 00pPa3zoM
VJIYYIIUTh CBOM KOHKYPEHTHBIE MTO3UILIMU. ANanTUpPYs
CBOM OM3HEC-MOJEeIN, POZHUYHbBIC TTPOIABIIBI BMECTE
C TeM IeHepUpYIOT BAPUAHTHI ISl MPOAAKU Pa3TUUYHBIX
BUJOB TOBApoOB, B TOM 4ucJie U B ceTu «MHTepHeT»
(nanee — UHTepHeT). BeaencTBue 3TOro MmosiBUJIMCH
MHOTOKaHaJIbHbIE, KPOCC-KaHAIbHbIE 1 OMHUKAHAJb-
Hble TIpoJaBlbl. [IpUHLIMNIMATbHAS Pa3HUIIA MEXIY
3TUMHU TIOHSITUSIMUA COCTOUT B OMPENEICHHOM CMEIIH-
BaHMUU OHJIAH U odiaitH-KaHaoB Mpoaax. B pamkax
MHOTOKaHaJIbHOTO peXuMa CyIIeCcTBYIOT cpa3y oba
KaHaja, HO OHU He MOTYT OBITh TpaHC(HOPMUPOBAHBI
MOKyTaTejaeM BO BpeMs OrjiaThl MOKynku. KoHueniuys
Kpocc-KaHaja Ipearnoiaraet, YTo KJIMEeHTbl MOTYT U3-
MEHUTb KaHajl B MPOIIECC BBIIMOJHEHUS] TPaH3aKIIUU,
K TIpUMeEpY, 3TO MOXKET ObITh TTOKYITKA, KOTOpasi COBep-
1IeHa Yyepe3 OHJIaliH-KaHaJjl, HO 3abpaTh ee Oy/aeT He-
00X0IMMO B POBHUYHOM Mara3uHe. B paccMoTpeHHBIX
BapMaHTax OHJIaliH- ¥ odaliH-KaHAJIbl UMEIOT YeTKOe
TeXHUYECKOEe M OpraHu3allMOHHOE pasaejieHnue, Toraa
KaK OMHUKaHaJ MO3BOJIsIeT OObeIUHUTD 1BAa KaHasa
Ha OCHOBE 1IeHTPaJIbHON UHGPACTPYKTYPhI U U3YYUTh
MPOLIECC COBEPIIEHUS MOKYNKNA KJIMEHTOM B IMOJHOM
Mepe. KiMeHThl UCTTOb3YIOT CBOM cMapT(hOH U MOTYT
JIOCTATOYHO JIETKO TIePEKJII0YaThCsl MEXIY OHJIAlH-
u odaaiiH-KaHajlaMu Uil TOTO, YTOObI, K MPUMEDY,
MPOBEPUTH OHJIANH-1IEHBI WU MOJYYUTh 0OJee oI -
POOHYI0 MH(OPMAIIUIO O TOBape 0 TOT0, KaK COBEPIIUTh
MOKYTIKY [AnemrHukoBa, 2019].

C uenblo yaydileH st paboThl OMHUKAHAJIOB B CUCTE-
M€ PO3HMYHOM TOPTrOBJM TpeIIaraeTcsi MHTErpupOBaTh
B HUX ClelMaJibHbIe MasluKM (aHIJI. beacon), KOTOpbIe
MO3BOJISAT MPEJOCTABUTH KJIUEHTaM IIUPOKUI CIEKTP
caMoil pa3HOOOpa3HOI MH(pOPMALIMN, HEOOXOIUMOIA,
10 UX MHEHMUIO, B MEPUOJl HAXOXKIEHUS UX B MarasuHe,
YTO TO3BOJIUT B OIMPEACJICHHON Mepe YIydIlUTb 00U
MOTPEOUTENILCKUI OTIBIT, MOJTyYaeMbIil OT paOOTHl OMHU-
KaHasa. Mastyok MpeacTaBysieT co00it HEOOBIIIOe YCTPOIi-
CTBO, CUTHAJI OT KOTOPOTO OOHApYyXUBaeTcsl cMapTdoHa-
mu, paborarommmu Ha IoS, Android m Windows, korma
MOKyTaTeIb HaXOAUTCSI B HETMIOCPEICTBEHHOM OJM30CTU
OT 30HBbI JeiicTBUs Masika. [Ipumepamu Takoit uHdopmMa-
LIUM MOTYT OBITh: COOOIIEHUSI PEKJIAMHOIO XapaKTepa
(axkumu/ckunkm), mH(popMaLys O IPONYKTe (TEXHUIECKIE
XapaKTepUCTUKU, CePTU(UKALINS, OT3bIBBI U T. 11.), BO3-
MOXHOCTH OTUIaTUTh YacTh TOBapa CO CKUAKOMH (3a cuer
HCTIOIb30BaHUsI KyTIOHOB, KOTOPbIE B OOJbIIEH YacTu
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pacmpoctpaHeHsl B CIIIA), nHbopMaliys, Io3BOJIsSIoNIast
YIPOCTUTD MPOLIECC HABUTALIUM B MarasuHe u T. 1. [Ipak-
TUKA IPUMEHEHUSI 3TOM TEXHOJIOTUH, OE3yCIIOBHO, HE OTpa-
HUYMBAETCS TOJIBKO PO3HUYHOW TOPrOBJIEN, €€ YCIIEIIHBIM
00pa3oM MPUMEHSIOT B TOPTOBBIX LIEHTPAX, aBUaKOMIIa-
HUSIX, CTAAMOHAX W a3POIOpTax. AKTUBHBIM 00pPa30M 3TOT
Buz TexHosoruu npuMeHsttot B CLLA, Toraa kaxk 6osblias
YacTh €BPOIENCKMX U POCCUMCKUX KOMITAaHUU, paboTa-
IOILMX B PO3HUYHOM CEIMEHTE, TPAKTUUYECKU HE UCIIOb-
3YIOT MasIK! TSI OKa3aHWSI MTHHOBALIMOHHBIX YCITYT.

B crarbe nipuBeneH oapoOHbIid aHATU3 PE3YJIbTATOB
paboTHl OMHUKAHAITBHOTO MAapKETUHTA B PSIIE KPYITHBIX
eBpOTIEHICKUX CTPaH, a TakKXe OrMpeeieHa CTeleHb
9(pPEeKTUBHOCTHU MCMOJIb30BAHUSI WHHOBAIIMOHHON
TexHojoruu Beacon B cucTeMe OMHUKaHAJIBHOM PO3-
HUYHOU Toprosiu. [logyyeHHas B Xxo[e aHaIn3a UH-
opmanmst MOXKeT ObITh IMpeUToKeHa POZHUYHBIM ITPO-
JIaBlaM C LIeJIbI0 ONTUMU3ALUN pabOThl OMHUKAHAb-
HoMl cTtpaternu. cronb3ys, pe3yabTaTsl MPOBEIEHHO-
ro UCCIENOBaHUSI PO3HUYHBIM MpOaBIlaM Mpejjiara-
IOTCSI PEKOMEHIAIUN, CBSI3AaHHBIE C PAa3BUTUEM
OMHUMKAHaJbHOTO MAapKEeTUHTA, UCIIOJb30BAHUU TEX-
Hojioruu Beacon ¢ nmocnenyomymM BKIIOUEHUEM €€ B 00-
HOBJIEHHYIO MapKETUHTOBYIO CTpPaTEruIo.

0630p nuTtepatypbl [Literature review]

IlndpoBble TEXHOJIOTUH TTEPEXKUBAIOT IIPOLIECC CTPe-
MUTEJIbHOTO pa3BUTHsI, Bo3pacTaeT posib MHTepHeTa
B 3((PeKTUBHOM BeAeHUU OM3HEca, YTO B KOHEYHOM
HUTOTe CIIOCOOCTBYET (DOPMUPOBAHUIO HOBBIX CUCTEM
9KOHOMUYECKMX OTHOIIIEHUI BO BceX 0€3 UCKITIOUEHUIA
cepax Xo3IUCTBEHHOU NesITeTbHOCTU. AKTYaTbHOCTD
M3yYeHUs TCHACHLINI, CBSI3aHHBIX C Pa3BUTUEM OMHU-
KaHaJIbHOTO MapKEeTHHTa M MEXaHM3MOB UCITOIb30BaHUS
beacon-texHosoruii B EBponie u Poccuu o6ycioBieHo
psaoM obcTosTeNnbcTB. Bo-nepBbIX, ObICTpass cMeHa
KOHIIEILIMIA B COBpEMEHHOM MapKeTUHIe TpeOyeT Mpo-
BEICHUS aHaJIM3a M ONpele/eHHOM TpaHchopMaun
MOJIXO/I0B, CBSI3aHHBIX ¢ (hPOPMUPOBAHUEM TpoOliecca
YIOPaBJICHUS pa3IMYHbIMU KaHAJIaMU MapKeTUHTA B paM-
KaX KOMIIaHW1. Bo-BTOpBIX, aKTUBHOE pa3BUTHE TEX-
HOJIOTHI IM(PPOBOro MapKeTUHTa IIPUBEJIO K HEO0XO-
JUMOCTH B pa3paboTKe U MOCIeayoIIell CucTeMaTh3a-
LIMM HOBBIX CTPaTEeIrMYeCKUX TEXHOJIOTUI, UHCTPYMEH -
TOB U ITOJIXO/IOB, KOTOPKIE TTO3BOJISIIOT HE TOJIBKO Yaep-
XKUBATh yX€ CYIIECTBYIOIIUX MNOTpeOUTeNelt,
HO U IIPUBJIEKAaTh HOBBIX, BBICTpaMBaTh C HUMU B3au-
MOBBITOIHEIC 1 JOJITOBPEMEHHBIC OTHOLLIEHMS. B-TpeTbux,
MH(GOPMaIlMOHHBIE TEXHOJIOIMHU, Pa3BUBAIOIIMECS T10-
clieiHee eCSITUIETE, OTKPhIBAIOT YHUKAJIbHBIEC MPUH-
LUNKXAJIbHO HOBBIE BO3MOXHOCTU B MapKETUHIOBOM
cdhepe I opraHM3allMM Tpoliecca B3auMOIECTBUS



MEXJY MOTPEOUTENEM U TPOU3BOAUTENIEM B 9KOCpeIe
uudposoro mapketrunra [Iftikhar, 2020].

