E-marketing communications

Dr.Eng.

Hassan Ali Al-Ababneh
Professor of E-Marketing




J\ ABABNEH

3

ALL RIGHTS RESERVED
Y daal)

02025 — 21446

daadilgd) Aoy dsleal)

Libagl) A<al) Bydla (ol 1A o)
National Library Deposit No
(2024/10/5675) :.\.,

VL) /[ lanaa) g 55 [/ g SN Gaguiil: il
[N L) LiaslsiSs [/ clalaial) //lllginall/ /i)

Ayl A ALl
20 < pien bl T A« 0 dal! « fenke
00962 79 529 4400 ;42a
- | g slswage putlishers Bgmallcom

dlololl cndlguut b
Dar Al- Swaqge Alelmieh
For Publishing and - Dlitribution

ﬁl/ma/(-(fw‘a/m
2k — i alae 5 jlee — sl — Y1 - Clee

+ 962 795294400: —i»
1111 : usdl el — 1472 : 0
E-Mail: dar.alswage.publishers@gmail.com
Ma g Yy adeas g2 o8 B g il JalS AR forey
S de S g (s ol Aboglt ASLI 81 oy e bl
All rights reserved . No part of this book may be
reproduced , stored in a retrieval system or
transmitted in any form or by any means without
prior permission in writing of the Author
5 S e i) 3L o Y ¢ Abgis G4iH1 ot
b alds of Claglall Bslenl Blas 3 anjé o aws s &
. uﬂj&\ P G ‘;far 03 T J&.ﬁ’ﬁ\ UAJQ

(sl (Glsmall S8

ISBN 978-9923-9404-5-7 (&ay))

2 www.ababneh net


mailto:dar.alswaqe.publishers@gmail.com

J\ ABABNEH

In the name of Allah, the Most Gracious, the Most Merciful

A word of thanks and gratitude

He who does not thank people does not thank Allah

| must first thank Allah Almighty who enabled me to reach this high
academic level. | also extend my thanks and gratitude to the arbitration
committee that evaluated the book for teaching purposes and my
continued thanks to my honorable professors. | have all the respect and
reverence for you for expressing your opinion and recommendation for
the scientific status of the book. This is a certificate that we are proud
of.

1. Professor Dr. Naji Maala - Professor of Marketing

2. Professor Dr. Mahmoud Abu Dalbouh - Professor of Marketing

3. The honorable uncle Ahmed Al-Mathani - Arabic language teacher.

3 www.ababneh net



J\ ABABNEH

4 www.ababneh net



J\ ABABNEH

Dedication

To the soul of my dear mother... May God have mercy on
her and make her dwell in a spacious paradise... To my
beloved father, the symbol of giving... May God grant

him health and wellness. To my brothers and sisters who

were my support at every moment and the best support...
to my virtuous wife... to the joy of soul, spirit and heart,
to my budding children, Karam and Kamila.

5 www.ababneh net



J\ ABABNEH

6 www.ababneh net



J\ ABABNEH

Abstact

This book is written to explain the scientific and practical aspects in the field of
studying electronic marketing communications. The main attention is paid to the
theory of development and historical development of marketing communications.
The need for communications as an integral part of the electronic marketing strategy
of the organization is discussed. The main features of the development of online
marketing communications in the world are highlighted, as well as trends and
techniques for designing modern online marketing communications. It is proved that
modern business organizations need to organize online promotions in order to
increase sales of goods and services and increase market share.

The conceptual need to use advertising and public relations in an electronic
marketing strategy is discussed in order to increase brand awareness, increase
profits and form a positive reputation of the organization. The main features of
organizing personal sales to the target audience of the organization and attracting
potential customers are considered. Direct electronic marketing for modern
organizations is covered through a conceptual approach.

Particular attention is paid to the characteristics of electronic marketing
communications and their impact on consumer behavior, the main methods and
tools for stimulating the increase in sales of modern organizations in a competitive
environment, the most important methods and main tools for assessing electronic
marketing communications are formed. The theoretical and methodological
methods obtained as a result of practical practice are determined with the possibility
of using them as a tool for understanding the need to use and apply electronic
marketing communications in the activities of an organization.

We hope that these results will be useful for university students, postgraduates,
educational institutions and businessmen. This book will contribute as a reference
material for studying the theoretical foundations of electronic marketing

communications
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This book illustrates the theoretical study and development of scientific and
practical recommendations on electronic marketing communications in business
organizations using innovative digital technologies. The development of innovative
digital technologies is characterized by their application in areas of the global
economy, including electronic marketing. The introduction of digital technologies
in the main types of electronic marketing activities contributes to the increase of the
competitiveness of the organization and the advantages of transactions in accordance
with international business standards.

Modern electronic marketing cannot be imagined without electronic marketing
communications. The rapid development of innovative Internet technologies has led
to the emergence of new forms of marketing communication tools that have not been
previously used in the marketing communication activities of organizations. The
transfer of information is no longer one-way and equally directed. Organizations are
in constant contact and exchange information at high speed with their customers and
investors. It also shows the importance and necessity of finding modern electronic
marketing communications tools to improve business efficiency, increase brand
awareness, customer loyalty and create a positive image.

Chapter One: Discusses the theory of marketing communication and its
development throughout the world, and puts forward many different interpretations
in accordance with the nature and characteristics of the organization's activities. The
article examines the conceptual aspects of designing electronic marketing
communications for organizations, identifies the main categories of Internet
marketing communications and the main channels for distributing marketing
communications. It develops a conceptual algorithm for developing marketing
communications. It discusses the main types, goals, and main elements of marketing
communications. The author identifies the main types of marketing communications
and develops theoretical aspects. The developed methods can be applied in practice
to formalize the concept and identify the main elements of communications in an
organization’s electronic marketing strategy.

Chapter Two: explains the characteristics of electronic marketing
communications, presents the main features of electronic marketing
communications. It examines the main types of marketing communications used by
organizations to achieve business and strategic goals, and classifies the most
important opportunities and risks of electronic marketing communications. It
highlights the main principles of interaction with consumers via the Internet using
electronic marketing communications, and names the main trends in the types of
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electronic marketing communications organized by channels of electronic marketing
communications in modern organizations. Their main tools are highlighted, with the
possibility of considering the main results of this chapter of the book by many
specialists, developers and marketers as methodological recommendations for the
use of electronic marketing communications activities for the long-term
development of organizations.

Chapter 3: is devoted to the study of the organization's web systems, the
functions of electronic marketing communications of modern marketing
organizations are defined. The main tasks and methods of electronic promotion of
the business of organizations are highlighted, the main advantages of personal sales
as a method of electronic promotion of goods and services are visualized, taking into
account the main types of advertising perception in the marketing activities of
organizations. The author classified the types of advertising used for branded
organizations and identified the main advantages and types of promotion of goods
and services based on a critical analysis and scientific generalization of the main
methods of public relations and the advertising tools used. A list of the most effective
web promotion tools based on innovative Internet technologies is compiled, with the
possibility of using the obtained results as a methodological tool for the practical
application of web promotion tools.

Chapter Four: It is devoted to studying the tasks of the electronic advertising
strategy and the necessity of implementing it in the marketing activities of
organizations. As part of the organization’s electronic marketing communications
strategy, a vision is developed for the main stages of planning the advertising
campaign. The necessity and benefit of using advertising as a basic tool for
increasing sales and ensuring the desired financial results for the organization are
discussed. The advantages and disadvantages of advertising in electronic marketing
for organizations are highlighted. The structure of the main types of advertising has
been developed within the framework of electronic marketing strategies for modern
organizations, which will allow the main results of the study in this chapter to form
the main stages and methods and choose effective advertising tools to enhance
marketing work via websites.

Chapter Five: It is devoted to the study of public relations and its strategies
within the framework of integrated electronic marketing communications, where the
author highlights the main features of public relations and the necessity of their
implementation in the organization's electronic marketing strategy. The main tasks
and principles of public relations become within the framework of the electronic
marketing communications strategy, the comparative characteristics and differences
between public relations and advertising are implemented within the framework of
the organization's electronic marketing strategy. The main functions of public

12 www.ababneh net



J\ ABABNEH

relations are organized and the main stages of public relations activity are
highlighted within the framework of the electronic marketing communications
strategy. Classification of the main types and channels of electronic public relations
within the framework of the electronic marketing communications strategy of
organizations. Made it possible to highlight the advantages of public relations as an
electronic communication channel, and theoretical and methodological approaches
to the characteristics of the use of public relations in the electronic marketing
communications strategy were developed and can be applied practically when
choosing the formation of the organization's strategy.

Chapter 6: is devoted to the study of the characteristics of personal selling in the
context of marketing communications, it deals with the theoretical aspects of the
development of personal selling in the scientific literature. Classification of the main
tasks of personal selling is created, which allows us to identify the main directions
and prospects of this communication tool, the main forms of personal selling and the
structuring of the main types are discussed. Classification of personal selling
techniques in the context of marketing communications is developed. The main
stages of personal selling are systematized, the advantages and disadvantages are
indicated, the main results of this chapter can be applied in practice as a theoretical
guide to establishing contacts with customers and planning personal sales based on
the basic principles, tasks, methods and models.

Chapter 7: is devoted to the study of sales promotion and improvement within
the framework of the electronic marketing communications strategy, highlighting
the main tasks of sales promotion within the framework of the electronic marketing
communications strategy. Discussing the types of sales stimulation and promotion
in modern organizations, identifying a tool depending on the direction of the
advertising and communication process. Identifying the main tools for stimulating
and promoting sales of organizations, on the basis of which the main methods of
stimulating and promoting sales are classified, organizing the most effective ways
of organizing sales stimulation and promotion of organizations with
recommendations for stimulating and promoting their sales. The main results of the
study in this chapter can be theoretical and practical recommendations and a
description of the formation of a sales promotion and promotion strategy.

Chapter 8: is devoted to the study of the benefits of direct marketing, explains
the basic goals and objectives of direct marketing in the current business
environment, highlights the main advantages of direct marketing for modern
organizations, along with the main types and organizing tools. Recommendations
are made to ensure the effectiveness of direct marketing as part of the electronic
marketing communications strategy of organizations, focusing on direct marketing
through the conceptually necessary strategies within the framework of the electronic
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marketing communications strategy of organizations, the characteristics of direct
marketing can be practically applied in an electronic marketing message.

Chapter 9: is devoted to the study of the characteristics of marketing
communications and their impact on consumer behavior, the main goals achieved
by organizations are highlighted, when studying consumer behavior, a classification
of the main categories of modern consumers is developed, based on their attitude to
the organization's brand and its products. The main factors influencing marketing
communication are systematized, leading to changes in means and tools of
communication. The main groups of factors influencing consumer behavior in
modern conditions are visualized, the main types of consumer behavior under the
influence of marketing communication are discussed, which made it possible to
identify the main features of the consumer that must be taken into account when
building communication within the framework of the e-marketing strategy. The
main results of this chapter can serve as practical recommendations for studying
consumer behavior under the influence of marketing communications.

Chapter 10: It is devoted to studying modern methods and tools for evaluating
the effectiveness of marketing communications. The main criteria for evaluating the
effectiveness of electronic marketing communications for organizations are
discussed. The main methods for evaluating the effectiveness of marketing activities
for organizations are organized. A methodology for hierarchical evaluation of
effectiveness is developed. A set of indicators for evaluating the effectiveness of
electronic marketing communications for organizations is identified. The main
indicators for evaluating the effectiveness of modern organizations' communications
are formed and detailed. The main results of this chapter can be applied in practice
in forming the basic methods for evaluating the effectiveness of electronic marketing
activities for organizations.

The book "Electronic Marketing Communications"” was developed according to
the issues and requirements of the market and electronic marketing, which makes it
possible to recommend this book to university and graduate students and other
educational bodies, and to anyone who wants to obtain a theoretical basis and ready
practical recommendations in the field of electronic marketing communications.

And Allah is the Grantor of success

Author
Professor of Electronic Marketing
Dr. Eng. Hassan Ali Al-Ababneh
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CHAPTER 1

Marketing communications is one of the important types of communication
activities of an organization, the purpose of which is to know the interests of
consumers in order to achieve effective integration between the organization and its
activities, on the one hand, and the target market, on the other. Trademarks, goods
and services represent a significant part of its costs, and the quality of a marketing
campaign depends on its ability to achieve a high level of effectiveness.

Marketing Communications: In a global competitive and saturated market,
organizations must constantly work to develop and maintain relationships with their
target audience, since the Modern way to ensure customer retention is through
marketing communications that express broad transformations and changes in the
concept of marketing communications, as a result of the development of
technologies and communication networks. As a result of the development of
technologies and communication networks, information and communication
technologies influence the elements of marketing communications and increase their
activity, which leads to the emergence of other elements of communication that are
more effective and influence the client, that is, interactive dialogue that responds to
queries or requests in real time time, and also gives the client wide freedom of
expression.

Express his opinion and talk about his experience, knowledge and knowledge of
abilities, as this gives him the global advantage of seeing the best deal at the right
price without being pressured as marketing communications continue to target a
growing group of people who use information and communication technology in
their daily lives, and therefore electronic marketing communications complement
each other. It is important for traditional marketing communications if organizations
want to target and engage with these groups [1].

Definition of Marketing Communications: It is a group of communication
activities involving the transfer of information, ideas, or instructions from an
individual, or group, to individuals or groups, using symbols that have a common
meaning and understanding for both parties, the sender (advertiser) and the recipient
(consumer). The word communication comes from the Latin word communico.
What does it mean to share, connect and communicate? Communication is usually
defined as the exchange of ideas, knowledge, behaviors, and feelings with a purpose.
Mutual enrichment of ideas of interlocutors [2].

Marketing Communications Mission: It is a communication activity designed
to inform and persuade a target segment of individuals in order to influence their
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behavior to purchase certain products or to continue purchasing in the presence of
competitors. Lack of marketing communications is known to hamper the consumer
by being unaware and unaware of the nature of the products they need and their
benefits. The best products are not made or sold in-house. It is important for a
production organization to find an effective marketing communications system [3].

Goals of Marketing Communications:

According to Pelsmaeker's classification, it is divided into three main groups:

1. Coverage: Reaching marketing communications targets and effectively and
influentially targeting common target groups:

e Creating Perception: this is the buyer’s awareness of the content of the
communication achieved with him and represents a broad basis on which subsequent
steps of marketing communication are built.

« Stimulating demand: it involves encouraging the public to buy or deal with
products, focusing on the product itself and its characteristics, including what it is,
how to use it, where to buy it, where to distribute it, etc. focusing on.

e Setting Expectations: Marketing communications efforts are aimed at
accurately defining the target audience and clearly focusing on those groups that
have a clear interest in the product and are expected to make a purchase using direct
communication media such as television, email, postal mail, etc.

2. Operations: These total procedures are implemented in the marketing
communications system to reach target groups of the public through promotional
activities approved in this regard, in order to achieve the following objectives:

» Encouraging product trial. When an organization is trying to get a customer to
the adoption stage of a product, it is best to first generate interest in the product by
using various promotional messages, including offering free samples, to encourage
them to use and try it. Product to evaluate it and compare it with the content. An
advertising message that was made during the communication process?

» Brand loyalty: A buyer usually has many brands of a product that he wants to
purchase, but by learning about the product, its characteristics and descriptions
through the marketing communications process, he can support the brand of that
product, which he considers fulfilling and satisfying his desires.

 Counteracting Promotional Efforts Marketers may sometimes use promotions
as a means to counter competitors and reduce the competitive impact of their
advertising programs and market communications, so in this case the focus of the
process involved in marketing communications is to ensure that competitors do not
deduct the organization's profits. share of sales in the market in which it operates,
but at least not for the purpose of increasing sales in accordance with the existing
competitive market.
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3. Efficiency. It is the measurement of the accuracy of the advertising message
through the marketing communications process, in accordance with planned
objectives, with selected communication media, in accordance with the
circumstances surrounding the organization:

« Communication planning: it depends on finding the figures to be conveyed in
the message sent to the other party and on ensuring that the content of the message
IS clear, precise and free from ambiguity.

* Recipient's need for information: In order for a message to have meaning and
interest on the part of the other party, it must create a real need to know the content
of the message and interact with it in order to have a consistent reaction or response
to it. with the desired purpose of the communication process. The language must be.
The symbols used in the message are fully understood by the recipient and thus he
is able to respond to it with the same level of understanding.

 Strengthening personal relationships. Effective communication is achieved
when personal relationships with the target party (customer) are strengthened and
these relationships develop into loyalty to the organization and its products [4].

Integrated Marketing Communications: Ferrell and Pride defined it as the
coordination between promotional activities and the rest of its marketing efforts,
whereby an organization integrates its multiple communication channels and
carefully coordinates them to provide a clear and consistent message to maximize
the value of benefits arising from the business organization's access to the
information provided and impact. As for consumers, through this definition we
understand that the marketing communications process is essentially a promotional
process aimed at achieving integration between them and maximizing the impact of
information on the key goal, which is the acceptance of what the activity is trying to
promote [5 -6].

Electronic marketing communications are different from traditional marketing
communications in terms of the digital media used in communication such as the
Internet and other digital media such as digital television and mobile phones because
they provide a state of interaction that does not exist in traditional marketing
communications, which led to the development of online communication
technologies. To redistribute marketing work and develop electronic marketing
technologies, the rapid development of Internet technologies has led to the
emergence of new forms of marketing communications that were not previously
used in the communication activities of organizations. They act as an important
element and motive for the development of marketing communications in their
original form with the introduction of new means of information transmission, in
particular the Internet, which significantly expands the scope of scientific research
in the field of marketing communications. It is important to note that scientists
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around the world note the absence of a single basic theory of communication,
explaining this by the exceptional diversity of the media. Therefore, the author
conducted a comprehensive analysis of existing scientific approaches and theories
in the field of communication development of marketing communications in the
world [7].
General Basic Theories of Communication:

1. Diffusion of Innovation Theory. In the early 1960s, Everett Rogers proposed
a theory of the diffusion of innovations. The theory explains how new developments
in technology spread across sectors and cultures. Its goal was to explain how and
why new ideas and practices spread. Was adopted with a possible long-term
distribution schedule. It is the approach used to bring innovation to all segments of
society, in addition to the personal views associated with these innovations, which
are important factors in determining the speed of each transformation. It is also
necessary to know this theory when gaining market share, which in many cases is
called marketing of new products. Diffusion of innovation theory aims to test
people's behavior towards innovations that occur in their environment and measure
the time it takes for that innovation to become habitual. Everett Rogers defined
innovation as an idea, application, or previously unknown phenomenon that occurs
in a society, while diffusion refers to the procedure and time required to spread an
innovation throughout society through various communication channels.

Stages of introduction or diffusion of innovations:

 Stage of paying attention to the idea: at this stage, a person first becomes
aware or hears about a new idea, and it cannot be said whether the awareness was
spontaneous or deliberate, and this stage is considered the key to understanding the
idea next steps.

» Stage of interest in an idea: at this stage, a person wants to know the originality
of ideas and collect more information about ideas, which makes a person more
psychologically connected to ideas and innovations, and for this reason, his behavior
becomes highly goal-oriented.

* ldea evaluation stage: at this stage, people compare the collected information
about innovative ideas according to their attitudes, behavior and circumstances now,
between the present and their expectations for the future, and decide to reject the
idea or behavior scientific experiment on him.

» Stage of experimentation with ideas: Individual experiments with innovations
on a small scale to determine their usefulness based on specific circumstances. If he
Is convinced of their usefulness, he decides to adopt them and apply them on a larger
scale or vice versa if they are useless.

* ldea acceptance stage: This stage is characterized by relative stability as people
decide to accept an innovative idea after being convinced of its usefulness, but we
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must remember that in some cases, a person may shy away from implementation and
leave, and there are many categories of innovative ideas [8].

Categories of persons who accepted the theory of diffusion of innovations:

 Innovators: They make up 2.5% of the population and are the first to try
innovations. They are entrepreneurial and interested in new ideas, fully willing to
take risks and do not need any marketing communications to attract them.

 Early Adopters: they make up 13.5% of opinion leaders. They play leadership
roles, already recognize the need for change and are open to new ideas. To attract
them, they need guidance based only on implementation information. They do not
need information to convince them to change.

» Early Majority: 34% these people are rarely leaders, but they accept new ideas
earlier than the average person does.

 Late Majority: 34%. These people are skeptical of change and do not embrace
innovation until most of them have tried it.

» Laggards: make up 16%. These people are very traditional and conservative,
very skeptical of change, and are the hardest to attract. Strategies for attracting this
group include data, statistics, and pressure from people in other adoption groups.

2. Reinforcement theory: Joseph Clapper of Columbia University was
concerned that ordinary people were exaggerating the power of communications.
Social status, group membership, established views, education, etc.). His theory is
now often called "reinforcement” theory, arguing that the primary role of
communication media is to reinforce (rather than change) existing attitudes and
behavior rather than to disrupt society and cause sudden social change. Act as agents
of the status quo, giving people more reasons to continue to believe what they have
done and act on it. He emphasized that there are many barriers to the impact of
communications on achieving radical change, except in unusual circumstances. The
main generalization of Clapper's theory is that mass communication usually does not
serve as a necessary and sufficient cause of the effects of mass communication, but
operates between a set of mediating factors and influences. This is usually a
contributing factor, but not the only reason, in the process of improving existing
conditions. Whether the relevant influences are social or individual, they are likely
to increase have a direct impact on the public. "There are some remaining positions
in which mass communication appears to produce direct effects or directly and
perform certain psychophysical functions. The role of reinforcement theory lies in
the fact that in modern marketing they mainly involve the need to prepare a
demonstration advertising campaign, the purpose of which is not to sell, but to
maintain awareness of the product among consumers. Consumer loyalty can also be
“increased” by establishing brand loyalty programs (for example, where a consumer
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can trade in a car) additional payment for a new car of the same brand) and
advertising campaigns [9].

3. Mass communication theory: is a theory developed by a sociologist (William
Stevenson) that states that the primary function of communication media is to
entertain. To counter those who argue about the harmful effects of communication,
and observing news-based communication, Stevenson builds his theory on the
continuum of pain. Activities to transform certain circumstances into positive
situations that can cause stress and anxiety. There are two ways to individually
interact with the media. The first position is based on “total control” of the existing
value system. In the second case, we call it “selective convergence,” where people
enjoy new attitudes and behaviors. This approach discusses the role of
communication as a tool that can influence audiences in ways that engage them in
interesting ways in marketing activities that influence their view of the world and
their behavior as the influence of communication on people increases, their need to
use communication media increases and leads to dependence on means of
communication. The more people are satisfied with receiving information, the more
they rely on marketing communications [10].

4. Spiral of Silence Theory: It is one of the theories that emphasizes the power
of the constant attention of the media to shape public opinion and deals with
monitoring the impact of communication on society. The theory was introduced in
1974 by German researcher Elisabeth Noelle Neumann because she believes that the
process of public opinion formation is a dynamic process, which intersects
psychological, social, cultural and political factors, and the role of the media as a
key player in shaping the prevailing trend around the issues raised in society. He
called for a return to the power of the media and saw that the media had a powerful
influence on public opinion that had been underestimated. As in the past, due to
methodological limitations in media research, the spiral of silence theory rests on
the key assumption that when the media over a period adopts a particular point of
view or direction. Most people will move in a direction supported by the media, and
thus form public opinion that matches the idea that the media is supportive. Some
researchers have noted that mass communication sometimes takes a fixed side of an
issue or personality, which results in the majority supporting the direction taken by
the media in search of social harmony, while individuals are opposed to one or the
other. They take a silent stance on the issue to avoid mass persecution and fear of
social exclusion, so if they believe opinions contrary to what the media presents,
they hide their personal views and are reluctant to talk about them with others [11].
Electronic communications can vary depending on many factors, taking into account
a number of nuances of the organization and the characteristics of its activities to
achieve strategic business goals; accordingly, the author has formed categories of
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electronic marketing communications based on scientific research and reasoning
presented in the table 1.
Table 1
Main categories of marketing communications on the Internet

Category Features of the marketing communications category
This category includes Internet media, websites with a large audience, may
exist only on the Internet, or are online analogues of traditional offline media.
Media Internet media is a publicly accessible means of mass communication
addressed to a mass audience, operating in the form of a website located on
the Internet, created for the purpose of producing and distributing information
and registered in accordance with current legislation.
Tools that provide two-way communication, primarily email and instant
messaging services. Communication and exchange of experience on the use
of a company’s product or service between consumers and regular customers,
which is an important factor when making a decision to purchase a product
or service.
A group of people using the Internet as a means of communication, united by
common goals, interests and personal relationships, which is an association
o of people created for a specific purpose (for example, helping a charity,
Communication | chatting to share shopping experiences) having common interests (motorists'
Tools for Small | association) or as friends and acquaintances, the basic principle of the
Groups existence of small online groups, such as communication through forums,
chats, blogs, social networks and any other types of communication activities
that ensure two-way and multilateral exchange of information between
consumers and potential buyers of the organization's goods and services.
Source: Formed by the author based on [7-11]

Interpersonal
communication

People looking for information about products or a brand can find out about it in
seconds through the Internet and media reports. Many excellent organizations
manage public opinion (consumer opinions), and many organizations and industry
associations have created special platforms for sharing, the theory of utility and
gratification talks about the motivation of the audience of communication media.
According to this theory, access to information brings a certain sense of satisfaction
and entertainment. All of this applies to electronic marketing communications. The
Internet can satisfy people's cognitive and communication needs and eliminate
doubts. Lack of interaction with clients. Potential clients will not be able to know
how best to present products or services to them, since it is difficult to show the
target audience the advantages of the organization over competitors and improve
brand positioning. In this case, it is necessary to take into account the segmentation
of the target audience, the characteristics of the market niche, the desires and needs
of consumers; based on this the author has formed a conceptual algorithm for the
development of electronic marketing communications, which is presented in the
figure 1.
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Development of a strategy for achieving the goal and ways to implement business tasks
based on the choice of communication channels (a decision is made in which direction
communications will be carried out: advertising at points of sale, on TV, promotion on the
Internet and others).

Fig.1. Conceptual algorithm for the development of marketing communications
Source: Developed by the author based on data [12-13]

According to the algorithm developed by the author, periodic updating and
development of electronic marketing communications and repetition of stages
should be taken into account. The goals and objectives of the business can change
after the audience becomes aware of the product, with the possibility of customizing
the goal of increasing sales or promoting services depending on the organization that
changes the communication channel. Immediately, because electronic marketing
communications in the modern world cannot be imagined without its basic elements
shown in the figure 2.

| R T
R

Means of communication: these are the channels through which a message is transmitted
from the sender to the recipient. The means of communication can be different and depend
on the purpose of the work and the goals that are being pursued. These can be public means
of communication. transport, Internet, social networks and many other tools. Do not forget
that marketing communications Modern technologies are largely moving online, which
necessitates the implementation of e-business marketing.

Communication tasks: introducing new products and convincing consumers of their
advantages and the need to purchase them, creating a holistic brand image among potential
buyers and creating a positive image of the production organization and brand.

s s

Fig.2. Elements of marketing communications
Source: Developed by the author based on data [12-13]

22 www.ababneh net




J\ ABABNEH

In modern conditions, depending on the type of product and the stage of its life
cycle, the financial capabilities of the organization, as well as the main elements and
types of marketing communications, may change due to the need to quickly respond
to changes in the organization’s strategy. The purpose of marketing communications
IS to increase awareness based on the responses received and interaction with the
target audience. By branding the organization at the current level of the organization,
establishing rapport with the target audience and strengthening emotional
connections, the marketing objectives of the organization are defined according to
the niche, sector and characteristics of the organization, therefore, marketing
communication goals and strategies cannot be unique and different for each
organization, taking into account all nuances of an organization's activities, as well
as its strengths and weaknesses, which helps electronic marketing communications
create a positive image of the organization's brand in the minds of potential buyers,
helps maintain strong relationships with target audiences and increases
competitiveness. To better understand how this works, you should familiarize
yourself with the basic objectives of marketing communications. Proposed by the
author based on scientific research and brief critical analysis as shown in the figure
3.

Strengthening the
company's brand position

Increasing loyalty to the
company brand

focusing on your brand,
product, service

Increasing retention rate

Fig. 3. The main goals of marketing communications in modern conditions
Source: Structured by the author on the basis [7, 14]

Marketing communications encourages the buyer to purchase the goods and
services of an organization to increase sales, which helps it increase its profits
through marketing communication activities, providing information and informing
the target audience about the existence of new products. Remember that marketing
communications is a tool to attract the attention of potential buyers, arouse their
interest and turn them into clients, if a well-thought-out strategy will not only set
you apart from competitors, but also give you confidence, however, all the steps
presented are unthinkable without a clear definition of the organization's brand, since
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positioning requires constant work to build the necessary matrix of relationships
with clients and develop a specific image, which means it requires regular and
adequate communication with the target audience [14].

Beyond targeting, there is a constant need for customer retention. The longer a
customer stays with a brand, the more profitable the organization is. Choosing the
right communication channels and developing the right communication strategy is
essential so that organizations will be able to segment their audience, send relevant
content and create personalized product and service offerings. Organizing, for
example, video posts on social networks, displaying advertisements on billboards,
all these types of activities can quickly spread on the Internet, causing great interest
among organizations and an increase in the number of target audiences [15].

Taking into account current trends in the global market, it must be emphasized
that the success of these marketing strategies largely depends on marketing
communication and its means through which marketing or other communication is
carried out. In modern conditions of intensive development of online information
technologies, many channels are constantly evolving and, it turns out; allow the
practical implementation of various types of businesses and their activities. All these
technologies have a significant impact on marketing communications and especially
on their tools, which should be studied in more detail, as shown in the figure 4.

E-mail Newsletters Discussior_1 Forum
Service

Blogs

Fig. 4. Methods of electronic marketing communications
Source: Structured by the author on the basis [16-17].

Firstly, the website: is a group of related files and resources that can be accessed
can be accessed over the Internet, where these files and resources are organized and
collected under one domain name. The files that can be found on the website vary
between documents and images, texts and other types. Other files are where
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organizations use their website to attract customers, which can be seen from different
marketing perspectives. Because part of them is used in some marketing
communication activities as organizations are accustomed to create websites for
themselves, no matter how important the website is as a means of presenting or
promoting products. It is an important marketing tool that allows you to research
current and potential customers, and how they interact with the websites and pages,
they visit. Monitor and evaluate the effectiveness of your marketing policy. In
addition to the website's role as a communication tool used by elements of the
traditional marketing mix, however, it does not simply represent a new form of
communication; but rather, it can be considered an element of the electronic
marketing communications mix. It is not enough to design and create an
organization’s website via the Internet, as if this were not accompanied by
advertising activities on the site, there would not be a sufficient number of visitors
and there would be a small number of clients.

Secondly, e-mail: is a service by which electronic messages can be sent and
received over a specific communication network using various types of applications
and programs, where messages are transmitted to and from any person who has an
email address. Most email systems contain a basic editor for editing texts and making
various modifications to them, such as changing color, size, and other modifications.
It has been used for electronic marketing communication purposes and email
technology is considered one of the effective methods to attract new customers and
retain existing customers at two levels, i.e., institutional or commercial level (e-mail
sales pitch) [15]. Using the e-mail communication method has many advantages,
such as the speed at which messages reach the other party, as well as the ability to
send one message to several people at the same time, as well as low cost even over
long distances. Since the main criterion is not the geographical distance between the
sender of the message or mail. However, the main determining factor is the distance
from the Internet service provider, but there are also some disadvantages when using
email for marketing communication purposes, such as email addresses being hacked
to read them and virus attacks they may be susceptible to as they lead to interruptions
in the receipt of messages, as well as when using e-mail [17].

Third: Communication: Chat or dialogue is the fastest and most effective
Internet communication application compared to its counterpart, email, as it is one
of the activities that enjoys wide popularity similar to that enjoyed by email among
individuals. Communicate via the Internet frequently and for long hours. The service
has gone through dialogue, undergone many changes and reached its current form,
which has become an instant form of communication.

Fourth: Discussion Forum Service: This service, also called a discussion
platform, allows subscribers to express their opinions on writing on a specific topic,
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which is determined based on the group subscription, the same operating principle
used in email. , but instead of the user sending a message specifically to another user,
he sends a message to one of the discussion groups interested in a specific topic, and
every opinion he expresses is immediately distributed to the rest of the participants,
and each of them has the right to express his opinion or not to respond.

Fifth: Blogs: - itis a personal diary posted on the Internet in which people express
their thoughts and opinions about events and express their hopes, fears, joys, etc. It
Is a space for free expression belonging to professional people and others with other
interests.