Hapsiny ¢ Tem, 4To coXpaHsItoTCsl TPaAMIIMOHHbIE Ma-
ra3suHHbIE U BHEMara3uHHbIE (POPMbI OpraHU3aluM PO3-
HUYHOI TOPTOBJIM B MUPE, MOCTENEHHO BCE OOMBIINHI
MPUOPUTET OTAACTCS TEXHOJOTUSIM TIPOIAX, KOTOPbhIE
OCHOBBIBAIOTCSI HA MPUMEHEHUU COBPEMEHHbBIX MH(OP-
MalMOHHBIX CUCTEM M IIM(PPOBBIX METOIOB, MPEIOCTABIIS-
JOIIMM TTPOJABIIaM aKTUBHO MCMOJb30BaTh Pa3IuyHbIe
MapKeTUHIOBbIE CTPATETUU: OMHOKAHAIbHYIO, MYJbTUKA-
HaJIbHYIO KPOCC-KaHAJIbHYI0, U OMHUKAHAIbHYIO (puc. 1).

OMHUKaHaIbHasl MApPKETUHTOBAs CTpaTeTusl pe-
cTaBjsieT co0Oli ompeneieHHbI HabOp pa3IMUyHBIX
JENCTBUIA, KOTOPbIE BHIMOIHSIET TPOU3BOIUTEND B paM-
Kax MapKeTMHTOBOIO KaHalla C 1eJIbl0 CO3AaHMs YCII0-
BUIi, TTO3BOJISIOLIMX YYUTHIBATh Pa3HOOOpA3HbIC MH-
Tepechl, BBICKa3bIBAEMbIE CTOPOHAMM, Y HEOOXOTUMBIX
JJIS HaJlaXXUBaHUS JOJITOBPEMEHHBIX OTHOIIEHU
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MEXIy MOKYyIaTeJeM U MPOoAaBllOM, HOCSIIUX B3au-
MOBBITOJIHBII XapaKTep ¢ BO3MOXKHOCTBIO OpraHu3aluu
OIepaTUBHOTO Tepexoa MoTpeduTes s MeX1y KaHa-
JJaMU C YYE€TOM HETNPephIBHOM oOpaTHO cBsi3M [Abrudan,
2020]. TTokymnaTenb JOJIXKEH CAMOCTOSITeIbHO BHIOPATh
MPEANOUYTUTEbHBIN CIOCO0 B3aUMOIEHCTBHUS C TIPO-
JABIIOM, B paMKaxX KOTOPOTO OH MOXET MoJIyyath Mep-
COHAJIM3MPOBAHHYIO MH(MOPMAIIMIO O MPOAYKTE B a0-
COJIIOTHO J1I00OM TUIIe KaHajia (B JaHHOM clly4ae 3TO
BO3MOXHO, TaK KaK KaHajbl MHTETPUPOBaHbI), MOJI-
HOIIEHHBI TOCTYIT KO BCEMY TOBAPHOMY aCCOPTUMEH -
Ty, IEpPCOHAJbHbIE YCIOBUS NOCTABKU [3eMJIsIHCKas,
2020]. HeobxoamMo OTMETUTh, UTO TAaKXKe MTPUCYTCTBYET
BO3MOXHOCTb HauyaTh MPOLIeCcC MOKYMKHU B OTHOM Ka-
HaJjie, a 3aBePUIUThb yXe B IPYyroM. Y MPOU3BOAUTEIIS
MOSIBJISIETCSI BO3MOXHOCTh HavyaTh MPOLIeCC B3aUMO-
JNEUCTBUSI ¢ TIEPCOHATBHBIMU JTaHHBIMU KJIMEHTA He-
3aBUCHUMO OT THUIA BHIOPAHHOTO KJIMEHTOM KaHaja,

OAHOKaHal'IbHaﬂ MapKeTUHroBasa cTparerva

NIeXWT Ha NpoaaBLe

G

TpaanUMOHHas MoZenb NMoKynKu, NpeAnonararollas UCrosib3oBaHMe TOIbKO OAHOTO kaHana. Mokynatenu
MPOry/nMBatoTCA MO MarasmHam, 0b6Cy>AatoT ToBapbl U 3a4atoT HTEPEeCyHoLLMe UX BOMPOChI NPOAaBLLaM-KOH-
Cy/bTaHTaM, a 3aTeM COBepLLatOT MOKYMKy NOHpaBuMBLLerocs UM Toapa. OT NPOAaBLOB-KOHCY/IbTAHTOB MOKY-
natenb y3HaeT MHGOPMaLMIO O BpeHae, yciyrax 1 NPoAyKTax, Takxe Monck Hy>KHOro nokynaTtento Toeapa

~

MynbTukaHanbHasA MapKeTMHroBas cTpaTerus

MokynaTenu y3HatoT O pa3fMyHbIX NpeanaraeMblx MPOAyKTax 1 yciyrax U3 MarasvHoB, noceLas creluanvsm-
pOBaHHbIe HTEPHeT-CaiiTbl, MONyYas aZ|peCHYyO NMOYTOBYIO PacChblKy, B TOM UYMCE 3NEKTPOHHYHO MOYTY,

a TakxKe MoJsiy4aroT MHGOPMaLMOo Yepes pas/iyiHble coLmabHble CeTW 1 T.M. Npn MynbTUKaHa bHOM Mapke-
TVHre KaXxxaplii KaHas, Mo CyTu, paboTaeTt TO/IbKO B CBOMX COBCTBEHHBIX MHTEPECaX, T.e. CUHEPreTUYecKoro
apdeKTa He MPOMNCXOAMNT, POKYC NOTpebutens cocpesoToUeH Ha OAHOM KOHKPETHOM KaHane

Kpocc-kaHanbHaA MapKeTUHroBas cTpaterus

Kpocc-kaHanbHbI MapKeTUHT CNOCOBCTBYET NPOABUXKEHIO NMOKYNaTEN BHW3 MO BOPOHKE NMPOAax, YTo Cro-
COBCTBYET MOBbILIEHWIO JIOSLHOCTU U BOBEUYEHHOCTU. BCeACTBYE TOrO, UTO KaHasbl 06beVHAOTCA MEXAY
coboit, bpeHabl cobrpatoT 3HauMTeIbHOW 6oL 06beM MHPOPMALMM O KIMEHTaX, YTO ONTUMU3MPYET
B3aMMOZAENCTBME C HUMW. [ToNlyYeHHble AaHHble U3 Pa3/IMUHbIX KaHANOB B fa/bHENLIEM UCMONb3YHOTCA ANs
CO3JaHUA peKkNaMHbIX CETMEHTOB, ANs NOCAeAYOLLErO NoKasa NepcoHatbHbIX PEKAAMHbIX MPesIoXKeHN

\

OMHMKaHa/ibHasi MapKeTUHroBas cTpaTterus

OMHVIKaHabHbIN MapKeTUHT ABAAeTCA Hanbonee s3GPeKTUBHON cTpaTerneit ana paboTbl C KOHKPETHbIMM
nokynatensaMun A yA0BAeTBOPEHMA NX NOTpeBHOCTeR 1 Hyxa. B oTanumne ot Kpocc-kaHanbHOTo MapkeTuHra
cTerneHb UHTErpaLum CyLLeCcTBEHHO r1ybxe, NoKynaTeb He UyBCTBYeT pasHuLbl NpW cMeHe kaHana. OMHUKa-
Ha/IbHOCTb NPeACTaBAsAeT COH6OM «BeCLLOBHbIN OMbIT» MOKyMNaTess C MePCOHaNN3NPOBAHHBIMU MPesIoXeHNs -
mu. MokynaTenun YyBCTBYHOT, UTO KOMMaHWA HAXOAUTCA C HUM Ha BCEM MPOTAXKEHWMN €ro MyTu, UTO B KOHEYHOM
UTOTe MOBbILLAET YPOBEHb JIOANBHOCTN NMOKyNaTens K GpeHay

CocraBneHo aBTopamu no marepuanam nccnenoBaHua

Puc. 1. OtnnumtenbHble 0COBEHHOCTM MapKETUHIOBbIX CTpaTeruin, NPMMEHSEMbIX KOMMaHUIMU
B CUCTEMAX PO3HWYHOW U UHTEPHET-TOPTOBMN
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Single channel marketing strategy

A traditional buying model that uses only one channel. Customers walk around the shops, discuss products
and ask questions to sales assistants, and then make a purchase of the product they like. From sales
consultants, the buyer learns information about the brand, services and products, and the seller is also
responsible for finding the right product for the buyer

I
ass
SR
©e0

Multichannel Marketing Strategy

Buyers learn about the various products and services offered from stores, visit specialized Internet sites, receive
direct mailing, including e-mail, and also receive information through various social networks, etc. In
multichannel marketing, each channel, in fact, works only in its own interests, i.e. there is no synergistic effect,
the consumer's focus is on one specific channel

Cross channel marketing strategy

Cross-channel marketing drives shoppers down the funnel, which drives loyalty and engagement. Due to the
fact that channels are combined with each other, "brands" collect a significant amount of information about
customers, which optimizes the interaction with them. The data obtained from various channels is further used

to create advertising segments, for the subsequent display of personal advertising offers