Sixth: E-mail Newsletters. An email newsletter can support the site and most of
those who decide to subscribe to the newsletter are interested visitors who have
communicated with the organization, as it is a common communication tool with
clients or subscribers through which you can send required information to email
boxes. Their organizations use newsletters to easily and effectively share valuable
and relevant information with their customers. Mail newsletters also help in
promoting the organization's products and increasing traffic to the organization's
website. These messages can contain simple text or a series of images. Therefore,
newsletter helps us Newsletter helps us to stay connected with brands that we are
interested in and helps us to increase the sales of the organization. The newsletter is
the cornerstone of any email marketing strategy, so an attractive email newsletter
should attract attention and concentrate.

Seventh: RSS Technology (Really Simple Syndicate): This is a program for
publishing content in files that can be read. It is a new free service that allows you
to get the latest news on most news sites every day. Once you subscribe to it, sites
publish their content in RSS files, which provides two ways reading. To follow the
content, the first is to use a browser to visit the site, and the second method is to use
an RSS content reader so that you can get the site's content without using a browser.

Eighth: Social and professional networks: This is the most visited type of
website and a good tool for promoting brands online. These are websites that provide
users with a range of services such as instant chat, private messaging, email, video,
blogging, file sharing and other services. It is clear that social and professional
networks have brought about significant changes in the way individuals and
communities communicate and share information. A brand needs to create content
that interests users, so organizations should be free to use this channel to increase
their competitiveness and be able to effectively solve marketing problems. To
actively listen to the voices of your consumers and quickly respond to their requests
and be able to increase competitiveness and quickly receive free proposals for
improving goods and services, as well as collect basic information remotely in a
short period of time, online advertising campaigns should be targeted at a specific
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audience according to necessary criteria, such as interests, age, gender, etc. [8]. The
studied features of the historical development of electronic marketing
communications made it possible to identify the main approaches and theories of
organizing marketing activities, since theories of the development of marketing
communications indicate the importance and conceptual necessity of their use in the
marketing strategy of any enterprise. Organization, regardless of its size,
characteristics and scope of activity, the author formulated the main goals of
marketing communications and examined the main elements that will improve the
effectiveness of marketing in modern conditions. Characteristics of each type and its
role in building the organization is marketing strategy. Both marketers and
organizations can apply advanced theoretical aspects of marketing communications
in practice. The details and features of electronic marketing communications are
presented in more detail in the next chapter of the book as basic theoretical
knowledge for creating a set of marketing communications tools.
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CHAPTER 2

Transformation processes in business areas require improvements in methods,
tools, strategies and electronic means of managing organizations. Increasing
organizational effectiveness and the ability to achieve goals, as well as improving
marketing processes have become major topics in recent years, making electronic
marketing, its components and elements an important topic and a necessary tool for
achieving the strategic goals of the organization.

The strategy of electronic marketing communications is considered the most
effective tool, while the organization and development of an electronic marketing
communications strategy for the development of the global market cannot be
imagined without innovative communications and Internet technologies.

Communication is an information process of interaction between producers and
consumers of goods and services in order to ensure the effectiveness of marketing
communications. It is necessary to involve the Internet in this process, since this is
a special area of communication in which new structural connections and new
communication connections appear. However, it is necessary to conceptually define
its characteristics, since the Internet is used as a field for marketing communications
and the formulation of rules for interaction with consumers in a highly competitive
environment.

Communication should be aimed at influencing the consumer behavior by
organizing interactions, obtaining social impressions and experiences, forming
values and forming opinions. Since online interaction is optional, it is necessary to
highlight the characteristics of marketing communication, which are reflected in the
totality of opportunities that need to be exploited and threats that need to be exploited
and overcome [1 ].

The dissemination of information via the Internet is not linear and can take the
form of objective conversations, communication in this process becomes
multidirectional, and the classification of participants in the traditional
communication process from sender to recipient is no longer appropriate and
requires improvement and research that is more detailed.

The author has built requirements for electronic marketing communications,
which are presented in the figure. 5.
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Globality Accumulativeness
Availability Multimedia
Interactivity Targetability

Fig. 5. Structuring the main properties of online marketing communications
Source: Developed by the author based on [2-4]

1. The versatility of electronic marketing communications: it is the
environment in which these technologies operate, in which information takes
different and complex paths and spreads to different regions of the world. This
function is characterized by the provision of electronic marketing communications
(with global coverage), determined by the ability to access Internet resources in any
country. A place in the world where there are no specific distances to the Internet,
and communication processes occur at the same speed, regardless of geographical
distances. Major sites like Google and others remove the language barrier and allow
entire websites to be instantly translated from one language to another. This function
ensures the expansion of the scope of activity and the development of the brand
image of the organization’s products without any restrictions or indication of the
geographical or physical location of the store or organization, thanks to the Internet
and innovative tools, global marketing communications are provided via the
Internet, both with regular customers and with potential customers as electronic
marketing communications blur boundaries. Marketing activities allow you to
expand the scope of your activities. Horizons of marketing activities, which, in turn,
leads to increased brand awareness, positioning, and an increase in the target
audience [5].

2. Cumulative electronic marketing communications: Electronic marketing
communications are unique in that information about an organization's brand and its
products is collected using Internet resources. Information once published can
remain on the Internet for a long time while it is published. on one or more sites.
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Therefore, the Internet is an accumulation of information, if you want to learn about
something (product, company, brand, personality, biography), you just need to enter
the name into any search engine, and you will receive a whole archive of news and
information associated with the search result. About information that is grouped into
categories, such as news, blog posts, photos, videos, classified ads, etc., at the same
time, location information is not randomly determined, but is organized reliably and
exactly like most search sources do. By sorting information by publication date and
relevance (links, citations on the Internet), this feature of electronic marketing
communications provides brand recognition and increases the level of customer
loyalty and is characterized by the fact that the more information about an
organization's goods, services or brand, the more it arouses user interest and buyers,
which is associated with openness, availability of necessary information and
accessibility [6].

3. Availability of electronic marketing communications. Thanks to the
development of Internet networks, there has been significant development and
adoption has become widespread over the past three decades, especially in-
developed countries where the availability of Internet resources is associated not
only with low purchase costs but also with reduced search time. To obtain the
necessary information, thanks to the available comprehensive information from
many industries, which can be obtained via the Internet without leaving your
workplace, where there is no need to subscribe to hundreds of newspapers and
magazines, watch television programs (of course, those that have received electronic
versions). In addition, there are special Internet portals that monitor traditional media
and provide content to Internet users. It is important to note the regional accessibility
of the online publication; regardless of where information consumers are located,
they can receive information from any region of the world in a matter of seconds.
The presence of Internet technologies requires their implementation in marketing in
all spheres of human activity, and marketing communications are no exception. The
intensive development of Internet technologies has transformed the general concept
of marketing, refocusing it on digital technologies and the Internet, which are the
most logical and guarantee the improvement of organizations' marketing processes,
their competitiveness and efficiency.

4. Interaction of electronic marketing communications. Electronic marketing
communications are characterized by interaction between their elements, that is,
information is quickly absorbed and sometimes directly exchanged over the Internet,
often in the form of direct conversations over the Internet, which can be available
immediately when available, rather than periodically, as happens with morning
newspapers or various journalistic media. With the advent of the Internet, marketing
communications are no longer linear in nature, but now take place in the form of
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thematic conversations, which can relate to the topics of individuals or
organizations, media editorial offices, public associations, government agencies and
many others. Since many digital tools for organizing marketing activities make it
possible to organize electronic communication using all kinds of multimedia and
interactive tools, this characteristic is due to the advantages of electronic marketing
communications, since interactivity has a positive effect on the target audience,
increases interest in the organization’s brand or product, which, in in turn, ensures
the achievement of business goals [7].

5. Multimedia for electronic marketing communications: Information is
published online in the form of text, graphics, audio files or video files. At the same
time, the user has the opportunity to use information published on the Internet at any
time and in any place convenient for him, as it provides the function of marketing
communications. A variety of planning, display and visualization of content for
users and target audiences, which ensures customer loyalty and interest in the
content provided if the marketing communications strategy is organized and well-
organized thoughtful.

6. Targeting electronic marketing communications: consumer-oriented (from
the word “target”) In addition to search queries, advertising can be shown to
consumer groups with specifically defined characteristics. All this becomes possible
thanks to social networks, where users independently access data about their city of
residence, age, habits and preferences, since each computer connected to the Internet
has a unique IP address assigned by the service provider, and accordingly the
addresses of visitors become known to the owners electronic advertising platforms
and organizations that are working to develop their strategy for promoting a brand
online. Therefore, there is a unique opportunity to display advertising or information
messages to a specific group or segment of people. The most common type of
targeting is geolocation and the ability to classify beneficiaries based on geographic
characteristics [8].

An important proof point for many advertising and digital platforms involved in
the development of online marketing and promotion is their ability to target
advertisements or publications about an organization's brand or products to a specific
market area or user audience. Geotargeting is widely used in contextual advertising,
in which the advertiser is interested in increasing the effectiveness of advertising
investments and can select an audience based on its geographic location. There is
also time targeting, when advertising is shown only at certain times of the day. In
addition, the use of time targeting has led to a significant increase in the effectiveness
of electronic marketing communications [9].

Thus, the continuous development of the Internet and its technologies used in
many innovative marketing tools has provided organizations around the world with
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a new communication channel that can transmit information at high speed and
collect responses from the target audience (consumers, entrepreneurs, investors,
government agencies and government institutions), which allows us to improve
marketing methods for promoting goods and services on the world market.
Electronic marketing communications are aimed at making the organization's offer
attractive to existing and potential consumers of goods or services. Implemented
within the framework of a business communications strategy, which is developed
separately for each brand, business plan and category, product and other factors. The
communication strategy is formed in accordance with the chosen business
development strategy (organizational strategy), taking into account market trends,
motivation, value system , consumer behavior of the target audience, the level of
competition in the market, as well as the goals of the organization. Moreover,
communication cannot be separated. Marketing is different from other elements of
the marketing mix (product, price, distribution). This means that the communication
strategy and communication plan must be interconnected with the product
(inventory) plan, sales plan and price positioning of the organization. There are
various directions and types of marketing communications, which are organized by
the author, based on a critical analysis of existing approaches and are presented in

the figure 6.

Interactive marketing communications

External marketing
communications

Internal marketing
communications

d—

Company <
employees

Company
consumers

Fig. 6. Structuring the main types of marketing communications in modern conditions
Source: Developed by the author based on [10-11]

It is necessary to consider in detail each presented component of marketing
communications in the process of organizing the organization is marketing activities
at the modern level of marketing business practice.
 Internal Communication: A work organization needs to have internal
communication, which is a system of communication within an organization that
depends on the quality and effectiveness of external and interactive communication.
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Initially, this is a system of interaction between departments and an acceptable
method. Communications within the organization, as well as communicating the
goals and work objectives of the organization to each local employee. Working with
consumers.

 External Communication: This is an important means of communication aimed
at providing current and potential consumers with information about the
organization, its brand and products using innovative types of marketing
communications and modern Internet technologies and tools.

« Interactive communications are the most important types of electronic marketing
communications, which are characterized by the implementation and organization
of interaction and communication with consumers and employees of the
organization when making decisions about purchasing products, as well as, if
necessary, by providing support and customer service in the after-sales period. This
type of marketing communications sells.

Personal, for a product, service, and loyalty or targeted direct marketing tool, the
Internet represents a new business environment that differs from traditional sectors
of the global economy and is characterized by a higher degree of heterogeneity [12].

From a marketing perspective, the Internet can convey information to a large
number of consumers simultaneously, with the ability to develop offers that meet
the needs of specific consumers. Because virtual communication, full of imagination
and connotations, creates a rich environment full of emotions to provide experiences
that users may not be able to obtain. Usually, at the same time, interesting topics can
evoke more emotions when users directly participate in the discussion than in real
communication, since online communication brings great benefits to users. For
example, the psychological comfort provided by geographical distance, and
temporary refusal when necessary, and non-disclosure of identity, also allows one
to achieve psychological and social positions and roles. Which cannot be achieved
in real reality, since virtual communication in the modern social structure freely
competes with real communication within traditional social systems. Social
psychological studies of the influence of the Internet on personality show changes
in the quality of psychological processes during social interactions, including
awareness and emotionally motivated behavior. The development of information
technology and electronic marketing methods allowed the organization to identify
the Internet as its main direction development in the field of marketing
communications:

1. The intensity of communication exchange has increased due to the introduction
of new information technologies for marketing communications, and any online
activity becomes the goal of social interaction.
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2. Modification of the form of an information message from the point of view of
the convergence of verbal and visual elements of the message, symbolic
representation, type of coding system, additional visual elements, emoji, etc. [12].

3. The ability to understand text The boundaries between public and private
communication are erased, as written speech becomes similar to oral speech, and the
mechanism for selecting information is activated.

4. Elimination of linguistic, spatial and temporal boundaries and barriers between
public and private life [13].

Based on this, the author has classified the most important opportunities and
threats of electronic marketing communications for organizations, as shown in the

figure. 7.

Possibilities Threats
- low cost of resources; - difficulty in assessing and
- contact reliability: predicting results;
- psychological comfort for the - dependence on search engines;
e - non-transparent pricing scheme;
- possibility of feedback; - impossibility of quick return;
- flexibility and individual - limited audience:

approach to customer service;

-possibility of online ordering and
payment;

- automation of company
processes.

- virtuality of the product;
- ensuring data security.

Fig. 7. Classification of the main opportunities and threats of online marketing communications
of modern companies
Source: Developed by the author based on [13-14]

It is important to note that organizing effective marketing communications via the
Internet is difficult without observing the basic principles of interaction with
consumers. In electronic marketing communications, the use of the Internet domain
does not allow to fully realize all business tasks and strategic marketing goals, so
this communication channel must be used in conjunction with other innovative tools.

Based on a comprehensive analysis of scientific methods and generalizations, the
author has developed a concept of the basic principles of interaction with consumers
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in the Internet, which allows us to combine the features and trends in the
development of communications of modern organizations, which are presented in

Fig. 8.
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Fig. 8. Basic principles of interaction with consumers in the Internet space using online
marketing communications
Source: Developed by the author based on [15-16]

Elements of a complex of electronic marketing communications are presented in

the figure 9.
- -9
- -9

Fig. 9. Elements of a complex of electronic marketing communications.
Source: Developed by the author based on [17]

1. Electronic advertising: it is a marketing communication activity through paid
media and is called a funding source. To communicate with product consumers,
advertisers control the content of messages designed to identify, persuade, motivate,
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or influence target customers to make a purchase certain solution, in addition to the
use of Internet tools. Other forms of digital media to help businesses promote and
sell products and services are marketing messages that appear on the Internet,
whether in a web browser, search engine, social media, mobile devices, or email. if
advertising is expensive. Ideally, it will not help in selling goods and services if their
importance and demand among consumers is low, since the effectiveness of
advertising depends on how the organization's goods and services are valued and on
its competitive position brand of the organization and advertisers.

Advertising has two types of content:

 Target: logically reveals the features of goods or services promoted by the
organization, for example, advertising of Dirol or Coca-Cola chewing gum.

 Subjective: form certain associations and emotions among consumers when
purchasing the organization’s products, for example, advertising ice drinks at sea or
amusement parks associated with holidays on beautiful islands, etc.

2. Electronic propaganda: One of the most important means of marketing
communication, which is relied upon to influence the decisions and trends of the
public and make them develop in a certain direction or depend on a certain system.
It is information published by official and unofficial organizations and bodies with
the intention of gaining public confidence. Propaganda usually takes the form of
news, that is, the publication of data that would support the position of the advertiser
in the eyes of the masses, and no payment is charged for this information. is free
because it contains news that the owner of the publishing medium believes will be
of interest to the reader, with the possibility of using advertising to build trust with
customers [18]. The author built the propaganda tools shown in the figure 10.

Identification methods (improving
design, developing an individual style,
multi-color printing, watermarks,
etc.).

News (positive reviews about the
organization’s products and services
in local media)

Fig. 10. Main advertising tools used
Source: Developed by the author based on [19-20]
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The above advertising tools are a means of promoting organizations. They are
aimed at entrepreneurs, consumers, city and state authorities, and journalists. This
promotion method does not work in all cases. When using it, a detailed analysis of
the target audience is carried out and its needs must be met, and only after that,
decisions are made about its use to achieve the desired results. While it is important
to take into account traditional promotion methods that, achieve real results and
which must be used before developing a brand promotion strategy for the
organization.

3. Sales promotion: A group of activities that encourage consumers to purchase
goods or services when influenced now of contact. End-customer incentives include,
for example, sample giveaways, tastings, product offers, discounts, sales,
sweepstakes, competitions, shopping gifts, prizes, point-of-sale promotional
materials, etc. Sales promotions may also focus on to retail outlets and wholesale
intermediaries, where manufacturers or distributors sell it in the form of discounts
and bonuses. , special conditions and marketing support. It is necessary to determine
the type of sales that corresponds to the organization's target audience from the
influences. Direct sales promotion is to ensure the achievement of sales volumes
equivalent to several times the sales revenue in normal times [19].

4. Public relations: It is a type of marketing communication technique that builds
relationships between an organization and its audience through the exchange of
opinions, the presentation of facts, and the analysis of trends in public opinion,
especially in the media where its main purposes are to disseminate news or events.
Organization's mission, maintaining brand image, positively influencing negative
activities and reducing their impact Public relations can take the form of statements,
an organization's press conference, interviews with journalists, or publications
through social media or other venues [21].

5. Personal selling: A method of selling based on personal communication
between seller and buyer, face to face or using any means of visual or audio
communication. The sales representative tries to convince the customers about the
importance of the product in various ways and convince them to buy in various ways,
as this method does not require investment: there is a strong link between personal
selling and direct marketing of the product. His role is not limited to trying to close
the sale, but includes understanding all the details of the sales process products, their
features and characteristics. When working with clients, you need to do good
research about them and know the opportunities you can take advantage of through
them and strive to create strong relationships with them.

6. Direct Marketing: These are personal or indirect communications between an
organization and consumers, including receiving feedback from them. Previously,
this type of communication was called direct mail, but with the development of
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innovative technologies via the Internet, the use of e-mail has become possible. Mail
has evolved into a broader communication tool. Direct marketing tools include
email, SMS, communication using mobile applications, distribution of leaflets, use
of printed electronic catalogs and other tools.

7. Electronic publication: involves the use of digital technologies to convert
printed, audio or visual materials into digital ones, and the use of various types of
electronic devices to distribute them to target audiences using various types of
electronic devices. a message about an organization that state media disseminates to
the public but does not do so. It is paid, and the publication is intended to stimulate
and encourage demand for a product, service or organization, but in an impersonal
way, through the organization's public relations apparatus. Sending news and
information related to a product or organization to media outlets such as radio,
television, newspapers and digital magazines.

8. Branding: This is an activity associated with the generation of ideas for new
products and services and their implementation in the form of a concept for the final
product, which is launched on the market under a certain brand, as well as supporting
it throughout. The goal of branding is to create strong consumer associations
associated with the brand. Brand in the chosen location, increasing its awareness
where possible and making it our top priority, as well as building consumer loyalty.
Basic Elements A brand is a logo, name and packaging design that represents the
“face” of a product or service. They will perform the main communicative function
initially and above all at points of sale [22]. With the development of information
technology and digital online technologies, marketing communication tools are
expanding significantly, and in addition to elements of the marketing mix, new
marketing communication methods and tools are often widely used, as shown in the
figure. 11.

Marketing through product
demonstrations

Telemarketing

Search optimization

Viral marketing

Fig. 11. Modern tools for online marketing communications
Source: Developed by the author based on [23-24]
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Electronic marketing communications for brands, products and services
provide organizations:

* Creating an image of status, innovation and low prices.

* Providing consumers with product information.

* Changes the criteria for perceiving information.

* Maintains the popularity of the organization's services and products.

* Increase the distribution of the organization's valuable products and services.
* Motivates the sales system and its participants.

« Spread positive information about the brand and organization.

1. Display advertising: This is text, graphic, video or audio advertising, the
purpose of which is to attract an audience, increase brand awareness, promote
products and services of an organization, influencing the emotional perception of
the audience. The purpose may not be direct sales, but rather to introduce, locate and
report on the organization or its products, and to highlight their benefits and the
characteristics of the products and services provided.

2. Banner advertising. This is a type of creatively designed digital advertising
known as banner advertising or banner advertising that includes brief information
about an organization, product or service and often appears at the top or bottom of a
web page or on the sides. This is a graphic representation of nature. An
advertisement is similar to an advertising unit in the press, with the ability to be
either a static image or text, or contain animated elements (video and interactive
objects), usually containing a hyperlink that will take you to the advertiser's website
or to a page with additional information about the advertiser, due to its simplicity. It
Is very popular on the Internet because it is a cost-effective way for advertisers to
present products and services attractively online. [23].

3. Contextual advertising: It is a form of online advertising that displays
advertisements on websites or platforms based on the content that users view. This
method is based on algorithms that analyze keywords, topics or attributes of a web
page to determine which ads are most relevant to users' interests. The user or his
needs, for example, if you are reading an article about the latest trends in furniture,
PPC advertising will show advertisements related to furniture, such as furniture
brands.

4. Social media: The growing need for social networks or media has allowed
many organizations to use this tool to communicate and promote their products and
services. According to global statistics, more than half of the world's population
prefers the Internet to traditional sources of information. (TV and press), in addition
to promoting your own website. For an organization through search engine
optimization, there is also a need for promotion on social networks in the field of
Internet marketing communications, since this is considered a feature of audience
numbering. several million, including target consumers of the organization's
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products. User communications are carried out using simple social networking tools
(personal messages (and reactions to photos, posts, etc.) to spread users, quickly start
promotion and communication, establish close relationships with users, leading to
the development of word of mouth and viral marketing, this is a free way to promote
and develop communication channels [24].

5. Viral Marketing: a group of activities aimed at creating interesting and quickly
spreading marketing content to encourage customers and users to contact others on
behalf of the organization. It uses social media to spread information about products
that have a significant impact on people, even to the point of making an idea go viral
infection. Biological, when the one who receives the advertisement reposts it to
friends and acquaintances, and it becomes an active advertising medium, which
increases the number of participants and beneficiaries of the product. Since viral
marketing can include videos, images, text content, news, rumors, games and many
more, this should be the basic requirement of viral marketing to motivate the
audience to share it with friends and acquaintances, and the more interesting, it is
clear than The more creative a video or message is, the faster it will spread. The goal
of viral marketing is to spread information as quickly as possible and at the lowest
cost. [19-23].

6. Search Engine Optimization: is the comprehensive development of an
organization's website with the goal of improving its visibility and ranking on search
engine results pages, as well as increasing relevance and usefulness for users who
are searching for information on a specific topic or keyword, ranking first in search
engine results for specific search queries to increase traffic. Traffic and increased
sales. It is a way of promoting websites by improving their ranking in search results
for key queries. Search Engine Optimization allows Internet marketing companies
to increase the number of visitors, and thus buyers of the organization's products and
services.

7. Telemarketing: talking to a customer over the phone to explain the benefits of
the service or product you are trying to sell. Today, this method has become popular
among marketers, so face-to-face meetings with customers are rare. Because it
requires twice the time and effort. Every organization has a dedicated marketing
department, be it social media marketing, email marketing or online telemarketing
[25].

8. Marketing through product demonstrations: this type of promotion is
necessary to increase the availability and appeal of a product and to make the
purchasing process easier. Merchandising refers to the creative display of products
for sale that entices customers to buy more items or products. The rapid growth in
product sales is due to its display in places that attract the attention of potential
consumers; in addition, the presentation of product packaging is very important [24].
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9. Event (creative) marketing. In the activities of modern organizations, this
type of promotion is called event marketing, since it involves promoting products
through an event (activity). For example, during the City Day celebration, the owner
of a cafe prepared balloons with the organization’s logo and distributed them to
children so that they could walk around the city all day. At the end of the holiday,
many families came to this organization with balloons. They were given loyalty
cards to stay connected in the future.

10. Regional Marketing: This is a relatively new concept that originated in 2000
and means marketing the interests of the region. The goal of regional marketing is
to metaphorically sell a region to potential customers in order to improve the lives
of the people who live there. The most famous examples of regional marketing are
advertising expenditures to increase tourist flows: for example, Greece spends about
100 million euros annually on advertising tourist attractions/resorts [26].

11. Guerrilla Marketing: it does not encourage you to use violence against your
potential customers, but rather is a marketing technique that relies on sudden,
unconventional interactions to promote products. Guerrilla marketing is different
from traditional marketing because it relies on personal interaction and does not
require a large budget. Stimulates the senses of viewers, encourages them to take
pictures of the advertisement and post it on their social media accounts, resulting in
the advertisement reaching a large number of people. It strives to surprise and excite,
and most importantly, it taps into a market base that seeks to make the brand
attractive to consumers while simultaneously creating...a brand image that
differentiates it from the rest of its competitors in the market. It should be noted that
the tools, types and directions of electronic marketing communications are not
limited to those presented. Their combination can be used as channels and forms of
online communications. From the point of view of organizing a modern business
and increasing its size, it is unthinkable without communication, their main types
and modern technologies that ensure their effectiveness.

The organization of marketing activities depends for organizations in most cases
on modern methods, technologies and tools that ensure the achievement of strategic
goals and business objectives.

Dissemination of information about the activities of the brand organization, the
launch of goods and services and the mandatory use of marketing communications.
It should be emphasized that special attention should be paid to the digital trend and
the application of its technologies in practice, including electronic marketing
communications, due to its wide reach, strong creative potential and wide audience
reach, electronic communication has become the main priority of modern business
development and promotion.

42 www.ababneh net



J\ ABABNEH
CHAPTER 3

Business conditions are determined by the level of competition, and some factors
have a direct or indirect impact on the work of a marketing organization. The
frequent use of digital technologies and the development of new organizational
management tools have led to the need to build multiple relationships with target
audiences and customers. Since marketing tools are aimed at business organizations,
and electronic marketing communication strategies are designed to satisfy the needs
of customers to a certain extent, with the ability to have a certain influence on their
behavior, since the system of market relations. Thus, the buyer is the main link that
all organizations are looking for in terms of loyalty and brand awareness, as well as
with interesting offers that satisfying all the basic needs, the buyer is the main
influencing factor for marketers who, in one way or another, strive to find the best
ways to satisfy their needs and interests. At the same time, it is important that their
marketing methods differ from those of competitors, and for this purpose modern
electronic marketing communications have been created that can influence the
decisions of customers to purchase products. With modern tools and methods of
electronic marketing communications. Electronic marketing communications
strategies are designed to provide greater advantages than competing organizations
while maintaining financial stability and efficiency. In general, offerings are
expressed through the following characteristics (price, promotion and distribution
channels). Electronic communication and after-sales customer service), since the
importance of behavioral theory for potential clients and buyers is an important
foundation that helps build any business project in any field [1].

The importance of purchasing behavior: Studying buyer behavior is a
fundamental step towards understanding the nature of buyers and their behavior, as
well as realizing the importance of this research for buyers themselves, as well as
for product organizations and marketing specialists. The main party in the
purchasing decision process is considered his satisfaction and the satisfaction of his
needs and desires as an important factor, since he is influenced by the circumstances
surrounding him, as well as psychological and social factors.

Buying behavior concept: is the behavior that a buyer exhibits in searching,
purchasing, and using products, ideas, or experiences that he expects to satisfy his
wants or needs based on his purchasing power. [2].

The importance of electronic communications for the buyer: it is the benefit
that accrues to all parties involved in the exchange process that occurs between the
buyer, organizations, retailer, broker and wholesaler, both product manufacturers
and sales representatives operating in the product market. strives to influence the
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behavior of people and restrain their activities based on the concept of science
Autonomy, methods and methods of marketing, the concept of marketing includes
everything that an organization can do to influence the increased demand for its
products and services through modern marketing. Communication activity with the
buyer as the main goal, since the buyer is the only person who expresses his need to
buy or own products that combine satisfaction and brand loyalty.

Purchasing goals: determine how the actual behavior of the buyer occurs, and
analyze the factors that influence the actual behavior of the buyer or influence the
behavior of the buyer [3].

Yesterday's buyer and today's buyer have different decision-making options, and
just as they have different approaches to perceiving information, organizations
seeking to communicate effectively with buyers must consider the many factors that
influence buyer behavior, including informed behavior and behavior. Based on
utility, therefore Communication issues between organizations and customers
depend on the corresponding value system. When a brand knows the behavioral
settings of its target audience, their preferences and habits, it greatly helps it improve
communication and provide customers with an enjoyable experience with the
organization. Trends in the organization of marketing activities of organizations are
associated with close to in-depth analysis and study of the target audience and
customer behavior, ensuring the formation of a personalized approach and covering
the expected needs and values, based on the presentation. The author summarizes
the main goals achieved by organizations in modern conditions during the study of
consumer behavior, as shown in the figure 12.

Fig. 12. The main goals that companies achieve in modern conditions when studying consumer behavior
Source: Formed by the author based on [4-5].
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One of the goals that organizations achieve when studying buyer behavior is to
develop and modify electronic marketing communication strategies and focus on the
basic needs of buyers. The need to study the influence of modern marketing
communications on buyer behavior is due to the complexity of buyer behavior.
Improving communication tools and the impact of the economic downturn, in this
case it is recommended to focus on internal motives that determine behavior,
psychological characteristics, level of customer involvement and focus on the global
market. Since marketing communications have an impact on buyer behavior,
increasing sales, attracting new customers, providing additional information and
reducing transaction costs when buying or selling products [6].

Factors influencing buyer behavior in marketing communications:

* Degree of attention to customer needs.

* Buyers' level of readiness to understand incoming messages.

* Source of marketing information and main communication channels [7].

It should be noted that marketing communications influence the rational and
emotional components of buyer behavior, are a tool for the distribution and
redistribution of buyers, and therefore act as an element of the general market
mechanism for allocating resources and coordinating individual actions of buyers.
In modern organizations, based on the author's analysis of scientific methods in the
literature on communication systems and their impact on customers, customers
should be classified based on their attitude towards the product and the
organization's brand. The main categories of modern buyers, developed by the
author based on their attitude towards the organization’s products and brand, are
presented in detail in the figure. 13.

Fig. 13. Classification of buyers in relation to the organization’s brand, its goods and products.
Source: Developed by the author based on [8-9].
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It should be noted that rational motives are manifested in the behavior of buyers
and the last two categories of buyers, which allows the use of a comprehensive
program of “rational” influence to respond to emotional factors, so they should be
integrated into intervention programs. For emotional communication, research on
the impact of marketing communications on consumer behavior indicates the need
for conceptual changes in approaches to the use of traditional means of
communication. The structure of the main factors influencing marketing
communications, which lead to changes in means and tools of communication, is

shown in the figure 14.

Fig. 14. Factors influencing marketing communications that lead to changes in communication media.
Source: Developed by the author based on [8-9].

It should be noted that the effectiveness of communication with direct and
potential buyers has become a major success factor for any organization, and
organizations are constantly trying to influence the behavior of buyers and at the
same time trying to achieve several goals, such as informing them, persuading them
and making them work [9]. These goals are achieved through advertising,
salespeople, product naming, display design, packaging, mailings, free sample
offers, coupons, press releases and other communications activities, with the ability
to build marketing communications and customer interactions based on email

marketing. Relationships and the concept of values, which includes the construction
of a series of communication messages that promote information from a product or
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service to a problem, the solution of which has a certain benefit for the buyer and
has an emotional connotation in the form of satisfaction. The more intense the
competition, the greater the influence of environmental factors. To attract the buyer's
attention, the greater the influence of benefit-oriented organizations [10].

It is important to note that the basis for building modern and long-term
relationships between business organizations and customers is the concept of values,
represented by sincerity and honesty, and not the desire to embellish reality in
communication messages to deceive the consumer once in order to break the entire
system of relationships. Therefore, one of the aspects of the task of marketing
activities of modern commercial organizations is the combination of marketing
communications with the values of the buyer.

Therefore, when approaching a buyer with a proposal to solve problems or satisfy
needs with the help of certain products of the organization, the marketer must be
guided by the value system of the potential consumer or ordinary buyer, which is
important in this regard, because it influences behavior. Since the buyer’s decision
to purchase the organization’s products is influenced by various factors that depend
on many aspects. Accordingly, the author, based on the perception of existing
scientific approaches, formed the main groups of factors influencing consumer
behavior, presented in the figure 15.

Personal factors

. Psychological

Social factors factors

—

Cultural factors

Fig. 15. Factors influencing consumer behavior
Source: Developed by the author based on [11-12].