Omnichannel Marketing Strategy

level of customer loyalty to the brand

Omnichannel marketing is the most effective strategy for targeting specific customers to meet their needs and
wants. In contrast to cross-channel marketing, the degree of integration is significantly deeper, the buyer does
not feel the difference when changing the channel. Omnichannel is a seamless shopper experience with
personalized offers. Customers feel that the company is with him all the way, which ultimately increases the

Compiled by the authors based on the materials of the study

Fig. 1. Distinctive features of marketing strategies used by companies in retail and online trading systems

TO €CTh BO3HUKAET KOMMYHUKAIIVsI, ITO3BOJISIIONIAST BCIICA-
CTBHE UCIOJIb30BAHUSI TEXHOJOTMHU UCKYCCTBEHHOIO NH-
tesutekTa (IoT), mpoBecTy MAEHTU(UKALIMIO ITOKYIIATEIIs
1 BBITIOJIHUTH COTTOCTABJICHUE €r0 JaHHBIX B Pa3HBIX Ka-
HaJjax, 4To, B CBOIO ouyepeab, o3Boaut [Fujimura, 2020]:
* M30eXaTh IMOTepu MHGOPMAIINN;

° MHTETpUpoBaTh HAOOP IMPOLIECCOB, HAIIPABIECHHBIX
Ha yJIy4yllIeHUe mpolecca 00CIyKUBaHUS;

* IPOBECTU UHBEHTAPU3ALUIO U MEPEIUIaHUPOBATh
pacnpeneaeHue pecypcos;

° MEPCOHAIM3UPOBATh NH(OPMAIIUIO, KOTOpasl TIpel-
JlaraeTcs ITOKyIIaTeto, B pe3yabTaTe OpraHu3aluy He-
MPEPHIBHOIO MPOliecCa MOHUTOPUHTA U aHAIM3a TTOBE-
NeHUs TTIOKYMaTess.

Texnonorusa IoT mo3BoJisieT HEe TOJBKO B OMpee-
JICHHOI Mepe TpeackKa3blBaTb, HO W yIpeXaaTh pas-
JIMIHBIC ACUCTBUSI, COBEpIIIacMbIe ITOJIb30BaTejieM (110-
KyIaTejeM) BCIeACTBUE 1eCTBUSI MEXaHU3MOB O0OMe-
Ha MHOpMaIMell B peXXMe peaJlbHOTO BpEMEHM C pa3-
JIMYHBIMU 00JJaYHBIMU CEPBUCAMU, B OCHOBE KOTOPHIX
HaXoITCS CIIeMaabHO CO3AaHHbIC MOJEIN IS y4eTa
IeMCTBUN BceX 0e3 MCKIIOUYEHUS MOJIb30BaTeleii.
OMHUKaHaJbHbIE TTPOAABIbI TOJKHBI pa3padaThiBaTh
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pa3HooOpa3HbIe CTpaTeTMM, KOTOPble HalpaBIeHBI
Ha MpUBJIeUeHUE TTOKYMNaTeJeii He3aBUCUMO OT TOTO,
I7le OHM HaXOMISTCSI, a 3HAYUT UM HEeoOXoIuMo obec-
MeYNTD STATOHHBIN TTOJIb30BATEILCKUI OITBIT, OYKBaIb-
HO Ha KaxXIoM 3Tane B3aumoneiicTBus [[laHiokoBa,
2015]. IMokymaTeabCcKUi MyTh MPEACTABASIET COOOM
3UI3aroo0pa3HbIe IIepeMEILeHNsI, TPOUCXOISIINE MEX-
Iy KaHaJaMW ¥ MHOTOYMCJIEHHBIMHU YCTPOUCTBAMU
(cMapTdOHBI, TJIaHIIETHBIE KOMIIBIOTEPHI, TeKCTOIIbI
M T. I1.), TO3TOMY MapKeToJIoraM HY>KHO TOYHOE TTOHU-
MaHHe pas3IN4uii, KOTOpble IIPUCYTCTBYIOT B MYJIbTHU-
KaHaJbHOM M OMHHMKaHaJIbHOM MapKeTuHre (Tadi. 1).

Pa3Butrie MHTErpMpOBaHHBIX MAPKETUHIOBBIX KOM-
MYHUMKaIii B HU(GpOBOIl Ccpee CBI3aHO C AByMsI Ha-
MpaBIeHUSIMHU: MOOMJILHOTO U PEKOMEHIATEIbHOTO
MapkeTuHra (tabi. 2). MHTerpupoBaHHbIE MAapKETUH-
rOBble KOMMYHUMKAIIMK JOJDKHBI MCTIOIb30BaTh KPOCC-
MeIuiiHbIe KaMIIaHUM (110 IIPMHIIUIY KPOCC-KaHaJIb-
HOTO MapKeTHHTa) C 1IeJIbI0 OpraHu3alluy B3auMOJIeii-
CTBUS C MOTPEOUTEIEM U C TeUeHHEM BpEeMEHM Hapa-
IIMBATh CTEIIeHb €T0 IIPUBEPXKEHHOCTU OpeHIIy/MapKe,
MOBBIIIATH €r0 UHTEpPEeC U, 0E3yCIOBHO, YCTAHABIMBATh
C HAM 3MOLIMOHAJIbHYIO CBA3b [ Muxaiiniok, 2016].
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Tabnmuya 1

CpaBHMTeﬂbelﬁ aHanu3 MyﬂI:TVIKaHaanOIi M OMHUKaHaNbHOM MapKeTMHI’OBOﬁ cTpaterumu

PaccmarpuBaemblii
KOMMOHEHT cTpaTeruu

Myﬂ bTUKaHaJibHagd MapKeTUHroBas cTpareruma

OMHuMKaHanbHas MapKeTUHrosas crparerusa

Llenb, koTopyto npecnegy-
€T flaHHas cTpaterus

MakcumanbHO BO3MOXHbIM 06pa3om pacLumMpnTb obnacTb
oxBata nokynatenei, NPOBECTU ONTUMU3ALIMIO CTPYKTYPbI
3aTparT, NPUXOASALLUXCS HA COAEPXaHMe KaxAoro
OTAEMNbHOro KaHana

MnaBHbIN nepexon Mexay KaHanamu, opraHusauma
MNOCTOAHHOIO B3aMMO,qel7ICTBMﬂ MexXxay pasnnyHbiMu
rpynnamu nokynartenaMmn n npoaasLioM

OCHOBHOW NpWHLWN
paboTbl cTpaterum

KaHan umeet YeTKyo OPUEHTALMIO HA KOHKPETHbI
CErMeHT MoKynareneit unv yAoBNeTBopseT Kakyto-nm6o
notpebHoCTb

EanHas nHdopmaLmoHHas CTpykTypa, obpaTHas CBsisb,
MpakTUYeCKW MOMHbIA OXBaT ayAUTOPUM

®okycupoBka ctpateruu

OpHOBPEeMEHHO 3aJeNCTBYIOTCS HECKOMbKO Pa3HbIX
kaHanos (SMM, e-mail, reonokauus u 1. 4.), Npu 3T0M
KaX/[bl KaHan paccMaTpuBaeTCs OTAENbHO OT APYrUX.
Crpaterus u Lenu Ans Kaxnoro kaHana npopabartbiBalotcs
OTAENbHO

Co3zaaHwue [LONroCpOYHbIX OTHOLLEHMUM, KOTOPbIE BbIFOAHbI
noTpebuTento U KOMMaHUK, Ha OCHOBE OMTUMArbHbIX AN
KOHKPETHbIX YCNOBUI NOPTAENS U3 Pa3fIUYHbIX TUMOB
KaHanos

Konuyecteo kaHasnos,
BXOASLLMX B CTPATErMIO

[octatoyHo 60sbLLIOE KONMYECTBO KaHANoB Mo NPOABMXe-
HUWIO, KOTOpble paboTaloT Kak B OHJalH-CermeHTe (CamThbl,
MOMUCK, PacChbifika, couuanbHble cetu, BebuHapbl), Tak

n B odpnaitH (CMU, peknama, COTPYAHNYECTBO, TPEHMHTK,
pa3nuyHble 0TpacrneBble MeponpUATHS)

WHTerpaums TpaguLnoHHbIX KaHanoB (odonaiiH)

C OHNanH-KkaHanamu (NpuIoXenus Ha cmaptdoHax, SMM
1 T. N.), NP 3TOM KaX[pl U3 KaHaNOB MOXET SBAATHCS
MECTOM, e MPOUCXOAAT KaK MpoAaxu, Tak u 06cnyxu-
BaHWe rnokynartenen

HeobxoaumocTs B
HaNUYnn MHTErpuUpytoLLei
nnatchopmbl Ans paboTbl

Hanuune cneunann3mpoBaHHbIX MHTErPUPOBAHHbIX
nnatdopm Ans pabotbl He TpebyeTcs, oTCyTCTBYET
HEe0obXOAMMOCTb B aHanM3e (0AHOBPEMEHHOM) OFPOMHOrO
maccusa nHopmaLmm

Hannune cneunanu3npoBaHHbIX UHTETPUPOBAHHbIX
nnatdopm Ans paboTbl sBNSeTCs 06s3aTeNbHbIM
ycnosuem (eSputnik, Altkraft, Emarsys v 1. n.)