Based on the foregoing, it is necessary to consider in more detail each presented
set of factors that influence buyer behavior, while it is important to note the fact that
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social status, age, profession, environment and lifestyle also influence them. affect
buyer behavior.

1. Cultural factors: it is a set of values and behaviors that a person adopts from
the surrounding society, including arts, customs, traditions and values, in addition to
the skills shared among people in a particular society, as customs differ from one
society to another and therefore culture is a pattern buyer behavior. Marketers rely
heavily on this factor in their marketing plan, and any influence on cultural factors
is offset by changes in the marketing process. Typically, in practice, these buyers
need to be assigned to a specific target group or segment in order to organize an
individual approach and individual communication.

2. Social factors: it is a division of society whose members share common
values, interests and behavior. Social class is not determined by a single factor such
as income. A number of overlapping factors, such as profession/job, income,
determines it. , education, wealth and other variables by which this group is
distinguished. From factors such as the consumer’s immediate environment and his
social status in society, depending on the social status, the same buyer can behave
differently. For example, behavior depends depending on the situation and roles such
as wife, sister, leader, etc. Family members, colleagues and others also influence the
purchasing decision process [11].

3. Demographic factors: The group of these factors is characterized by such
criteria as age, personal characteristics, profession and lifestyle. This category
includes lovers of various hobbies, athletes, representatives of a healthy lifestyle,
residents of cities and suburbs. Factors are usually cyclical and repeat over time. It
Is important to consider these factors when building marketing communications in
order to create an interesting presence in front of the organization's brand.

4. Psychological factors. This group of factors is characterized by the problems
that motivate buyers, as well as their perceptions and attitudes towards various
brands of goods and services. Marketers may find it difficult to focus on these factors
when creating an electronic customer communications strategy. Since these are often
hasty decisions that can change quickly, it is important to note that the set of
psychological factors influencing the decision-making process for purchasing
products is one that must operate in the context of building a relationship and
communication process with customers [12].

All factors influencing each stage of the formation of purchasing behavior and the
process of building contact can change at different stages in accordance with
priorities. Therefore, awareness of the need arises at the level of personal factors,
where the individual plays sports and needs equipment. At the stage of searching for
information to organize the organization's products, the buyer's behavior is
influenced by social factors; in particular, the comments of his team members, as
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well as the assessments and recommendations of trainers, but decision-making and
evaluation are formed at the stage of searching for information. Based on the
preferences of the buyer himself, as well as the actual characteristics and qualities
of the purchased product. Based on values, needs and, consequently, demand for
certain goods or services, as well as buyer behavior, are formed. A marketer must
understand that values, unlike needs, exist on their own and do not need to be
created.

Electronic marketing communications is about identifying needs and
requirements that are better met than competitors, so based on the buyer's overall
decision-making processes, based on their values; the result of need satisfaction will
be more effective. When planning the communication process, the marketer must
understand the values to which he refers and build his communication relationships
accordingly; the more complex the level of these communications, the more stable
the relationship between the buyer and the organization will develop [13]. Marketing
communications should be based on personal variables that influence buyer
behavior. This is the highest level of development of marketing communication
strategies and tools aimed at buyers, which will raise the effectiveness of marketing
activities to a new level. It should be emphasized that the factors influencing
purchasing behavior are no less important than the degree of consumer interest and
the availability of similar products from competitors, or rather, the differences
between the offers of different organizations.

Under the influence of marketing communications, which are presented in the

figure 16.

Fig. 16. Types of purchasing behavior influenced by electronic marketing communications.
Source: Developed by the author based on [13-14].
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Buyer behavior is the study of the processes and factors that influence individuals'
purchasing decisions. Many marketers can understand how buyers choose products
and what motivates them to choose a particular product, and on the other hand, they
then use this information to create various marketing communication tools based on
which, as discussed by the author, the main types of buyer behavior are
identifiedFocusing on the presented types of consumer behavior, each of them needs
a more detailed study, since they influence the strategy of electronic marketing
communications of organizations.

eHabitual behavior: This is something common during everyday shopping, such
as going to the store and buying coffee, milk or simple groceries. The level of
consumer interest in this case is low. In order to attract customers, just offer them an
additional reward, for example, make a promotional offer or buy a gift.

«Search behavior: This behavior is often observed among buyers of goods and
services offered in large markets such as online markets, here the number of
competing offers is higher and the customer can only be influenced by the
characteristics of the products, such as the product is made of a higher quality
material or the seller offers a free service.

«Unsafe behavior: It is easily found among customers who select products based
on their taste preferences, for example, a specific brand of sportswear or a country
resort hotel, the difference with analogues may be minimal, so organizations must
take clear measures to eliminate the customer's objection. The main characteristics
of the goods and services provided are shown.

«Challenging behavior: This includes customers who buy expensive goods such
as cars or real estate. Every detail is important to them. In this case, the client
carefully studies competitors' offers to find the option that suits him best. To increase
it is necessary to determine sales effectiveness and strengths. Weaknesses of the
organization, brand or product supplied [14].

Having considered the main factors influencing buyer behavior and their main
types, it is necessary to highlight the main aspects and details of the impact of
marketing communications on buyer behavior.

To organize an electronic marketing communications strategy, the means of
global influence in the communications mix are advertising, sales promotion, direct
marketing and public relations. The tools are designed for integrated electronic
marketing, which are used to organize and build communications that have an
impact on consciousness, since advertising awakens attention, is fixed in memory,
and activates feelings and motives, and then influences the will. When choosing
means of communication in the form of advertising media, you should be aware of
the factors influencing the perception and understanding of advertising, the influence

50 www.ababneh net



J\ ABABNEH
of colors, strong expressions, font size and other conceptual elements, as well as the
ability and desire of potential buyers to perceive advertising [15].

Based on the importance of advertising as a tool of modern communication with
customers, the use of suggestions and persuasion in it, in order to have the maximum
possible impact on customer behavior, it is necessary to rationally organize the
relationship between these components. Since the emphasis is on influencing the
human psyche through suggestion, as a result it is reduced. The desire and ability to
think logically among buyers have a different tendency to succumb to suggestion
and persuasion. Emotional and insecure individuals suffer more from people
suffering from an inferiority complex, since the effectiveness of suggestion increases
if a person is in a certain mental state. However, the effectiveness and persuasiveness
of suggestion are no less important than the characteristics of its implementer. Such
as social status or popularity, attractiveness, external data and internal advantages,
the quality of influence and suggestion is also influenced by the relationships that
arise between those who inspire and those who perceive the suggestion (authority,
trust, dependence) [16].

In addition to the source of advertising information, the compelling evidence
presented in the advertising message of the organization’s brand influences the
effectiveness of communication. If the person advertising the organization's
products is physically attractive, the evidence appears more persuasive. The same
applies to faces who are attractive, famous, or close to the target audience. It should
be noted that when forming a modern e-marketing strategy and tools for
communicating with customers through advertising, it is necessary to take into
account the main characteristics of the consumer, which were systematized by the
author of the book and shown in the figure 17.

Fig. 17. Requirements for building communications as part of an electronic marketing
communications strategy

Source: Developed by the author based on [17-18].
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Characteristics of advertising content to persuade buyers:
It is important to note the fact that such features of advertising content, regardless
of its source, can play an important role in the process of persuading the consumer,
namely:

*Reliability of evidence.
* Quantity of evidence.
» Emotional impact of advertising since people tend to pay more attention to things that can evoke

feelings and emotions, positive advertising is more effective.
*Advertising design elements: advertising should be aimed at attracting the buyer's attention, but
marketers should not ignore the attitude of buyers towards the product itself and its characteristics.
*lmpact on speech dynamics: strength and softness of voice, tone of voice, use of pauses to achieve
surprise, pace and timbre of speech.

*Repetition effect. Information-rich advertising as a communication element may require several
repetitions, especially if the buyer is not motivated, since the perception of messages, containing convincing
evidence is strengthened after three repetitions [17].

Based on the presented presentation, it is necessary to consider in more detail the
characteristics of the buyer conceived by the author, taken into account when
establishing contact within the framework of online strategies.

1. Definition of Motivation: An internal drive or drive motivates a buyer to
satisfy certain needs. Motivation can be said to be related to the existence of goals,
knowing that goals can be positive or negative, as well as high or low. but in all
cases the need must reach a sufficient level. Urgency should be seen as a motive.
When consumers are motivated to use an organization's products, the informational
portion of advertising must be strengthened. If the organization's products are
purchased for pleasure, the message must be emotionally appealing and involve the
buyer.

2. Determining the level of knowledge: This means knowing the existence of a
subject or topic and remembering that thing or topic that you have previously
learned. Memorization represents the lowest levels of learning outcomes in the
cognitive dimension, where communication and advertising channels are based on
the concept of being more humane and effective if potential buyers are ignorant.
Marketing communications must take into account consumer perceptions and
knowledge. Based on these elements, attentional processing can influence the
excitation and “inhibition” of a person's mental activity when processing
information. With moderate arousal, the attitude towards the organization's product
depends only on the strength of the test and reaction. Powerful provocative
advertising used as a marketing communication tool.

3. Mood detection: This is a noticeable change in mood state and feeling happy
at times and sad, angry or tense at other times. It is a natural human thing that occurs
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due to the nature of life, its problems, events and workload. Feeling good helps raise
awareness of emotional communication as an innovative means of communication
between the organization and the customer. Many marketers can create the desired
mood through emotional messages or contextual advertising; this function must be
built into the communication channel as it is reflected in the results.

4. ldentifying personality traits and biases: Individuals seeking knowledge are
influenced by evidence; otherwise, they react more strongly to indirect evidence. For
them, the status of the person advertising the product is more important. This feature
of buyer behavior is not typical for everyone and may occur in rare cases [17-18]. It
should be noted that the only legal way to compete for buyers in modern conditions
IS to disseminate information and build effective communications. The
manufacturing organization is interested in the efficiency of the process of informing
and communicating with customers, therefore it tries to control all elements of the
communication system from the source of information to the buyer, as well as
possible obstacles to the signal path, for the buyer, who passively or actively receives
relevant information to make a purchasing decision.

Importance of Marketing with Marketing Communications

» Media independence: Manufacturers are trying to control the information space.
This is not easy in countries with developed democracies, but to some extent it is
possible.

 Regulating the flow of information: If you cannot control the media, you can
try to control the flow of information by emphasizing the positive aspects of the
video and hiding the negative ones.

e Interaction: By receiving feedback from customers interested in an
organization's products or services and purchasing them, they have a wealth of
important data that modern merchants need to describe buyer behavior. The presence
of specific information influences this behavior, which means that when working in
the information space, the buyer must remember that he is not only the recipient of
information, but is also the most important link in the subject of marketing through
communications, as well as a link in a complex communication system in which
various interests intersect, such as political, economic, social, personal and other
factors. In most cases, protecting the information interests of consumers is more
important than their rights, and in a country where freedom of expression exists only
on paper and there is no independent media, the buyer's right to reliable information
cannot be realized, and every consumer must acquire rights, become interested, and
hear his voice to convey their opinion about the product to the production
organization [19].

In the process of building marketing communications as part of an e-marketing
strategy, it is important and necessary to analyze consumer behavior, since analyzes
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e Ol e
help to understand individual needs, desires and preferences in relation to brands

and other organizations. In addition, ratings allow you to track the level of loyalty
and satisfaction with products and make it possible to modify your marketing
communications strategy. To be more effective, you may need to raise prices,
improve channels or promotions, or change your advertising policy. Conduct a
comprehensive buyer analysis. and identify factors influencing his behavior, the
author conducted a comprehensive analysis and scientific generalization of the
scientific approach, which made it possible to identify factors and elements of
influence on buyer behavior that must be taken into account when assessing and
analyzing shown in the picture 18.

Fig. 18. Types of communication analysis of buyer behavior
Source: Developed by the author based on [19-20].

1. Needs Analysis: The main goal is to find out what the buyer needs now, and what does not
satisfy his desires, in order to understand what product is needed and what offer the organization
should make on the market, taking into account the offers of competitors.

2. Perception Analysis: aimed at acceptance or non-acceptance of proposed options for the
provision of services and sales of products. This factor will determine what is needed to form an
effective organizational strategy, prepare real communications, and brand promotion.

3. Service quality analysis. Analyzing the quality of customer service and collecting feedback
will help highlight complex and important elements of service, which will later be included in the
strategy of electronic marketing communications.

4. Expectations Analysis: it examines the service standards that customers expect to see.
Feedback, surveys and communications will allow you to assess expectations and consider them
when building communications as part of your email marketing strategy.
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5. Analysis of complaints. This source of information about an organization's performance is

often seen as positive because it helps to understand the underlying problems and eliminate them
or, if possible, avoid their recurrence. [19-20].

Based on the foregoing, attention should be focused on the fact that the
development of new areas of the economy contributes to a change in buyer priorities
towards improving lifestyle, motivation and beliefs, and not only the variety of
offers on the world market and its total volume increases, but also the needs become
more diverse, which is in the interests of organizations associated with innovation.
The effectiveness of marketing communications largely depends on their impact on
the buyer, because the study of buyer behavior is the basis for making effective
decisions in the field of marketing management. Without knowledge of consumer
behavior, it is difficult for competitive organizations to compete in the market.
producing products with a high degree of similarity in objective characteristics. It
allows for continuous analysis and assessment of external and internal factors
influencing buyer behavior and understanding the mechanism of formation of buyer
behavioral reactions, which allows the use of rational marketing influence tools.

Consequently, the primary person in the market is the buyer, and the success of
the marketing communication activities of any organization depends on the buyer,
the level of demand for its products, and effective communication tools. It is
necessary to develop an effective electronic marketing communications strategy that
influences the behavior of individual buyers and creates demand for the products of
a particular organization. It is necessary to include all elements in the marketing
communications mix, and also take into account marketing tools that influence buyer
behavior. The formation of demand is inseparable from the factors influencing the
purchasing behavior of the buyer. Analysis of the factors influencing the buyer's
purchasing behavior allows us to understand what determines the buyer's desire to
purchase a particular product. Marketing tools make it possible to change buyer
behavior in the desired direction.

The organization of marketing communications and their impact on customer
behavior will allow us to study aspects and features that can be applied in practice
when forming a strategy for electronic marketing communications and sales
promotion.
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CHAPTER 4

The Internet is changing the traditional way organizations interact with their target
audience. Modern competition in global markets has led to the transformation of the
management process of organizations to digital technologies, relying on electronic
means of communication in order to increase awareness and brand loyalty and
increase conversion rates, as this is considered a business mission. As organizations
create websites for online presence, a brand website is essential, as it is the only
concept and mechanism for successful and effective marketing communications
interaction with consumers and target audiences. Through successful and effective
marketing communications via the Internet, many organizations can achieve leading
competitive positions in global markets and target niche markets. One important
piece of evidence is to think about communication techniques in web marketing two
levels: microenvironment and macroenvironment of the organization, where the
microenvironment of web marketing communication contains elements of direct
communication in real time, as well as relationships with competitors and suppliers.
Marketing intermediaries and partners, the general environment of web marketing
communication includes economic, political, legal, scientific, technical, cultural,
demographic and other areas of the organization’s activities [1].

Web site — this is a means of communication that expresses the electronic
marketing activities of an organization, the purpose of which is to strengthen the
position of the organization and brand in the market, in order to increase demand for
products, attract new customers and adapt to search engines. Based on the specific
components and standards of the organization's electronic resources, the engine is
optimized. Search for an organization's website by appearing at the top of the search
engine page results as consumers view the first page of the search engine results
page. If the site is located at the bottom of the list of search queries, consumers will
definitely not find it. Global statistics on search engine visits show that 95% of
visitors view only the first page of search engine results. In order for a website to
rank among the top ten for search queries, it is necessary to use innovative tools and
methods to promote the website, which, in turn, will ensure the organization
continues to grow its target audience and potential buyers [2].

Significance of the site: The organization's website is the basis of its presence
and direct representation of the brand via the Internet, since the creation and
maintenance of the site becomes the main tool for influencing the consumer, since
the success of marketing efforts through digital channels and the Internet depends
on the design of the site to ensure that the organization achieves its goals. To work
on a specific strategy, you need to develop and promote a website. If a website does
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not rank high in search queries, the organization loses the traffic, leads, and sales
that the organization's website generates. The function of promoting the site to
visitors and users is convenient navigation; overlap between sections and between
web pages, search and access to them and the ability to quickly obtain the necessary
information. In global practice, many world-class organizations and brands believe
that the promotion function of a website is much more important than website design
and attractive navigation, since the website must be consistent with the network for
the organization to have its expectations, since the promotion function of the website
represents is a set of different options that solve some user problems for comfortable
work with a web resource. Accordingly, the author, based on a deep analysis of
modern approaches in the scientific literature, built the main elements that should be
given great attention when developing website promotion functions, as shown in the
figure 19.

|
\Z

Update website content
promptly

|
1\

Fig. 19. Website promotion work
Source: Developed by the author based on [3-4].

o Cross-browser websites —>

1. Ease of use and site navigation: This feature is important for the visitor. If he
has difficulty navigating from one web page to another to find the information he
needs, he may become frustrated by the difficulties encountered and will most likely
leave the site, since re-engaging visitors who left the site is more important.
Difficulty attracting new visitors.

2. Logical division of site content: The visitor should have a clear idea of which
page of the organization's website he is on and how he got there, which makes
navigating the web page much easier, since it is a logical division of the site content
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that will properly distribute content.Rashid within the current functionality of the
site.

3. Easy to remember website address: The website address should be easy to
remember because one of the most common mistakes in website design is choosing
a domain name unwisely. The website domain name should be easy to remember
and easy to use visitors of the organization and its clients.

4. Ease of access to the website via the Internet: The level of competition
between existing websites is related to the evolving technological structure of the
global economy and the need for e-commerce. However, since there are millions of
websites on the Internet and more are being created every day for organizations to
develop with the help of digital marketing, it is necessary and conceptually important
to develop search engine optimization for the organization's website.

5. Cross-browser websites: In the context of the intensive development of digital
technologies and their implementation in all sectors of the world economy, this
development and development of websites has not been spared, as various tools and
programs are intensively developed, including web browsers. Today there are many
internet browsers that people prefer to use and hence there is a need to load an
organization website in any browser no matter you are using Internet Explorer -
Firefox - Safari - Google Chrome etc. This is important a requirement for website
functionality that ensures the website is compatible with browsers without
compromising functionality or web design. Thus, online website design must take
into account its development based on the original requirements.

6. Update website content promptly. The real factor that makes a website
successful is its content. If the content is not updated frequently, then website visitors
will lose interest and the number of visits will decrease. However, updating the
content on a regular basis becomes a challenge. It is difficult if you do not know the
HTML (HyperText Markup Language) programming language, which provides
effective content management for practical marketing work, despite the availability
of many innovative methods and tools for maintaining websites that requires
constant viewing, activation and updating of content as supporting. The
development of an organization’s website is closely related to the creation of content
and its effective placement in the general functionality, which will ensure the
relevance of the content and the effective promotion of standard positions in search
queries, which makes the organization’s website more recognizable and in demand.

7. Consistency of site elements: The site should be compact, convenient and
understandable for the user, which helps in searching the site and the necessary
information on the Internet. When developing a site, the requirements for structuring
all web pages of a specific design must be met are followed to maintain basicity and
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uniformity. If the website designs are inconsistent with each other, the website will
look disorganized, which will affect the organization's brand image online.

8. Content structure and layout: When implementing and designing a website
in modern organizations, many people make the common mistakes of placing too
much content on one web page. Good information design is important because it
allows the designer to place the right content on the site, by choosing a specific
design template. The necessary tools can be placed in an illustrated list, and then the
organization will never have to worry about overloading the visitor with too much
information on the site, as now they will be able to direct them to the sections of
information they need.

9. Website loading speed. In today's dynamic world, waiting for the client is a
thing of the past; in modern conditions of digitalization of all sectors of the global
economy, Internet users want the site to load quickly and be able to view images,
articles and videos instantly if the site contains a large number of images. Large
images may take longer to load and may cause visitors to wait for your organization's
website to load and abandon it entirely. Smaller files should be given priority when
filling out content, unless these files are necessary to attract the attention of visitors.
In this regard, it is necessary to set priorities correctly [5-4].

Based on a critical analysis of scientific methods in this area, the author has
constructed the main elements that should be taken into account when promoting an
organization’s website, as shown in the table 2.

Table 2
Elements that must be taken into account when promoting an organization’s
website on the Internet

Website promotion elements Functions
Define the future image of the organization, define what it will
Organization Vision look like in the future and develop plans, steps and strategies that

will allow the organization to define what we want to achieve.
Its main tasks, why do we need the organization and its products?
Characteristics of its activities and its value to clients.

Identify target market segments and strengthen the

Mission of the organization

Market category organization's competitive position within them.
The main goals of the product, what are its goals and value to the
Goals consumer. What products does the organization offer to
consumers? What is his main strategy?
Uniqueness of the Uniquely present product features, differentiation and value to
organization the end user.
It is used to differentiate an organization from other similar
Organization brand organizations and to position the organization according to its

strengths (strength, quality, simplicity, etc.).
Determine the location of | The value of the organization's goods and services to the target
the organization audience.
Source: Developed by the author based on [6-7].
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To ensure the effectiveness of the organization is marketing activities and take the
necessary position in the market, marketing communication through the website is
relevant and desirable in modern business conditions. Simply put, because the
Internet in modern society is a multifaceted world of interaction between many
people with different interests and needs, such as websites performing the tasks of
positioning, increasing the share of loyal customers, and identifying, analyzing and
online searching for the target audience, it is necessary to take into account the
essential elements of promotion when developing and positioning the organization’s
website.

The main elements of an organization that must be taken into account when
promoting a website, which allowed us to identify the main trends that should be
reflected in the website promotion strategy of any organization. Unfortunately, not
all marketers and promotion specialists take into account that when developing an
organization’s website, take into account the elements listed in the table above. In
most cases, a website is a source of information for an organization. To increase its
effectiveness, it is necessary to use various tools in the field of design, positioning,
search engine optimization and much more. When forming a website promotion
strategy, it is necessary to take into account all the basic elements to ensure
efficiency in the field of search engine optimization and promotion.

Marketing communications for websites are characterized by the ability to
achieve maximum interaction between consumers interested in products without
discouraging purchases. In most cases, consumers visiting the website of a particular
organization become regular visitors because they themselves are looking for
resources and, therefore, are interested in the organization’s brand and its products.
It should be emphasized that in order to effectively organize the activities of a
modern organization, it is necessary not only to create a website, but and regularly
promote and develop it in order to attract potential customers to the goods and
services offered, while developing a correct and effective business strategy, taking
into account all the strategic objectives and marketing goals of modern organizations
[8].

It should be noted that there are many ways to improve the effectiveness of
website marketing communications, some of which are readily available and do not
require a lengthy preparation and planning process. This requires identifying the
target audience, identifying key electronic marketing communications channels, and
developing an online marketing communications strategy that will maximize results.
To achieve the marketing goals of an organization, it is important to note that the
method of marketing communications for a website for products on the market is
understood as a certain activity aimed at increasing sales efficiency and involving a
communication impact on partners, consumers and employees of the organization.
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Electronic product marketing communications are critical to maintaining an
organization's reputation, increasing brand loyalty and increasing demand for
products, goods and services provided [11].

Marketing communications for business websites can increase sales and motivate
the target audience to choose one brand among hundreds or thousands of others. To
better understand why this happens, the author of the book, based on a
comprehensive analysis of existing approaches and research in the field of
communication marketing, organizes the tasks of web marketing communications
for modern business, which are presented in the table 3.

Table 3

Objectives of marketing communications through websites
Goals of Web Functions

Communications

Marketing communications helps websites create a desired

Creating the image of the
organization

brand image in the minds of consumers through positioning
that allows organizations to differentiate themselves from their
competitors and attract their target audience.

Deliver a message to potential
buyers

Through electronic  marketing communications, the
organization communicates the benefits and characteristics of
useful products, auction offers, loyalty programs and all the
benefits that you should pay attention to.

Marketing communications for the
organization, its products and
services.

Marketing communications encourage websites to interact
with audiences and stimulate word of mouth. The more an
organization advertises its products, the more customers and
potential clients will talk about it.

Increased loyalty

This is the extent to which a customer is willing to
communicate and repeat purchases compared to competitors.
Loyalty is a byproduct of a positive customer experience and
works to build trust. Through website marketing
communications, organizations increase trust, customer
retention and brand awareness of the organization, which
significantly impacts the competitive position in the market.

Handling and resolving objections

A well-thought-out website email marketing and marketing
communications strategy helps overcome the doubts of
potential buyers by increasing awareness of the organization
and its products.

Information support

Marketing communications on a website demonstrate the
organization's knowledge of potential customers about points
of sale and provide answers to frequently asked questions, sales
information, etc.

Goals of Web Communications

Marketing communications help websites create a desired
brand image in the minds of consumers through positioning
that allows organizations to differentiate themselves from their
competitors and attract their target audience.

Creating the image of the
organization

Through electronic  marketing communications, the
organization communicates the benefits and features of useful
products, auction offers, loyalty programs and all the benefits
that should be paid attention to.

Source: Developed by the author based on [9-10].
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It should be noted that in order to convince the target audience to buy the
organization’s goods or services, it is necessary to think through an electronic
communications strategy, develop channels of marketing communications and
online interaction. It is also necessary to commit to formulating plans and operating
procedures systematically. Based on this, it is necessary to focus on the main tasks
of marketing communication for organizations through websites, presented in the

figure 20.
News- Convince me .Rernlnd me _
Marketing communications Through website marketing Orgxgss;ci)rr]ls ?SSIX?QOUS
on a website help create communications, organizations mention th en%selves their
electronic communications increase sales and convert potential roducts and their brand
with potential customers, customers into actual customers. To Fljn e T Tl s thé
disseminate organizational convince target audiences to choose - aniz%ti on's brand
news, convey relevant a specific product or service, brands o cregses e e
messages to target combat potential buyer objections I s spth e target
audiences, and create with content, social proof, and brand Y 9
awareness.. advocates.. audience from forgetting

about it.

Fig. 20. Website promotion tasks
Source: Developed by the author based on [9-11].

Ways to promote website content:

« Offline promotion: used to provide a website address to current and potential
users and customers in a traditional non-Internet business environment. This is
achieved by writing the name and address of the website in traditional writing,
advertising messages. and written tools of organization, in addition to
communication tools. Other marketing, the headline should be visible on the screen
for as long as possible to attract attention and be accessible. Under this method, the
title of the website is announced through the product or cover, with the ability to use
this simple method to encourage customers to repurchase or visit the organization's
website again. To get more information about the product and how to use it, it also
helps to promote the organization's website online, a method that is often used with
digital products, as it can be used to download other ready-made software, update
software, or offer other options for using the product.
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* Internet promotion: used to help customers find an organization's website on
the Internet. Several methods can be used to promote a website online, as shown in

the figure. 21.

, [ Search engines }

Proof
Y Uniform Resource Locator

y Link exchange

/ Advertising feed
y A
L Y

Fig. 21. Ways to promote a website connected to the Internet
Source: Developed by the author based on [12].

First: Search Engines: A computer program allows customers to search for
products or information using conventional Internet search engines. These systems
help the researcher achieve his research goals by providing him with a large number
of available alternatives from which he selects what suits him and suits him the most
and provides Most search engines have two types of search: regular search and
advanced search. For the address of the organization to appear in search results, the
organization's website must be registered in search engines [13].

Search Engine Ranking Basics:
*Layout of the website according to the content: Words describing the nature of the site are
used in language appropriate to the nature of the site.

* Ranking a website's position based on the number of sites linked to it: the more sites there are,
the higher the site's position.

» Ranking websites based on financial payment process: Some search engines charge a financial
commission for listing sites, and the higher the rank, the higher the commission. However, at the
same time, search results appear for sites that did not pay a commission in a lower position than
sites that pay commission.

* Ranking website position based on its popularity. Many search engines use this principle
because search engines measure the popularity of a website based on the number of visits to the
website for a particular search topic.

* Ranking website position by search language. Some search engines sort a website in the search

results list by search language, since websites containing the search language rank highest [14].
Search Engine Optimization - is the practice of optimizing website pages to
increase their visibility and ranking on search engine results pages. Its goal is to
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increase the quantity and quality of organic (organic) traffic to a website from search
engines. This is achieved by introducing a variety of techniques, methods and tactics.
On the one hand, other organizations that own a website on the Internet strive to
obtain high positions in search engines. This means that the site is among the first
sites to appear in the list of search results due to the importance it represents in
promoting the site and increasing the accessibility of the site. However, it is not
possible to identify the main elements and tools that require more detailed study, and
based on this and based on structured views and scientific methods, the author
highlights the advantages of SEO website promotion, shown in the figure 22.

Optimal cost of Increasing target
SEO services audience reach

Fig. 22. Benefits of Website SEO
Source: Developed by the author based on [15-14].

1. Increasing trust in an organization or product's brand: In modern conditions, not many
users are interested in advertising, so there is discomfort about this. Unlike search engine
optimization, with its tools you can be in the same place. Language with the audience to see,
analyze and adapt products according to mood and preferences.

2. Guaranteed long-term results for SEO: This trend does not require constant payment of
money, since the results of promotion provide long-term results within several months after
preparation and good implementation, which is impossible with other methods of promotion and
implementation of tools.

3. Increasing target audience reach. In practice, a user pays attention to the top 15 websites
that appear in the results of a search query, and if a website ranks as high as possible, it definitely
has a better chance of attracting new potential. Customers and increasing targeted actions
(purchases) from existing customers.

4. Optimal cost of SEO services: Unlike other channels, financial investments in SEO
promotion are much cheaper for website owners, for example, if you compare the investments of
financial resources in context and in SEO, the latter will be a huge gain.

5. Increasing targeted actions and traffic to the organization’s website: Search engine
optimization is not limited to attracting users to the site, it makes it possible to activate this user to
take the necessary actions to increase the rate of targeted actions (purchases). In the conditions of
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modern business and marketing practice, SEO promotion is one of the important parts of the
modern business world, and the development strategy of any organization should take this into
account, but do not forget that this promotion must be done together with support. The
development and interpretation of channels go in parallel, since they are all closely connected with
the Internet system.

Marketing communications and optimal use of online search engine websites
provide organizations with timely information about the benefits and prospects of
their products. After gaining public trust and ranking in top searches, promoting an
organization's website requires a thoughtful and calculated strategy as it requires
long-term customer engagement and the organization's reputation. Regular and
planned communication with the target audience to ensure proper integration.
During SEO, many people who consider the search algorithm a key element in
achieving results and should think more about internal and external website
optimization [16] carry out website promotion. External website optimization is
characterized by the goals of maximizing the placement of external links to the
organization’s website throughout the network in order to increase targeted actions
(purchases) and traffic. However, in order for the promotion of external sites to be
as effective as possible, the main methods of external search engine optimization
should be alternated. Combined with comprehensive off-page search engine
optimization, this process is effective, allowing you to identify key trends, market
niches and target audiences, as well as determine the key priorities presented in the
figure 23.

Cross promotion

<

Registration in

Soltentpiometion electronic catalogs

Activity on social

networks Content promotion

Fig. 23. Modern methods of external improvement of organizational websites
Source: Developed by the author based on [16-17].

1. Cross promotion: includes the publication of links on third-party digital
platforms, allowing you to add multiple links to web resources. This is the main task
and the right solution for quickly promoting an organization’s website to the top of
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search results. This goes beyond simply posting links to external resources. First, the
availability of these resources and their relevance to the topic is very important. Off-
page search engine optimization will not have any effect if donor sites are not chosen
rationally. A professional in this field [18] should do this.

2. Registration in electronic catalogs. The goal is to make the web resource
known and noticeable among competitors, and such links will bring new customers,
but you should not expect a rapid increase in traffic, especially in competitive niches,
but still this method of promotion cannot be forgotten Advanced SEO.

3. Content promotion. This type of optimization should include various
publications of topical web sources, in this case, backlinks are only effective if the
content is high quality and there are many reliable topical platforms for publishing
creative materials [19].

4. Activity on social networks: Social networks are not only a convenient tool
for communicating with the target audience, but also a good platform for external
improvement. Off-page optimization includes not only technical solutions, but also
human elements such as reviews, opinions, questions and answers, and suggestions,
all of which contribute to increasing brand loyalty and awareness. External
optimization plays an important role in modern conditions. In the ranking, external
optimization cannot without internal website optimization; only with the help of two
comprehensive website optimization methods can you get the desired effect within
the expected period and without exceeding the budget, therefore it is appropriate and
necessary to consider the key aspects of improvements within the organization.