BO3MOXHOCTb CUHXPOHU-
3upoBaTtb paboTy mMexay
kaHanamu

CWHXpOHU3aLMs MeXAy KaHanamm rnosfHOCTbI OTCYT-
CTBYET, YTO NPUBOAMT K MOSIBIIEHUIO OMNPeLENEHHOro
HeraTMBHOrO BIIMSIHUS Ha NMOJIb30BaTENbCKUMA OMbIT,
BrocneAcTBum obesnnuusas ero. Y nokynatens cosgaercs
HeBepHOe/HETOUHOe NpeaCTaBieHne 0 ToBapax NpoAasLa
n bpeHze

MokynaTenu B3aMMofEeiCTBYIOT C HECKONTbKMMU KaHanamm
[N COBEPLUEHMUs MOKYMKW, TO eCTb OH MPOXOAMT bonee
LJIMHHBIA NyTb K 3aKkady, TpatuT bonbliue CpeAcTs,

a TaKkxe NposABASET NPK 3TOM ONpefeNeHHyLo Nosnb-
HOCTb k BpeHay

Tun B3auMoaencTeuns ¢
nokynarenem

XapakTep B3aMMOAENCTBMS C NOKyNnaTensmMu HOCUT
npakTM4eckn 06e3nnyeHHbIN xapakTep, He NPUHUMAOTCS
BO BHWUMaHWe NPEeANoYTEHNs MOKynaTens npu Bbibope
TMNa kaHana

MepcoHanbHas oKycnpoBka Ha nonb3oBarene, 3agaya
B3aMMOJEWCTBMUS 3aK/o4aeTCs B CO3/iaHuM «Mnonb30Ba-
TENbCKOro OnbITa

Bo3moXHOCTb OpraHusa-
LMK cucTembl obpaTHoi
CBAA3M

MexaHu3Mbl, HanpaBeHHblE Ha OpraHW3aLmMi obpaTHow
CBS13U, AOBOJIBHO YaCTO OTCYTCTBYHOT, YTO NPUBOAUT

k 6opbbe Mexpay KaHanamu 3a OfHUX W TeX Xe nokynare-
nen

MexaHu3mbi/cnocobbl No opraHu3auum obpaTtHoi CBA3N
ABNAOTCS 0693aTeNbHbIM YCNOBUSAMU ANS peanu3aumum
cTpaterum

HeobxoanmocTb nepenpo-
eKTUpoBaHus 6u3Hec-npo-
LIECCOB C Lienbko
nony4yeHnsa makcumanbHO-
ro acpchekta

MpoBeaeHNe PeNHXUHUPHHTa BU3HEC-MPOLIECCOB

B pamKkax cTpateruu He Tpebyetcs, Ans aPpdeKTUBHO
paboTbl LOCTATOUEH MYyFbTUKAHANbHbIA MUHUMYM — LMK
npogax

MpoBefeHne penHXUHMPHUHIa GU3HEC-NPOLLIECCOB
B paMkax paboTbl 3Toi CTpaTernm Heobxoanmo,
TpebyeTcs OMHUKaHanbHas aHanuTvka

CocTaBfieHo aBTopamut Mo Matepuanam UccregoBaHus

Table 1. Comparative analysis of multi-channel and omni-channel marketing strategies

The strategy component
under consideration

Multi-channel marketing strategy

Omnichannel marketing strategy

The aim of this strategy

As much as possible to expand the scope of customers
to optimize the structure of costs associated with the
content of each individual channel

Smooth transition between channels, organization
of constant interaction between different groups
of buyers and sellers

The basic principle of the
strategy

The channel has a clear focus on a specific segment
of customers, or will satisfy any need

Unified information structure, feedback, almost
complete audience coverage

Strategy focus

Several different channels (SMM, e-mail, geolocation, etc.)
are used simultaneously, and each channel is considered
separately from the others. The strategy and goals for
each channel are worked out separately

Create long-term relationships that are beneficial to the
consumer and the company, based on a portfolio

of different types of channels that are optimal for
specific conditions

The number of channels
included in the strategy

Quite a large number of promotion channels that work
both in the online (websites, search, mailing lists, social
networks, webinars) segment and offline (media,
advertising, cooperation, trainings, various industry events)
segment

Integration of traditional channels (offline) and online
channels (smartphone apps, SMM, etc.), while each
of the channels can be a place where both sales and
customer service take place

The need for an integrating
platform to work with

The presence of specialized integrated platforms for work
is not required, there is no need to analyze
(simultaneously) a huge array of information

The availability of specialized integrated platforms for
work is a prerequisite (eSputnik, Altkraft, Emarsys,
etc.).)
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End of the Table

-~

The strategy component
under consideration

Multi-channel marketing strategy

Omnichannel marketing strategy

Ability to synchronize work
between channels

Synchronization between channels is completely absent,
which leads to a certain negative impact on the user
experience, as a result, depersonalizing it, the buyer
creates an incorrect / inaccurate idea of the seller’s
products and brand

Customers interact with multiple channels to make

a purchase, meaning they go a longer way to order,
spend more money, and show a certain brand loyalty
at the same time

Type of interaction with the
buyer

The nature of interaction with customers is almost
impersonal, the preferences of the buyer are not taken into
account when choosing the type of channel

Personal focus on the user, the task of interaction
is to create a « user experience»

Possibility of organizing
a feedback system

Mechanisms aimed at organizing feedback are often
absent, which leads to a struggle between channels for the
same customers

Mechanisms/methods for organizing feedback are
mandatory conditions for the implementation of the
strategy

The need to redesign
business processes

Reengineering of business processes within the framework
of the strategy is not required, for effective work,

Reengineering of business processes within the
framework of this strategy is necessary, omnichannel

in order to get the a multi

maximum effect

- channel minimum is sufficient-the sales cycle

analytics is required

Compiled by the authors based on the materials of the study

Texnonorust Beacon nipeacTasisieT co60it UHCTPY-
MEHT, MMO3BOJISTIONIEH NCIOIb30BaTh OMHUKAHAIBHBINI
MapKEeTUHT B CUCTEME PO3HUYHOI TOPTOBJIU IIJIST CO3-
JAaHUS CIELMaTbHBIX KOMMYHUKAIMOHHBIX KAHAIOB.
DTO MasguKU HEOOJBIIOTO pa3Mepa, KOTOPbIC BBITOJI-
HSTIOT PACCBIJIKY YHUKAJIBHBIX COOOIIEHUI OT OpeHaa
Ha cMapThOH NMPU HAJTUYKUU Y TTOKYMATeNsl COOTBET-
CTBYIOIIETO YCTAHOBJICHHOTO MPUJIOXEHUS, K TIpUMeE -
Py, €C/IW TOKyMaTellb BXOAUT B 30HY PabOThI TAKOTO

Mastyka, OH MOJIyduT push-yBemomiieHue 06 aKIMSIX,
CKUAKaX U CIelMalIbHBIX MpemioxeHusx [Herhausen,
2015]. O600mMB, TIpeACTaBIICHNUS, PACCMOTPEHHBIC
B TPYHax OTEYECTBEHHBIX U 3apyOeXKHbBIX CIICLIMAIIC-
TOB O COZieP>KaHUM KOMITOHEHTOB, BXOISIIINX B OMHHM-
KaHaJIbHYI0O MApPKETUHIOBYIO CTPATEruio, aBTOPHI IIpei-
JlaTaloT cxema, B KOTOpoil c(hopMUPOBAHBI €€ OCHOB-
HbIE COCTABJISIIOIINE, BKJIIOYas yTh, KOTOPHI MPO-
XOOUT MOKyIaTesab (puc. 2).

~
%W MapKeTuHr Ha ocHoBe gIHTgrpMpyroLu,me naatpopmbl Ans
MPUMEHEHIS 0bpabotku VIHd)OpMavLI,VIVI, npescTas
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CocraBneHo aBTopamu no marepuanam nccnenoBaHua

J

M OMHUKaHa/IbHOU MapKeTUHTOBOU CTpaTernax

Puc. 2. OMHVKaHanbHas MapkeTUHroBas CTpaTterus: B3aMMoLencTBrne beacon-TexHonorui
1 MHGOPMALMOHHO-TEXHONIOTMYECKUX UHTETPaTOPOB
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Integrating platforms for information N
processing, presented on the
Russian market
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Compiled by the authors based on the materials of the study

Figure 2. Omnichannel marketing strategy: interaction between beacon-technologies and IT integrators

PaccMOTpuM CTPYKTYpY 3JIEMEHTOB, BXOISIIIUX
B beacon-TeXHOJIOTHIO:
* MasiKi: OHU JOJIKHBI ObITh pa3MelleHbl BO BCEX Me-
CTax, Tae TpebyeTcs B3auMOAeHCTBIE, HAIPUMED, Y BXO-
J1a, Ha UH(OPMALMOHHBIX CTOMKAX WX Y OIPeIeIEHHBIX
MPOAYKTOB;
* MPWIOXEHUE IJIsI CMapTHOHOB: MPUJIOKEHUE TOJIXK-
HO OBITh BKJIIOYEHO [IJIST CBS3M C MAsIKOM, OHO ITOJIy4a-
€T MePCOHATM3NPOBAHHYI0 MHpOopMaLnio 3 UHTep-
HeTa UM COOOIIMaeT O MPUCYTCTBUU MOJb30BaTESI
orepaTopy IUIOIIAaKH,
° TIOCTaBIIMK KOHTEHTA: 00JIauHasi cepBepHasi CUCTEMa,
KOTOpas MpeaoCTaBIsieT CBeAeHUsI O MPOAYKTE, HAaBU-
rallMOHHYIO MOIAEPXKKY MU APYTyI0 UH(GOpMaLMIO
Ha cMapT(OH MOJIb30BATENS B 3aBUCUMOCTH OT MPEI0-
craBjieHHOro KoHrtekcra [[opOyiauna, 2016].

UccnepoBartenbckas yactb [Research part]

MeTomo0r1s McCaea0BaHMS BKIIOYAET aHAIN3 UH-
(bopmalimu, moaydeHHOU U3 OIpoca, MPOBEASHHOTO
KoHcanTuHroBeiMu KoMmmnaHusasMu Coresight Research
u Salesforce, Ha MpeaAMeT MPUMEHEHUST CTPATETUN OM-
HUKAHAJIbBHOTO MapKeTUHTa B CUCTEME PO3HUYHOM TOP-
roBiu. Pe3ynbTaThl MccienoBaHus TTO3BOJISIIOT OIpe/ie-
JINTh TPEHAbl Pa3BUTUS CTPATErMX OMHUKAHAJIbLHOIO
mapkeTuHra B EBpornie u Poccuu, ycTaHOBUTH HEOOXO-
JIUMOCTb MHTETPALIUM B Hee pa3IMYHbIX MTHHOBALIMOHHBIX

MHCTPYMEHTOB, a TAKXKe UASHTU(MULUPOBATh CYLLIECTBY-
[oIlIMe B HACTOsIIee BpeMsl IIpO0JIeMbl B pa3BUTHI OM-
HUKaHaJIbHOU TOprosiu B Poccuu.

B xone uccnenoBanus omnpoiieHo cBbiie 500 me-
HEIKEPOB, PYKOBOIUTEICH PO3HUUYHOM TOPTOBIM, KO-
Topbie paboTtaioT Bo ®panuuu, Urtanuu, 'epmanum,
Hunepnangax, Ucranuu, Benukodpuranun, @UHISH-
nuu, Poccuu u 1. n. EBponeiickue MeHeIKephl, aKTUB-
HO paboTaiolire B pO3HUYHON TOPTOBJIE CUUTAIOT, YTO
OMHUKAaHaJIbHBII MAPKETUHT SIBJISIETCSI IPUOPUTETHBIM
HaIlpaBJIeHUEM, OJJHAKO TOJbKO HeOOJIbIIasi 4acTh I10-
psinka 14 % neiicTBUTEILHO B IIOJHOI Mepe UCIOJIb3Y-
€T MHCTPYMEHTbI OMHUKAHAaJbHOW CTpPaTeruu U IOJIy-
YaeT OT ATOT0 OUIyTHUMBIC BBITOABI. B TO BpeMsT Kak
IMOYTH IIECTh U3 IECSITU OMPOLICHHBIX B XOIIe UCCJIE-
JoBaHUs pykoBoguteseil (58 %), HaxoadaTCsl TOJIBKO
B CaMOM HauaJie IIpoliecca pa3paboTKU CTPaTernIeCKUX
TUTAaHOB, HATTPaBJICHHBIX HAa BHEAPEHNEe OMHUKAHAITBHOM
cTpareruu, ToJubKo 42 % K HacCTOSIILIEMY MOMEHTY UC-
MOJIB3YIOT ACJIOBOM WJIM TEXHUYECKU (popmat ympas-
JIEHUsI OMHUKaHajioM. HecMOTps1 Ha IOBOJIbHO aKTHB-
HOE YIIOMWHAHWE TeXHOJOIMI OMHMKAaHAJIbHOTO Map-
KEeTUHTA B CPEACTBAX MAacOBOM MHMOPMALIMK HA TIPO-
TSKEHUM HECKOJbKUX MOCIEeIHUX JIET, TOIbKO 25 %
OIIPOIICHHBIX PECTIOHICHTOB PACCMATPUBAIOT BO3MOXK-
HOCTb IIPUMEHEHUSI OMHUKAHAJIBHOTO ITOAX0a IIOCPE/I-
CTBOM OPTaHM3allMd MOHUTOPWHTA OMHUKAHAJTBHOTO
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MPOCTPAHCTBA C MOCAENYIOIIUM cOOpoM UHMOpMaTUK
00 yepe3 opraHu3anunio aKTUBHOTO O0CYXIEHUS
KM3HECTIOCOOHOCTU B 11€JIOM OMHUKaHAaJbHOTO TOJI-
Xoma, UCKJJast oUIInaIbHOE pacCMOTpPEeHUE OO -
xera (puc. 31).

HanpHeiinme pa3anynsi B OMHUKAHATLHOM TIOIX0-
Jie BO3HUKAIOT Npu aHaiu3e cTpaH. [IpoBeneHHoOe uc-
cJieoBaHuMe T10Ka3ajo, YTO TOJIbKO YeTBEPTh IPOIABIIOB
B AHIVIMY HavyaJld peajr30BbIBaTh CBOM OMHUKAHAJb-
Hble cTpareruu, a Hunepnannsl, @unnannus, [senus,
Hanust 6oJibllie Bcero 60posuch 3a TO, YTOObI UX CTpa-
Teruu B cpepe OMHUKAHATBLHOTO MapKeTUHTa MPUHO-
CUJIM UM OIILYTUMBIN goxoa. CeroqHsIIHUN Tpuopu-
TeT — B MOJIb3Yy CTPaTeTMM OMHUKAaHAJbHOTO MapKe-
THHTA, U TOJIBKO 8 % pyKoBomuTeneil ctpaH EBporis
3as1BUJIM, UTO HE PACCMATPUBAIOT BOMPOCH! BHEAPEHUSI
OMHMKaHAJILHOTO MapKeTUHTA.

DddekTrBHas paboTa OMHMKaHalla CTOUT AOPOro,
MO3TOMY IO MEpEe TOTO KakK MOSIBJSIOTCS HOBblE KaHa-
JIbl, Pa3BUBAIOTCS MOTPEOUTEIbCKUE TIPEATTOUYTECHUS
U OXXKUJAHMS, TIepell eBPOIeiicKMMU TpoJaBlaMK BCTa-
eT 3a/laya, CBSI3aHHasl C BHEIPEHNEM MHHOBAIIMOHHBIX
TexHoJioruii u ux croumoctrio [Cyxocras, 2016].
PesynbTaThl ccienoBaHMs MOKA3bIBAIOT, UMEHHO (Du-

' Oryer xoHcanTuHroBoit Komnanuu Coresight Research “Omnichannel

in Europe Today Lessons from Leading Retailers”.

HaHCOBbIE TOCJIECTBUS, CBA3aHHbIE C MHTeTpallueit
OMHUKaHaJa sIBJISII0TCSl OCHOBHOM MPO0JIeMOii, o MHe-
Huto 41% pecnionneHToB. Peanm3annss oMHUKaHaIa
TpeOyeT CyIIeCTBEHHBIX MHBECTUIIMI, K TOMY XK€ B Hallle
BpeMSI BCE MEHSIETCS] CTPEMUTEbHBIM 00pa3oM, U MapT-
Hep, KOTOPBI CerofHsI BHITOIEH KOMITAaHUHU, Yepe3
JIBa-TPU rojla MOXeT ye HE COOTBETCTBOBATh MHTEPe-
cam KoMmmaHuu. TpynHO HaliTM KOMITAaHUIO-TTapTHepa,
KOTopasi Obl B TOCTaTOYHOM Mepe IposBiIsiia 3a00Ty
0 MOTPEOHOCTSIX Ballleil KOMITAHUU, YTO ceiaio Obl MH-
BECTULIMU MMO-HAcToseMy cTosiumMu. Coop pa3ind-
HBIX JJAHHBIX O OTPEOUTEIISIX SIBJSIETCS] KITIOUOM K TOMY,
YTOOBI MPEUIOKUTH UM «OECIIIOBHBIIN» OMHUKAHATBHBIN
OIBIT U UATU B HOTY C UX PACTYIIUMU OXUIAHUSIMU.
B T0 ke Bpems1 oTHOIIIEHUE TTOKyTaTeIel K COXpaHHO-
CTHU MX MIEPCOHATbHOI MH(GOPMALIMU MOXET OTIMYATh-
¢S B pa3HBIX CTpaHax, a 3HAYUT, POZHUIHBIC TTPOIABIIBI
U OpEeHIBI JOJKHBI 00513aTeJIbHO YUUTHIBATH 3TU HIO-
aHcbl. O0s13aTeIbHBIM YCJIOBUEM SIBJISIETCS COOJIOCHUE
cBona esporeiickux npasui General Data Protection
Regulation (GDRP) (06paboTka rmepcoHalbHBIX TaHHBIX
B EBporie mis MexayHapoIHOTO pbiHKa WH(poOpMaIu-
OHHBIX TexHoIUIorui). KoHbuaeHaibHOCTh U 6e30-
MaCHOCTb JJUYHBIX JAHHBIX SIBJISIIOTCSI TJIAaBHBIM TTPUO-
PUTETOM IIPU Pa3BUTUM OMHUKaHaa (Tabum. 32).