5. Content promotion: It should be noted that in the reality of modern web
marketing business, on-page optimization makes up 99% of all search engine
optimization, and this type of optimization includes work on the code, work on the
user interface, design and search compliance engine, and covers almost all internal
optimization tools. It should be noted that improving the internal website is
impossible without analyzing and studying user behavior, which makes it possible
to identify and highlight the main trends in improving the organization’s website on
the Internet. Based on the analysis of user behavior, a set of actions is carried out,
such as changing the code and writing unique texts, writing page titles, eliminating
errors of the entire site, improving usability; this is only a small amount of work that
can improve usability and the reputation of the site in search engines. Covering all
the work related to search engine optimization, the author provided an overview of
cases and areas in which it is worth organizing optimization based on scientific
generalization and critical analysis of scientific approaches and practices in the field
of organizing internal website optimization by forming elements of internal website

optimization presented in Fig. 24.
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F. 24. Elements of internal search engine optimization of corporate websites
Source: Developed by the author based on [20-21].

Effective website optimization is always an SEO audit, which provides more
accurate information about problems that need to be solved or improved.

Second: Evidence: Apart from search engines, there is a so-called index whose
function is to classify a website into categories, where each website belongs to a
main category. When a researcher searches the index, he goes to the category he
wants and searches that category for a large number. Among relevant alternatives,
the results provided by indexes are often more accurate than the results provided by
search engines. An example of such indexes is Yahoo, which is considered a search
engine and an index on at the same time.

Third: Uniform Resource Locator (URL): it is used to identify the site and
name of a specific web page and is used in most web document viewers.

Fourth: Reciprocal links: These are underlined texts. If you click on them, the
web page will open on its own website or another website. Images and graphics may
be links. You can tell this by looking at the mouse cursor as it rotates into the shape
of a small hand.

Fifth: Advertising Bar: It is a bar that appears on the computer screen when
viewing certain pages for the purpose of advertising a product or service [13].It
should be noted that website promotion is not achieved with the help of one tool; it
IS important to be aware of this fact and use all possible resources. Initially, it is
necessary to rely on the target audience to formulate all online promotion. strategies
according to your preferences. All types of web promotion, as well as methods, tools
and methodologies developed and designed by the author, are only a conceptual
basis from which to start when developing an organization's web promotion strategy.
As discussed in previous chapters of this book, there is no single method or rule for
making online promotion effective and reliable, which requires organizations to
constantly search for innovative tools improve them and implement them in practice.
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CHAPTER S

The conditions of e-business are characterized by the need to constantly update
marketing methods, which places high demands on marketing communications
organizations, which must organize their activities based on innovation and new
technologies.

Considering the current level of competition in the global market, marketing
activities cannot be carried out offline, which requires the development of innovative
online communication tools, determined by technological development in the field
of innovative Internet technologies in recent years, evolutionary changes in the field
of communications, including advertising, and the development of innovative
Internet -technology has led to the emergence of various forms and types of online
advertising about goods, services and branding sold by organizations.

The most important forms of media are text, images, audio and video, which are
distributed to end users through various official websites of companies. The first
banner advertising appeared in 1994, when AT&T placed a banner on its Hot Wired
website [1].

Advertising — This is one of the methods of marketing communication used to
disseminate information in order to attract attention to a product or organization, in
order to arouse or maintain the interest of the target audience, one-way, non-personal
communications conducted through social networks. Media and innovation channels
that campaign for a product, service or brand.

The main function of advertising is to increase income through the sale of the
organization's products. Properly organized advertising activities maintain public
interest in the organization's products and services in the long term. [2].

Tasks of electronic advertising:

1. Increasing brand awareness.

2. Making a profit

3. Announcement of new products

4. Explain how to benefit from the organization's products and services.

5. Attract new clients.

6. Improving the image of the organization and its products in the public mind.

7. Increasing sales and profits, which is the ultimate goal of advertising [3].

Table 4 shows one of the most important functions of advertising.
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Table 4.

Electronic advertising functions

The role of electronic advertising is to provide and provide information that
Provision of | can help consumers choose between products and services available in the
information | markets and then make purchasing decisions that suit them. Advertising also
allows consumers to learn about the features of a product and how to use it.
Electronic advertising plays an important role in marketing products, which
may be somewhat similar in characteristics. Advertisements add partial
support by emphasizing the characteristics and benefits that the consumer
gains by reaching a high degree of satisfaction by linking the product to certain
psychological traits, interests, and behavioral effects. Thus, giving the product
a competitive advantage and making it different from competing products, for
example when advertising a specific car and associating it with how
comfortable and safe it feels.
Spread Electronic advertising can reach or spread throughout the world within
speed seconds, allowing it to reach a large number of customers.

Get Satisfied

Electronic advertising plays an important role in overcoming crises that may
Risk arise due to lack of supply qf products ata particular time. Limited_ resources
can be reduced and their use rationalized. Through advertising, the
organization teaches the consumer how to use the products and where they are
available.

This allows organizations to compete by learning about the products offered
Contest by other organizations, allowing them to offer better deals and quality, and
generate profits that benefit consumers.

Source: Formed by the author based on [3].

reduction

Advertising in modern business is an active tool of marketing communications,
which, depending on the target audience, characteristics of the organization, market
coverage, competent goals and objectives of the business, allows you to achieve
effective results, largely dependent on the organization and management of the
advertising campaign. The author conducted a comprehensive analysis of scientific
methods in the field of communications, which made it possible to formulate the
main stages of organizing an advertising campaign within the framework of an e-
marketing strategy, as shown in the figure 25.

Fig. 25. Stages of an electronic advertising campaign
Source: Formed by the author based on [4-5].
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1. Determining the target audience: This stage includes a number of procedures
and activities that require study that is more detailed. Before planning and organizing
an advertising campaign as part of an electronic marketing communications strategy,
it is necessary to determine the target audience of the campaign for which it is
planned. To do this, it is necessary to collect the following information and its

unification:
»  What are the clients’ sources of income?
= What are the social characteristics of potential customers, such as marital status and age?
=  What are the clients’ basic needs, hobbies and interests?
= Which sites are most often used by potential clients and for what purposes?
= What type of content is most valuable to potential customers? [5-6].

Google Analytics is an important tool for studying and analyzing the behavior of
potential customers on the Internet. By connecting this system to your website, you
can always have basic data about visitors and potential clients in order to plan an
advertising campaign based on the received data. Among the innovative tools for
expanding information about the target online audience, services such as Minter.io,
Buffer: social media Tools and many others are used. [4].

2. Determine promotion strategy: In any marketing business, if there is no
strategy and action plan or the implementation is disorganized, it will be difficult to
achieve efficiency and success. Only a rationally formed electronic marketing
communications strategy will allow you to find out what stage of development the
organization is at, where you are heading next and what the strategic goals are.
Having a marketing communications strategy is important when not only
implementing and improving the plan, but especially when obstacles and barriers
arise.

When developing an email marketing and online communications strategy,
you need to consider:

*Goals should be set that are specific, measurable, achievable, meaningful and
time-bound.

* Analyze how the marketing strategy relates to the other three elements of the
marketing mix (product, place, and price).

* Define indicators that measure the extent to which the organization's goals are
being achieved.

* Planning an advertising campaign in each communication channel.

* Plan advertising on multiple channels and use innovative tools.

The last step in this step is to think about the content that the organization will
deliver to each segment of its target audience. People will not pay attention to an
advertisement unless it contains strong content that attracts the target audience and
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makes them want to learn more about the organization. To achieve this, the
following common advertising methods are used in practice:

*Suggest ways to solve potential client problems.
* List the values and importance of the products or services provided by the organization.
» Emphasize the specific benefits of the organization's products. [4-5].

Advertising campaigns must convey information to potential customers in a clear
and concise manner. To do this, you need to change the method according to the
electronic communication channel, and then track the results and know the progress.
When launching an organization's brand or promoting products or services via the
Internet, it is necessary to always monitor and evaluate metrics in order to develop
strengths and work to quickly change settings when something does not go as
planned, it is necessary to make changes and adjustments to strategies so that avoid
financial losses.

You need to regularly review your strategies, correct weaknesses and improve
them to ensure the effectiveness of the strategy and avoid potential risks that may
arise, taking into account the stages of organizing an advertising campaign as part
of an electronic marketing communications strategy. The author of the strategy must
take care to formulate the strategy and its main elements, and must also take care to
select and demonstrate electronic tools and communication channels, and ensure
their effectiveness and implementation to support the strategic goals of the
organization. From the evidence presented, it is necessary to highlight the main
features of e-marketing advertising for organizations, as shown in the figure 26.

Launch retargeting
campaigns

Get data and information

Fig. 26. Benefits of Email Marketing Advertising for Organizations
Source: Formed by the author based on [7-8].

1. Wide audience coverage: Nowadays, people search for information about
products through search engines such as Google, Yahoo, etc. Electronic advertising
Is a means of communicating a brand to more than 4.3 billion users around the world
who can view information about a company advertising and become potential
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clients. Thanks to the Internet, it has become possible to reach target audiences in
different countries and continents [7].

2. Suitable for any budget: It is possible to organize any budget, according to
Serious Simple Marketing, the minimum cost of reaching 2000 viewers is three
times cheaper than traditional advertising methods, allowing any organization, small
or large, to use electronic advertising and get the maximum return on your financial
investment.

3. Create touchpoints with your audience: Electronic advertising allows
organizations to be present at the right time and place. To display products, you need
to use networks such as Instagram and Pinterest. To spread the word and build long-
term relationships with customers, email marketing combines various types of
digital advertising to show that the organization's brand is always there to help.

4. Receiving data and information. Unlike offline marketing, the effectiveness
of which is difficult to measure, digital advertising allows you to accurately track
results using web analytics platforms such as Google Analytics [8].

5. Launching retargeting campaigns: This method allows customers and
potential customers to visit the site on the pretext of attractive and interesting
promotional discounts. When customers visit your store and open product pages but
do not buy anything, remind them of your organization's brand with the advertising
banners they see when browsing websites on the Internet.

6. Targeting capability: Unlike traditional advertising, which can be viewed by
everyone without exception, online advertising can be targeted. For example, a
camping equipment company might promote its products to travel enthusiasts on
social media to encourage likes, shares, and sales.

7. Increase website traffic: The more visitors an organization attracts, the more
clients it receives and the higher the level of sales. The purpose of electronic
marketing advertising is to attract the attention of users and direct them to the
organization's website. Therefore, advertising must evoke curiosity and give people
a compelling reason to convert. However, in addition to the advantages arising from
the use of advertising in email marketing, there are also disadvantages, which the
author presented in detail in the figure 27.

i Sophisticated
Th%ﬁ;{gﬁg fa sophisticated Banner blindness
analytics

Fig. 27. The most noticeable disadvantages of advertising in e-mail marketing for organizations.
Source: Formed by the author based on [9-10].
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1. Intense competition: Of course, competition depends on where an organization
Is located, but if an organization doesn't offer new products, how will it compete for
customer attention and loyalty? Products also need to be regularly improved taking
into account the needs of the target audience of customers, to make them competitive
and necessary.

2. The high cost of making mistakes. Some of the most common mistakes include
high costs such as targeting the wrong audience, choosing highly competitive
keywords, and continuing to run an advertising campaign after it is turned off. To
solve this problem, you need an advanced specialist or extensive experience in
targeted advertising [9].

3. Sophisticated analytics. Analyzing the effectiveness of any advertising
campaign requires an external platform such as Google Analytics and the expertise
to properly interpret the results. Medium-sized organizations and large brands use
specialized analysts to make advertising more targeted and effective.

4. Banner blindness: users encounter advertisements almost every time they visit
a website. Therefore, they simply ignore the banners without noticing them. To
overcome these problems, organizations need to ensure that banners are targeted to
the right audience who may be interested in them organization’s product or service

[10].
I
= = - .

Fig. 28. Forms of appearance of electronic advertising
Source: Formed by the author based on [11].

1. Horizontal advertising: It is a form of electronic advertising that irritates
website browsers. It is one of the most common and widespread forms of advertising
with many differences in form and content as they all share a common function. Ads
are distinguished by their ability to take you to the advertiser's website after clicking
on it.

2. Side advertising: or skyscraper advertising is a form of electronic advertising
that irritates website users because it differs from the first type in its verticality, as it
is considered one of the effective advertisements because it does not disappear from
the screen. In the eyes of visitors, as soon as he leaves the page, he continues to be
displayed on its side, which increases the likelihood that the visitor will see the
advertisement and increases the chances of clicking on it [11].
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3. Jumping and sequential advertising: It is a form of electronic advertising that
irritates website visitors. They are called jumping ads because they open an
independent electronic page that the visitor can visit by simply clicking on it. As for
sequential ads, they serialize the content you are reading, so they're less annoying
than pop-up ads. Although these two types of advertising cause a lot of
inconvenience to people, this inconvenience is intentional to ensure that people click
on them, and this type of advertising achieves great effectiveness if it is clicked on
frequently.

4. Flying advertisement: it is a form of annoying electronic advertising while
browsing websites. This is an annoying ad for a large number of users. It appears
immediately after a visitor enters the site and continues to appear for about thirty
seconds. It prevents the user from seeing the site's content until it disappears, but
there is a "Close" button that the person can click.

5. Text advertising: This is a form of electronic advertising that appears when a
person performs a search through a browser such as Google. These ads appear on
the side of search results if people have a connection to what they are searching for.

Electronic advertising is a fast, flexible and measurable way to reach individuals
around the world with advertising messages. Today's trend is that the younger
generation is getting used to virtual communication, purchasing, consulting and
ordering various goods via the Internet, which must be taken into account in the
operating strategy of organizations. Advertising is an important part of electronic
marketing communications, which is the process of promoting an organization's
goods, services or brands to target audiences, including market research, identifying
customer profiles, analyzing their needs, preferences and purchasing habits. It also
includes developing conceptual business goals and strategic objectives; advertising
is again a set of tools that help disseminate information about an organization's brand
via the Internet [11].

Advertising is a driving tool for electronic marketing communications of
organizations, which has many methods and tools that can be used depending on the
type and characteristics of the organization’s activities.

To ensure maximum effectiveness of marketing communications in modern
working conditions, it is necessary to have high-quality execution of external,
interactive and internal communications. Based on the structuring and generalization
of existing scientific approaches, the author of the book formed a classification of
the main communication channels of modern organizations, which is presented in
the figure 29.
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BTL
(below-the-line) ATL
emphasize (above-the-line)
Marketing Above the line
communications are Traditionally,
characterized by the reach advertising is carried
and level of influence on out through standard
consumers through channels and tools.

innovative tools and
online technologies.

Fig. 29. Classification of marketing and communication channels for organizations
Source: Formed by the author based on [13-14].

First: advertising above the line ATL (above the line)

This is a type of marketing communication that is used primarily to increase brand
awareness and create a good reputation. These large-scale, largely untargeted
campaigns were carried out at a general level. A good example of above the line
advertising.

The marketing approach is a national television advertising campaign. Or even
global, where the same ad is shown across the country to all demographic groups.
The purpose of advertising is to expand the horizons of a brand, reach more people
and make a clearer statement about itself. Other examples include print media and
radio broadcasting, which again reach a large number of different people over a large
area, thus reaching a huge market of potential customers.

Examples of outdoor advertising

1. A television: — one of the most popular forms of advertising. People watch
television because it is entertaining and informative. If you want to reach individuals,
you need to use direct advertising. Organizations pay for direct advertising. This
type of communication includes things like commercials, public service
announcements, and product placements. These types of communications cost more
money, but generate more interest in the brand.

2. Printed advertising media: Print media include newspapers and magazines.
The main purpose of using print media is to reach a large number of people quickly.
This method has been used for decades. However, nowadays, more and more people
are inclined to use the Internet to access the Internet content.

3. Radio communication - one of the oldest and most effective forms of
advertising, typically useful for consumer reminders and calls to action, and capable
of targeting local, national and international customers.
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Second: BTL advertising (below the line).

Covert communication is used in the opposite way to above the line advertising
and is aimed specifically at target people who have been identified as potential
customers. For example, email and social media campaigns, as well as event
sponsorships, hidden advertising is becoming increasingly popular, providing an
unforgettable experience for your potential customers, which in turn makes your
brand more memorable and makes people more willing to embrace it.