2Tam xe.
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He B nproputete WccnepoBaHme Paccmotpenne Pa3spaboTtka cTpa-  Wcnonb3oBaHue MonHoueHHoe
[Not a priority] [Study] [Review] Terym [Strategy  yactt KOMMOHEHTOB npvMeHeHne
development] [Using part of the [Full-fledged
components] application]

Craamns pa3BUTUA OMHWKaHAAbHOWN CTpaTernm
[Stage of development of the omnichannel strategy]

Wctounuk: [OTueT KoHcanTuHroBow komnanum Coresight Research «Omnichannel in Europe Today Lessons from Leading Retailersy] / Source: [Report
of Coresight Research consulting company “Omnichannel in Europe Today Lessons from Leading Retailers”]

Puc. 3. EBponenckme npofasLpl: OLEHKa TEKYLLEN CTafuW 3PENOCTU OMHUKaHaMbHOW CTpaTerum
Figure 3. European sellers: assessment of the current stage of maturity of the omnichannel strategy
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Tabnuya 3
Mpuoputer npobnem eBponenickMx NpoAaBLLOB NPy pa3BUTUM OMHUKaHana
Mpo6nemsl peanusalum oMHUKaHana YpoBeHb BaXKHOCTW npo6nembl
MepBoHayanbHble 3aTpatbl/pacxofibl, CBA3aHHble C BHEAPEHUEM OMHMKaHana 1
KoHdupaeHumanbHoCTb 1 6e30MacHOCTb NMYHOM UHGOpMaLMK 2
VIHTerpaLmm TexHonormm B yxe CyLLECTBYIOLLME OnepaLum 3
Pa3po3HeHHble opraHu3saLumn CTpyKTypbl 4
®parmeHTauns npoduns NokynaTens u3 pasHbix KaHanos 5

Mctounuk: [OTyeT KoHcanTuHroBon komnanum Coresight Research “Omnichannel in Europe Today Lessons from Leading Retailers”]

Table 3. Priority of problems of European sellers in the development of the omnichannel

Problems of omnichannel implementation The level o:):ombﬁgll"tiance of the
Initial costs / expenses related to the implementation of the omnichannel 1
Privacy and security of personal information 2
Integrating the technology into existing operations 3
Disparate organizations structures 4
Fragmentation of the buyer’s profile from different channels 5

Source: [Report of Coresight Research consulting company “Omnichannel in Europe Today Lessons from Leading Retailers”]

IIpoBeneHHOE UCClIeIOBaHUE OIIPEAC/IIIO OMHIKA-  YWJIM B pe3yJIbTaTe 3TOrO POCT BEIPYUKY (He MeHee 5 %)
HAJIbHBIX JIUAEPOB KAK TEX PECIIOHICHTOB U3 KOMIIAHUU, 34 MOCJAeAHMIT (PUHAHCOBBII ro (puc. 4°).
KOTOpBIE K HACTOSIIIEMY MOMEHTY peaan30Balu BCe
BO3MOXHOCTU OMHHUKaHAJbHOTO MapKEeTUHTa U MOy~

3 Tam xe.

MepcoHanusaums Ha OCHOBE UCKYCCTBEHHOTO WHTEEKTa MO KaHanaM W ycTpolicTBam
[Artificial intelligence-based personalization across channels and devices]

Kpocc-kaHanbHoe obcyxuBaHme kaneHtoB [Cross-channel customer service]

lMokynka CoBepLUeHHas B OHMalHe ¥ BO3BPALLEHHAs B PO3HWYUHBIA MarasuH
[A purchase made online and returned to a retail store]

BbicTpoTa opopmnenus 3akasa [Quick order processing]

Mpoctota opopmnenuns 3akasa [Easy to place an order]

EAvHBIA BYA Npoduasa nokynatens Yepes TOUKM COMPUKOCHOBEHMSA
[A single view of the buyer's profile through the points of contact]
Vcnonb3oBaHvie MOBUNbHbIX BO3MOXHOCTEV B PO3HWYHOM MarasviHe
[Using mobile features in a retail store]

Mporpammbl nosnbHocTK [Loyalty Programs]

3anacsl TOBapoB Mara3uHe [Inventory of goods in the store]

MoKymKun COBEPLUEHHbIE B OHMAlHE, HO 3abpaHHble 13 PO3HWUYHOTO MarasnHa
[Purchases made online, but taken from a retail store]

C60p AaHHBIX M3 CTOPOHHUX MCTOYHNKOB

[Collecting data from third-party sources]

MpoaBWHYTHI YPOBEHb PabOoThl C AaHHBIMU U aHANUTUKOMN

[Advanced level of working with data and analytics]

MPOABMXKEHME NOANTUKN LLEHOOBPA30BaHUA MEXAY BCEMU KaHanamu
[Promotion of pricing policy between all channels]

CnekTp BO3MOXHOCTEN OMHWKAHa/IbHOrO MapKeTUHra
[The range of omnichannel marketing opportunities]

\ \ \
0 50 100

B /mpepsl [Leaders] [ OcranbHbie [The rest] YpoBeHb BHeAPeHWS
[Implementation level], %

Wctounuk: [OTueT KoHcanTuHroBon komnanum Coresight Research “Omnichannel in Europe Today Lessons from Leading Retailers”] / Source: [Report
of the consulting company Coresight Research “Omnichannel in Europe Today Lessons from Leading Retailers”]

Puc. 4. BHegpeHvie eBponencknmMm npogasLiaMn OMHWUKaHaNbHbIX BO3MOXHOCTEN
Fig. 4. Introduction of omnichannel capabilities by European sellers
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Kommnanum nmunepsl, MCIIOIb3YIOIIe OMHUKAHAb-
HBIX TEXHOJIOTUM, OTHOCST K YMCITy CBOMX MIPUOPUTETOB
M KpaTKOCPOYHBIE 1IeJIM, CBSI3aHHbBIE C YBEJIMYECHUEM
MPOJax, HO OCHOBHOM MPUOPUTET OTAAETCS ITPU ITOM
JIOJITOCPOYHBIM CTpaTernueckuM LesisiM. U3 pucynka 54
ClIeAyeT, YTO KOMITAaHWUM, JTUAMPYIONIME B IPUMEHEHUM
OMHUKAHAJIbHBIX TEXHOJIOTUI, PYKOBOICTBYIOTCSI B OCHOB-
HOM JOJITOCPOYHBIMU 1IEISIMU:

* JIydeHMEM JOCTYIIa K HOBBIM CErMEHTaM IOKYIIaTeJIeii;
* TTOBBIIIEHUEM IIEHHOCTH 3aIIPOCOB KaXXI0T0 MOKY-
narteJisi;

* TIOBBIIIEHUEM OIePalIMOHHON 3(P(HEKTUBHOCTH 1 T. 1.

Tomn-MeHemKepbl OOJBIIMHCTBA KPYITHBIX €BPOTIEH-
CKMX KOMIIAaHW# aOCOIIOTHO YBEPEHBI B TOM, YTO PO3-
HUYHBIE Mara3uHbI TTO-TPEXKHEMY OyIyT UTPaTh BAXKHYIO
pOJIb B OMHUKAHAJIbHOI TOPTOBJIM, HO C TeYEHUEM
BPEMEHU POJib, OTBOAMMAs Mara3mHam, U3MEHUTCS.
IIpennonaraercs, 4To TpaHcopMalus OyIaeT Mpouc-
XOIUTh BOKPYT INIABHOTO KaHaa IMPoIax, I1e B TEKYIIHe
MpolLieCcChl BOBJIEUCHUSI TTOKyIaTeIeil OyayT UHTerpu-
poBaHbI IM(POBBIE TOUYKU CONTpUKOoCcHOBeHUs (Jelassi,
2020). MHTepaKTUBHBIC TEXHOJIOTUM CTAHYT KIIOUEBBIM
aCIIeKTOM pa3BUTHS M Mara3smHOB U TTO3BOJISIT IIPUBJICYb
HOBBIX TMOKYIIaTeJeli Ha OCHOBE IMPEIOCTaBIECHUS 10-
MOJIHUTENbHOM nHbopManuu. [Topsiaka 22 % koMmmaHui
JUAepoB B chepe OMHUKAHATbHOTO MAapKETUHTA BbI-
Opajii UCIOJIb30BaHNE UHTEPAKTUBHBIX TEXHOJIOT Ut

4Tam xe.

B BUJI€ UHTEJUIEKTYaJIbHBIX 9KpaHOB. McKycCTBEHHBII
WHTEJIJIEKT, beacon-TeXHOJIO0TUM, BUPTyaIbHAsl peab-
HOCTb, SIBJISIIOTCS] HanboJ1ee 3(hheKTUBHBIMU CPENCTBAMU
MPUBJIEYECHU S MTOKYIIATEIEN.

TexHoMOTMYECKHii acleKT UCTTOIb30BaHus beacon-
TEXHOJIOTUIT K HACTOSIIIIEMY MOMEHTY TOCTYTIEH B TIOJI-
HOM o0beMe, Tak Kak 93 % pecroHIEHTOB BIAaACIOT
cMapTdoHoM, 58 % 3HAIOT U UCTTIOJIb3YIOT TEXHOJOTHUIO
Bluetooth u Toapko 30 % He ucnob3yior ero. Paccmo-
TPUM pe3yJbTaTbl KOMMEPUYECKOTO UCIOJb30BAHUS
beacon-texHosoruu (puc. 6).

ITocne o1leHKM TEXHOJIOTMYECKON FOTOBHOCTHU K BHE-
JIPEHMIO/MCTIONB30BaHMI0 beacon-TeXHOIOTUH, PACCMOTPUM
MECTa HCIOIb30BAHUSI MAsSTYKOB. BOJIBIIIMHCTBO pecoH-
neHToB (79 %) cuuTaloT, YTO UCIIO/Ib30BaHE MasTYKOB
11e1ecO00pa3HO /17151 TMTIEPMAPKETOB, TOPTOBBIX LIEHTPOB,
YHUBEPCATbHBIX Mara3uHOB, a3POTOPTOB U T. 1., OLIEHUBAsT
MPpU 3TOM JAHHYIO TEXHOJIOTHIO KaK Ioje3HyI0 (puc. 7).

EBporneiickue KoMnaHuu, paboTaloiye B CErMeHTax
B2B u B2C u nunupyroiiue B IpUMEHEHUN OMHUKa-
HaJIbHBIX TEXHOJIOTU, HECMOTPS Ha TEKYIIIME TPYTHOCTH,
CMOTJIM BBITU 32 paMKU CBOUX TEKYIIINX OM3HEC-CTpa-
TEruil U COCPENOTOUUTHCS] Ha BBICTPAMBAHUM YTIITYOJIeH-
HBIX B3aUMOOTHOIIEHU ¢ ToKymnaTesssMu. OpueHTanus
KOMIIaHUI-JIUEPOB Ha TIOKyMaTeeil Mpy peain3aliuu
KaK MHBECTMIIMOHHBIX, TAK 1 OMHUKAHAJIBHBIX ITPUO-
PUTETOB Mpe/IoiaraeT, YTo OHU OYIyT B MOJHOK Mepe
clenoBaTh TpeHaaM. B ucciaenoBaHuM pyKoBOaUTENEH
KOMITaHMIA UM 3a/1aBaJii TPU KITFOUEBBIX BOIPOCA C 11EJbI0

lMoBblweHne Npubbin [Increase in profits]

MpUUMHbBI BHEAPEHWS OMHUKAaHaNbHOrO MapKeTuHra
[Reasons for the introduction of omnichannel marketing]

YnydlleHne nokasaTenei BHyTpeHHero ToBapoobopoTa
[Improving the indicators of domestic trade turnover]

Poct uncna npogax [Sales growth]

YBenmueHmne foneli pbiHka pasaeneHHbIX Mexay CerMeHTamm
[Increase in market shares divided between segments]

YBennyeHue nokasareneli onepatuBHON 3GHeKTMBHOCTU
[Increase in operational efficiency indicators]

OTKpbITVIE HOBBIX CErMEHTOB NOKynaTenei
[Opening up new customer segments]

YnyumeHme MeXaHW3MOB MOAAEPXKHN non(ynaTenel?l

[Improving customer support mechanisms]

m Jlngepsi [Leaders]

m OcTanbHble [The rest]

[ I I 1
0 20 40 60

SPdeKTMBHOCTb BHEAPEHWA
[Implementation efficiency], %

WcTounmk: [OTtuet koHcanTuHroBow komnanum Coresight Research “Omnichannel in Europe Today Lessons from Leading Retailers”] / Source: [Report
of the consulting company Coresight Research “Omnichannel in Europe Today Lessons from Leading Retailers”]

Puc. 5. OcHOBHble NMPUYMHbI, CBA3aHHbIE C BHELPEHWEM OMHMUKaHaNbHOTO MapKeTUHIa eBPOMNeNCK1MM NpoaasL.amm
Fig. 5. Introduction of omnichannel capabilities by European sellers
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ornpeneseHUsT OyAylIUX TPEHIOB B Pa3BUTUU OMHUKA-
HajbHOro MapketuHra [Christoforou, 2019].

EBpOI'IeI‘;ICKVIe MarasuvHbl NCNOJIb3yHoLL e Beacon TexHonormm

[European stores using Beacon technologies]

YMPABNEHUE T. 9 Ne 1/2021. C. 112-126, Ca3oHoB A.A., CasoHoBa M.B.

Bompoc Ne 1: «[Tirarupyete v Bbl, pa3BuBaTh B paM-
Kax Barieit koMIaHuM MHIMBUIyaTbHOE O0OCITy>KMBaHUE

nokymnareneii?» [IpumepHo 25 % 13 uuncia ONpoLIeHHBIX

CnewupnanmsmpoBaHHble MarasnHbl (aKOro/bHble, LiBETOYUHbIE, MEKapHW)
[Specialty stores (alcohol, flower shops, bakeries)]

MaraswuHbl ogexabl [Clothing Stores] (H&M, C&A, Zara)

YnnyHble Marasutbl [Street stores] (Jack Wolfskin, The North Face)
[wnckayHTepsl [Discounters] (Aidi, Lidl)

JlekapcTBeHHble MarasuHbl [Drug Stores] (Rossmann, DM, |hr Platz)
MebenbHble MarasuHbl [Furniture stores] (IKEA, HOFF, Mobel Boss)
YHuBepcanbHble Mara3uHsl [Department stores] (Karstadt, Galeria Kaufhouf )
Xo3aicTBeHHble MarasunHbl [Hardware stores] (Obi, Bauhaus)

Toproseble LieHTPbI [Shopping centers]

MaraswHbl 3nekTpoHumkw [Electronics Stores] (Mvideo, Media Market, Saturn)

TvnepmapkeTtbl [Hypermarkets] (Globus, Metro, Real, Kaufland)

\ \ \
0 50 100

Mcnonb3oBaHve beacon-TexHONOTMIA B €BPOMENCKUX MarasuHax
[Using beacon technologies in European stores], %

Wctounuk/Source: [Christoforou, 2019]

MecTo ncnonb3oBaHws beacon-TeXHOAOTMM BHYTPM Mara3uHa

[Place of use of the beacon technology inside the store]

Puc. 6. Kommepyeckon ncnonb3osaHne beacon-TexHONOrMn B €BPONENCKUX Mara3nmHax
Fig. 6. Commercial use of beacon-technology in European stores

Kacca: perncrpauma v oniata ¢ NOMOLLbHO CMapThoHa
[Cash: registration and payment with assistance of smartphone]

OTZen HaMUTKOB: NPEANOXKEHMSA NMOKa3bIBAOTCA Ha LMGPOBOM Ancriee
[Drinks department: offers are shown on a digital display]

Pazgen kode: nokas BMaeo o npolecce BbipallmBaHus kode [Coffee
section: showing videos about the process of growing coffee]

PpyKTOBO-0OBOLLHOW paszen: NPeANoXeHVA Noka3biBatOTCA Ha
umdposolt BUTpuHe [Fruit and vegetable section: offers are
displayed on a digital showcase]

Ha ocHoBe LMdpOBOro crnucka xenaembix TOBapOB, COCTaBAAET-
€A onTUManbHbI MaplpyT [Based on the digital list of desired
products, the optimal route is created]

Mocne Bxoza: UndpoBas peknamMHas MCTOBKA C HeAebHbIMM
akumamm [After signing in: Digital flyer with weekly promotions]

IMpw BXOZE: NPVBETCTBEHHbIE 3KpaHbl, 6eCrpoBOAHOE COeANHEHNE
[At the entrance: welcome screens, wireless connection]

\ \ \ \ \
0 20 40 60 80

Mcnonb3oBaHWe beacon-TexHoNOMMK B MarasuHe
[Using the beacon technology in the store], %

Wctounuk/Source: [Christoforou, 2019]

Puc. 7. [MoteHumMansHoe npMMeHeHne beacon-TexHONoOrn B runepmapkeTe
Fig. 7. Potential application of the beacon technology in the hypermarket
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PECIIOHIEHTOB TUIAHUPYIOT MHBECTUPOBATh B 00yUeHUE
1 TIOBBIIIEHUE KBAIU(UKALIMY TIEpCOHAJIA, 3HAUUTEIb-
Hble AeHexXHbIe cyMMbl B 2020—2021 rr.

Bompoc Ne 2: «Kakum ob6pazom Brr orcnexuBaere
MMOCTOSTHHO MEHSIOIINECS OKUIaHUS ITIOTpeOnTeneii?»
Cpeny ONpOoLIEHHBIX pecrioHAeHTOB 31 % nunepoB yxe
ceilyac roToBbl Ha4aTh MHBECTUPOBAHKE B ITOTPEOU-
TeJIbCKME UAEU Ha MPOTSKEHUU CIIEAYIOIIEeTo rojaa.

Bompoc Ne 3: «Yto Bel miaHupyeTe clieaTh, YTOObBI
MpUBJIeYb TTOKYyMaTeNIeil B CBOM Mara3uHbI?» CorjaacHO
JAHHBIM IIPOBEJECHHOIO OIIpOoca, COOCTBEHHbIE MHTEP-
HEeT-CaiThl KOMIIAaHUH, PO3HUYHBIC Mara3uHbl U ITAPTHEPHI
SIBJISTIOTCSI TpeMsT HanboJiee pacrpoCTpaHEeHHbBIMU KaHa-
JIaMH, MCITOJIb3YEMbIMU €BPONEHCKMMHU MPOJaBLIAMU.

3akntouyeHune [Conclusion]

EBpomeiickue pogaBLbl aKTUBHBIM 00pa30M BEAyT
00pbOY 3a TO, YTOOBI HE OTCTABaTh OT PACTYLIUX C Ka-
KIBIM THEM OXUJAaHUU ToKyraTeneid Ha (hoHe cTpe-
MUTEJIbHO MEHSIOIIMXCSI PhIHOYHBIX ciJT. Ha ocHOBaHMM
MOJIYYEHHBIX B XOJIe MCCJIeNOBAaHUS TaHHBIX aBTOpaMu
ObUIM CPOPMUPOBAHKI CIEAYIONINE KIIOUEBbIE BHIBOIbI,
CBSI3aHHBIC C PA3BUTHEM OMHUKAaHAJIbHOTO MapKeTHH-
ra B €BpOINEUCKUX CTpaHax.

1. OmHUKaHaJIbHAsI MAPKETUHIOBAs CTpaTETHsl TPpe-
OyeT OOJIBIINX 3aTPaT CO CTOPOHBI MaPKETOJIOTOB, YeM
mobast npyrasi CTpaTeTusl, MpU 3TOM UHBECTUPOBAHUE
B CIIEKTP Pa3JIUYHBIX OMHUKAHAJIbHBIX TEXHOJOTUM
MO3BOJISIET HE TOJBbKO pa3BUBaTh, HO U KAY€CTBEHHbBIM
00pa3oM yJy4iiaTh KJIUEHTCKUI OTBIT, JOOUBATHCS
MOCTOSTHHOTO, a IJIaBHOE, CTAOMJILHOIO POCTa JOXOHO0B.
Komnanuu, ucronb3yloime yxe ceivyac B CBOel npa-
KTHUKE OMHUKaHAJIbHbIE TEXHOJOTUM, CMOIJIA COXPAaHUTh
nopsinka 90 % CBOMX KJIMEHTOB B 3TO HE MPOCTOE IS
TOProBOTO OM3HECa BpeMsl.

2. TexHoJ0rMM OMHMKaHAJIbHOTO MapKEeTUHTA SIB-
JISIIOTCSI 0€3yCIOBHBIM TTPUOPUTETOM JIJ1s1 OOJIBLIMHCTBRA
€BPOIEHCKIX KOMITAaHUI paboTaIoMINX B CUCTEME TOP-
roByiu. [TomHOCTBIO BHEAPWIM OMHUKAHAJIbHBIE TEXHO-
Joruu nopsinka 14 % u3 4ucia oNpoIIeHHBIX B X0/Ie
HUCCAeA0BaHUS KOMIaHWii, Torga Kak 60 % xKoMmmaHui
TOJIBKO COOMpPAIOTCSI HAUMHATh PabOTy ¢ OMHUKAaHAaJIb-
HOM MapKETUHTOM.

3. OMHUKaHaJIbHbIE TEXHOJIOTUU OKa3bIBAIOT HA I10-
KyIaTeJieid MOJOXUTEIbHOE BIUSHUE, TO €CTh MOXHO
TOBOPUTH O POCTE JOSUILHOCTU K KOMITAHUU, a 3HAYUT,
MOHUTOPMHTI 1 MOCJEAYyIoIasi ONTUMU3ALNS KaHAIOB,
UCMOJBb3YIOLUIUXCA 1151 KOMMYHUKALUNA C LEJIEBON
aynUTOpUE, OYayT OCcTaBaTbCsI HEOOXOMUMBIMU YCIIO-
BUSIMU yCIieXa WM Pa3BUTHUS CTpAaTEernii OMHUKaHAIb-
HOro MapKeTHHTra.

4. BospacTtalomuii ypoBeHb KOHKYPEHIIUU CO CTO-
POHBI OHJAaWH-TOPrOBIIU, SIBJSIETCS HOMUHAHTHBIM
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(GaKTOpOM pa3BUTHUSI POZHUYHBIMU MPOJABLIAMU OM-
HUKaHAJbHBIX CTpaTeTUli, HO MPUCYTCTBYIOT OIpeae-
JIEHHBbIE CJIOKHOCTH, CBSI3aHHbIE MHTETpallMeil HOBBIX
cucteM (K mpuMepy, beacon-TeXHOJIOTHI) B CYIIIECTBY-
rourre onepanuu. EBponeiickue mpoaaBlbl TAKXKe CTaj-
KMBAIOTCS C OMpeneIeHHbIMU TTpodieMaMu B 00J1acTr
0e30MacHOCTU KOH(MUICHIIMAJIbHBIX TaHHBIX CBOUX
TMOKyTIaTeJei TP UCITOJIb30BAHNY UMW OMHUKaHAaTb-
HBIX oMnepalui.

5. KoMmaHuu Juaepbl B UCIOJIb30BAaHUM OMHMKA-
HaJbHBIX CTPATETUil BCeraa MpecieayoT J0JATOCPOYHbIC
e, B TOM YHCJIEe 1IeJIM, CBSI3aHHbIE C YKPEIJIECHUEM
B3aMMOOTHOIIICHUI ¢ KJIMEHTAMM, MMOBBIIIIEHUEM T10-
Kazartejeil onepauuoHHoi apdekTuBHocTU. KpaTKko-
CPOUYHBIC BBITOIBI, TAKWE KaK YBEIMUEHHNE TPOJaAXK,
He BXOJST B YMCJIO UX MPUOPUTETOB.

6. B mpencraBieHuy eBpONENCKUX KOMITAHUM, SIB-
JISIIOIIMXCS JIMAEPaMU B MCITOJIb30BaHUM OMHUKAaHaJb-
HOTO MapKeTHUHIa, Mara3uH OYIyILEro SBISIETCS MECTOM,
B KOTOPOM o(aaitH-IIpoaaky JOTIOJIHSIFOTCS Pa3IMUHbI-
MU IM(POBBIMU KaHAIaMU, MpeJiarasi B3auMOIEUCTBYE
C TIOKYIIaTe/ISIMU, TIEPCOHAIM3ALINIO U OIBIT, KOTOPBIE
MOKyIaTeau Obl He CMOTJIM Moay4YuTh B UHTepHeTe.

B 1ieniom, ycnyru, ocHoBaHHBIE Ha TexHosoruu Beacon,
MPEeACTaBISIOT COOOM TOBOJIBHO MEPCHEKTUBHBINA MO~
XOJI, HO TOJILKO MPU YCJIOBUM, YTO BXOIST B CTPATETUIO
OMHMKaHaJIbHOTO MapKeTruHra. K HacTosiieMy MOMeH-
Ty TIOIABJISIIONIAS YACTh MOKYyTaTeIeil aKTUBHO MCTIOJb-
3yeT cMapTGOH IS TOJyYeHUs Pa3IUIHON JOMOJIHM-
TeJbHOU MHdopMaumu o ToBape. Mcmoab3oBaHue
TexHojoruu Beacon s mpenocTaBieHUsI KOHTEKCTHO-
crieunuyeckoil MHPOpMaLIUU CO3JaeT «0eCIIOBHBIN»
OMBIT COBEPILICHMSI MTOKYITOK. TeXHNYeCKMEe acIeKTHI,
CBSI3aHHbIE C IPUMEHEHUEM T€XHOJOTUU, UMEIOT J10-
CTaTOYHO XOPOIIIMe TePCIEeKTUBBI, TaK KaK MOIIepKKa
Bluetooth u noakitoueHue K MHTepHETY LIMPOKO pac-
MIPOCTPAaHEHBI B COBPEMEHHBIX MOJIEJISIX CMapT(OHOB.
Takke TeXHUUECKME acIIeKThl CTaBsIT Iepel MoKyIaTe-
JIeM OUJIeMMY, KOTopas 3aKJI04aeTcs B TOM, TOTOBBI
JIVI TTOKYTIATEeJIU TTOEJIUTHCSA CBOEW MEePCOHAIbHOMN WH -
dopmannii ¢ pO3HUYHBIMU IPOJABLIAMU C 1IEJIbIO YIIy4-
IIeHUS TIpoliecca MOKYNKHU B pe3yJabTaTe 3KOHOMUU
BpeMeHu. Ecu MBI goryckaemM, 4To o011asi OMHMKa-
HaJIbHasi MAPKETUHTOBAsI CTPATErusl JOCTATOYHO XOPO-
1110 TIpopaboTaHa, TO MOKYyIaTeab B MOJHON Mepe Mo-
JIy9aeT WHANBUAYAIbHBIN MTOAXOM, YTO HE TOJIHKO YBe-
JIMYMBAeT MPOAaXKu, HO U TOBBIIIAET JIOSJIbHOCTD I10-
KynaTesist K OpeHay Mpy HU3KUX 3aTpaTax Co CTOPOHBI
npojaBlia BCAEACTBUE TOTO, YTO MPAKTUYECKU BCE
MpPOILIECChl aBTOMAaTU3UPOBAHbl. AHAJIN3 NaHHbBIX, MO-
JIyUEHHBIX OT MasiYKOB, ITO3BOJIUT BJIaeJIbIly Mara3uHa
JIy4d1lle TIOHSTh MPEeANOYTeHUS U MOBEIeHUE CBOUX ITO-
KymaTtejieii. AHaAn3 TakKoi MHMOpMALIUU TTO3BOJUT



aJanTUpPOBaTh KaAPOBbIA MOTEHIIMAN, OTIPEAETUT Yachl
paboThl Mara3uHbl, aCCOPTUMEHT TIPOAYKIIMU U T. 1.
OcraeTcs psii HepellleHHbIX BOITPOCOB, CBSI3aHHBIX
C UCIMOJb30BaHUEM beacon-TeXHOJOTUU B CUCTEME
pO3HUYHOI Toproau. CucTema noka emie He ToJIydu-
Jla LIMPOKOTO pacnpocTpaHeHus: B EBporne (uckitoue-
HuewM sBisiercst peiHOK CIITA). HanpaBneHust Oynyimx
HCCIIeTOBAaHUI JOJDKHBI OBITh (POKYCUPOBATHCS Ha He-
MOCPEJCTBEHHOM BOCTIPUSITUM YCJIYT TAKOTO pojia Mo-
TpeOUTeNSIMU, K IPUMEPY, BO3MOXHOCTb 3aIlycKa

YMNPABJNTIEHWE T. 9 Ne 1/ 2021. C. 112-126, Ca3oHoB A.A., CaszoHoBa M.B.

MUJIOTHBIX MIPOEKTOB B HEKOTOPBIX KPYITHBIX TOPTOBBIX
ceTax. [IpoBemeHHOE UccIe0BaHNE TAKXKe HE CMOTJIO
TOYHBIM 00pa3oM YCTaHOBMUTb B3aMMOCBSI3b MEXIY
npoaaxamu ¢ UCHOJb30BaHUEM OMHUKAHAJIbHBIX TEX-
HOJIOTUI U beacon-TexXHOJOTUI ¢ MapxXKOoil, KOTOPYIO
MOJTyJaloT mpoaaBiibl. OMpeaeuTh TaKylo B3aUMOCBSI3b
BO3MOXHO, €CJIM pa3paboTaTh OIpeaeaecHHbIE paMKH,
KOTOpbIE CMOTYT MOKa3aTh aHAJIUTUYECKHUE U orepa-
TUBHbIE BBITOMIBI, a 3aTEM UCIIOJIb30BaTh UX B KAUECTBE
MPaKTUYECKO OCHOBBI OYAYIIUX UCCIECAOBAHUIA.
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