Examples of hidden advertising

1. Direct mail: Direct mail can be a good way to reach potential customers. This
typically involves printing large volumes of materials in bulk, addressing envelopes,
and mailing them to individuals. This type of marketing is often used by
organizations that want to send promotional materials directly to consumers. For
example, older generations tend to prefer to receive physical products such as
catalogs, flyers and brochures that can be sent through delivery services. Therefore,
they remain very popular among marketers as they allow them to reach demographic
and specific customer segments while continuing to personalize your advertising.

2. Sponsorship: Sponsorship helps ensure that people who represent target
consumers see advertising. It also allows brands to reach new audiences, improve
their visibility and strengthen their reputation.

3. Exhibitions: Direct mail campaigns are attractive for promoting business at
trade shows because they provide direct access to potential customers who may be
interested in attending the event. Providing key promotional messages such as
exclusive offers or other incentives for participation will increase conversion rates
and acquisition effectiveness. However, today's organizations are looking to take
advantage of email marketing and online advertising, which cost less and take less
time than traditional methods such as direct mail.

4. Email Marketing - it is an effective way to communicate with customers in
the digital world. In fact, it is one of the most cost-effective forms of marketing.
Direct mail campaigns are expensive because you pay upfront for printing and
mailing, but email marketing and sending emails cost nothing. There are many free
campaigns and marketing automation solutions available, such as MailChimp and
Constant Contact. These platforms allow you to set up automated emails and
newsletters without having to do it yourself, and provide ready-made templates and
designs to help you get started quickly.

5. Targeted Search Marketing: Online marketing helps companies target their
advertising campaigns using keywords and other search terms related to their
business. This allows them to attract potential customers who may be interested in
what they offer. The best way to use these tools is to create ads that match keywords.
In particular, if you are looking for a cost-effective solution, B2B (business-to-
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business) companies can benefit from paid search advertising as it allows you to
advertise products online without having to pay front of expensive print advertising.
Instead, you pay every time the monkey clicks on an ad.

6. In-store merchandising: In-store merchandising is commonly used in retail
stores and is another example of a hidden activity. For example, visual
merchandising, retail pop-ups, sampling, point of sale (POS) displays and
promotions. All of them are effective ways to entice customers to buy products and
increase return on investment [14-15].

A variety of electronic channels of communication with customers via the
Internet, any organization can choose a format that suits its business model or
products, accordingly, the author, based on a critical analysis and synthesis of
scientific research, has collected types of electronic advertising for an organization,

as shown in the figure 30.

Contextual

advertising Viral advertising

Mobile advertising Email newsletter

Video advertising on
youtube

Pop-up windows

Fig. 30. Types of electronic advertising for modern organizations
Source: Formed by the author based on [16-17].

An online marketing strategy should focus on the goals and objectives of the
business and, of course, the budget. It must be emphasized that any type of
advertising is effective if potential customers are correctly identified and their needs
and desires are understood. Advertising is evolving every day and there is a need to
find new approaches, improve existing methods and adapt to trends. It is important
to analyze promotional materials to ensure that the business' goals and objectives are
aligned with the email marketing strategy. Therefore, advertising is an indispensable
tool in email marketing strategy for brand promotion, increasing brand awareness
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and increasing customer loyalty, if the organization's products are important to
customers, they will be easy to sell, but it requires a lot of effort, as well as online
promotion, advertising as well as tools and public relations techniques.

1. Contextual advertising: It is a form of electronic advertising that is displayed
on websites based on the content that users view. This method is based on algorithms
that analyze keywords, topics or attributes of a web page to determine the most
suitable advertisement according to the user's interests or needs. Often found in
advertisements on blogs, websites, and other online media, this email-marketing tool
Is very popular and highly effective. Contextual advertising cannot be ignored, since
it is difficult to remove without using special services designed to block it. Search
engines also use contextual advertising to display ads based on search queries, words
and phrases, these can be text ads, ad units in the form of banners or videos to
promote new sites and attract attention. to new projects [16].

2. Improve the process of interaction between the organization and existing
customers. This is an online promotion strategy in which a user visits a website,
searches for the products they want, spends some time there, does not buy anything,
and leaves the page. After this, advertisements will be displayed for this site in
search, email and social networks that is, remarketing, this strategy is reflected in
channels such as: Google, Microsoft, Facebook, Instagram, email, Whatsapp, SMS
and others [18].

3. Banner advertising: It is a type of digital advertising using creative advertising
design. This advertising method includes graphic design as well as various formats
such as text, images, videos, etc. These graphic images are placed in front of the
user's eyes in different parts of the sites, once the audience clicks on the banner, they
will be redirected to the advertiser's website. Its goal is to increase traffic to the
Internet resource and encourage people to make purchases. It is a type of visual
signage that provides information and reminders about products. Other advantages
include, for example, ease of setup, ease of adaptation to new marketing strategies
and the ability to convince customers of the organization's value.

4. Advertising with Google Shopping - is a Google service that allows
consumers to search, compare, and buy physical products from different retailers
who have paid to advertise their products, where an advertisement for the product
the user searches for appears in the Shopping tab, which is a list of advertisements
with images. Shopping ads also appear at the top of search results and display
products with an image and price directly on the search results page. This is a good
opportunity for retailers to attract customers who are looking for exactly what is
offered. A product ad on Google Shopping consists of three parts: the product image,
the product name, and the price of the product. This information is pulled from a file
called a data feed, which is uploaded to your Google Merchant Center account,
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another online tool that manages impressions. To begin launching this advertising
channel, you must link your Merchant Center account to your Google account and
advertising account [18-19].

5. Video advertising: This is one of the most effective ways to promote and get
a large number of visits. Creating video advertisements is also a great way to directly
sell products or services. For this reason, it is necessary for the advertisement to look
professional and attractive as many marketers agree that one of the best places to
advertise is the YouTube platform. Individuals are four times more likely to use the
platform to search for product information [19].

6. Targeted advertising through social networks. One of the popular tools for
promoting an organization, products or services is Facebook, Instagram, Linkedin,
Twitter and TikTok. For promotion, the purpose of advertising is to maintain
accounts on these sites and communicate product information to the target audience
in a non-intrusive and often entertaining manner. Organizations can use social media
advertising to increase brand awareness, attract new customers and expand their
customer base. .

7. Teaser advertising. It is an advertisement that is used as an introduction to an
advertising campaign and tells only a little about the products, which creates
widespread interest and mass curiosity among the audience and leads to an entire
campaign around a new product or an important product. The purpose of such
advertising is to create excitement around the product and raise consumer
expectations through curiosity, which can change the perception of a brand's image,
change brand positioning or increase awareness among customers [20].

8. Advertising in CPA networks with pay per action: Cost-per-action
marketing is an affiliate strategy based on an agreement between the affiliate
organization and the advertiser. The former is responsible for providing services to
the latter and receives a commission when the user performs certain actions, such as
watching a video, filling out a form or signing up for a trial, receiving an offer or
making a purchase. For pay per action marketing to work, you need three elements
- an advertiser (business) promoting a product), partners (blogger/brand/business
helping to generate leads) and a CPA (Pay Per Action) network.

9. Mobile advertising: it is that campaign whose main purpose is to launch
activities or programs of promotional content that allows users to communicate more
with the target audience. One of the factors that distinguishes this advertising model
is the explicitly interactive format through which it is developed using any
technological device (laptops, mobile phones, tablets or other technological
gadgets).

Channels for this type of promotion include search engines, social media, gaming,
SMS, email, push notifications, etc. This type of advertising is cost-effective as it
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allows for highly targeted, location-based advertising, reducing wastage and
increasing ROI. People want to interact with brands via mobile devices whenever
possible, which influences purchasing decisions. This creates a positive user
experience that makes it easier for people to shop and receive support through a
mobile device as you increase your chances of attracting and retaining more
customers.

10. Geographic contextual online advertising: Online advertising targeting
geographic regions has proven to be an effective way to reach target customers. With
the increasing number of mobile phone and smartphone users, it is time to use this
technology [19-21].

11. Mailing lists. Marketing research shows that email is still a good
communication channel and is used to communicate with people before other means
of communication. Despite the growing popularity of social media and other
communication platforms, email marketing is always accessible and has better ROI
and ratings. To succeed by ranking high among other marketing channels, you need
to create compelling content, build a customer base, and get them on your email lists.

13. Popup windows: This is a type of advertising that resembles small windows
that open on a website. They typically attract attention after performing certain
actions on a website, such as clicking on a page, exiting, scrolling, or amount of
time. Most marketers today believe that pop-ups are still effective; however, care
must be taken when using this advertising method to ensure that it is not too intrusive
and does not cause irritation and a negative experience for users.

14. Referral Advertising Program: Referral marketing communications work
in conjunction with customer-focused advertising and are based on
recommendations from other users to strengthen the organization's brand. Its essence
Is to encourage customers to attract new followers to a new brand. Rewards can be
in the form of discounts, gifts and cards. Gifts and many other tools that can attract,
to create a successful referral program you need to know the customers, take into
account the ever-changing trends, so take advantage of happy moments when
customers are happy with the brand, do not forget about clarity and conciseness
when the business is trustworthy and active on social networks, launches referral
programs, it is much easier to increase brand awareness and build more meaningful
relationships with your audience, and in return with some of those clients (brand
advocates) will help attract new subscribers [17].

15. Pop-up messages: It is worth noting that Google recently named pop-up
notifications as one of the most important new marketing trends in the GDPR era. If
your organization sells goods or services or employs EU citizens, you must comply
with the requirements of the GDPR. Push notifications are ideal when customers do
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not want to be distracted by unwanted messages or e-mails, as they are permission
based [22].

16. Web SEO. This is an important aspect of digital marketing as it increases the
online visibility of a business and attracts more potential customers. By optimizing
your website using search engines, you can improve your website ranking, attract
more traffic, and generate more sales. For search engine optimization, it is no longer
just about the use of keywords, but rather the quality and quantity of links that lead
to web resources from websites. Others, general technical conditions, loading speed,
web design, content quality and many other factors, search engine optimization is
the most expensive in electronic marketing communications, but at the same time it
Is the most expensive. -effective direction [21].

17. Native advertising: This type of advertising is characterized by the fact that
it masquerades as regular content as it is used in videos, articles, social networks and
other tools. In general, it looks more like people sharing their personal experiences,
and because such online advertising looks as natural as possible, it is not perceived
by consumers as an imposition of products. Therefore, it inspires the trust of users
and, in addition, is truly memorable brand is removed from such advertising, it will
still be interesting and useful, it tells us about specific products as secretly as
possible, and the goods or services presented in this form may be of interest even to
people with a strong immunity to aggressive advertising. The source format differs
from the hidden format in that it is always marked with a corresponding sign, and it
meaningfully differentiates the ad structurally or graphically from the main
information presented in the source.

18. .Press releases: Press releases are one of the types of advertising and
promotion through a network of modern branded goods and services. They are
messages that are later published in the media. They can contain an announcement
of an event or news, the official position of the organization and many other
information, for example, a good press release should be short, useful and simple,
and its main components are a headline, leadership, text, quotes, information about
the organization's brand and multimedia related to news or event. Press releases can
be sent manually and through specialized services [23-24].

82 www.ababneh net



J\ ABABNEH

CHAPTER 6

The Internet has made a colossal revolution in the world of relationships and
communication. Its influence was not limited to changing the methods of
communication used by professionals in this field, but also helped to completely or
partially change the features of these relationships, with the increase in the size of
organizations and the emergence of a large number of competitors among
organizations working in this field. The same area and the same interest in the
concept of serving clients, who in turn became more aware of their rights and the
interests of the media monitoring and tracking the activities of organizations.

Public relations have come to play an important role in using all means of
communication to reach out to different segments of society as today's talk about
public relations is talk about the reputation of the organization and its development.
Through communication activities carried out by the administration in relation to its
employees, the internal public (the public of employees) and external (meaning the
media, the local community.), in order to develop and maintain administrative
processes.

Modern organizations today keep pace with the development of society. Websites
are the most important function of modern management and one of the most
important modern technological tools that replace the traditional means of
communication that gave rise to their existence with their superior capabilities and
technological features, especially interactive ones and multimedia functions.
Websites are considered one of the most important services that the Internet provides
for the practice of public relations within the framework of an organized and made
one of the communication platforms for electronic public relations.

Online Public Relations - It is an effective electronic communications activity
that uses various online media to build and manage an organization's reputation and
interact with the public, thereby building mutually beneficial relationships among
public figures, organizations, individuals, clients and target audiences was
developed by the American Institute of Public Relations. After a comprehensive
analysis of 1,000 different options, many organizations have created their own
public relations department or used the services of a public relations agency [1-2].

Public relations is considered an integral part of electronic marketing
communications for organizing advertising activities on the Internet, so these
concepts are often combined and mixed with each other in order to create a positive
image and maintain communication between the public and the organization. Since
it is one of the functions that public relations performs, however, in the modern field
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of information and communication, the target audience is different from the ordinary
audience, and since the exchange of information is important for the audience,
psychological, spiritual and symbolic connections are also important for the target
audience, unlike the audience not in contact. Directly related to each other and not
directly related to anything, the target audiences are similar in many respects, they
not only have a lot in common and are connected with something of their own and
with common interests, but also with individuals interested in this object, on the
basis of which the author provides critical analysis for scientific research in this area.
Because of the development of electronic marketing communications, PR methods
for organizations have been formed, which are presented in the figure. 31.

y : : :

PR Inform target audiences through media, press conferences and articles that
< may contain local advertising.

A |

- Distribution of printed materials, catalogues, booklets and magazines
PR . useful and interesting to the target audience... etc.

y Link sponsorship events that feature the organization's brand or highlight
PR -~ the features of the products and services being sold.

PR ¢ Create photo reports and videos that will show the organization or individual
in a positive light and create a positive opinion among people.

PR ~~ Speech by a public relations specialist at an event, exhibition or interview in
. order to increase public interest in the organization’s brand.

Fig. 31. Public Relations Techniques for Organizations
Source: Formed by the author based on [3-4].

Regardless of the approach, the main goal of a PR campaign is to establish mutual
understanding with the target audience, create common ground and increase brand
loyalty.

Online Public Relations Goals:
e Strengthening the image and position of the organization in the market.
e Maintaining and strengthening customer trust.
e Develop an interactive strategy for interaction between the organization and clients.
e Maintaining relations with the media through websites and ongoing activities.
e Create a positive reputation for the organization.
e Resolving conflicts and misunderstandings in society.
e Attract valuable employees and sponsors.
e Improvement of services provided and easier access to information.
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e Monitor what is published about the organization, ensure it is accurate, and address rumors
and accusations.
e Product promotion.
e Increase the impact of events.
e Ensuring the organization’s position in the minds of consumers and creating a positive image

[3].

Implementing an electronic marketing communications strategy requires
conducting market research, analyzing potential customers, and identifying a target
niche. The information obtained is used to adjust pricing policies, prepare
advertising and PR campaigns to ensure the achievement of the organization's
business goals, increase profits and expand its market share.

It is important to note that public relations are based on the study of public opinion
and the characteristics of attitudes towards the organization’s brand. Based on this,
to organize an advertising campaign, it is necessary to take into account the basic
tools and methods for determining the organization’s position in the global market,
be it the organization’s brand or its products and services to gain the desired
reputation among clients.

Potential and based on what is presented by the author based on a scientific
synthesis of existing research. In the field of online promotion, the main tasks of
public relations are formed within the framework of the electronic marketing
communications strategy, as shown in the figure 32.

"y
mmnicatios by corporation

y Cabobaiders
Eciium powil

Fig. 32. Public Relations Tasks within an electronic Marketing Strategy
Source: Formed by the author based on [5-7].

Public relations - one of the functions of the management of an organization,
which promotes the building and maintenance of relationships, communication,
mutual understanding and mutual cooperation between the organization and its
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public, contributes in most cases to solving various problems and tasks, helps the
organization's senior management in working and serving the general interests of the
public. It also helps the organization's management prepare to make the most of any
changes, acting as an "early warning system" for danger and helping to combat
undesirable trends, research and open ethical communication are used as the main
means of action [5].

The global practice of public relations is the art and social science of analyzing
trends, predicting their consequences, providing advice to senior management of
organizations and implementing pre-planned programs of events and advertising
campaigns that serve the interests of both the organization and the public. Public
relations practically acts as the art of creating a favorable climate and positive
attitude towards the organization's brand. Increasing loyalty of consumers and target
audiences at different levels [6].

Based on the above, it is necessary to emphasize the basic principles of public
relations as part of the electronic marketing communications strategy of the
organizations presented in the figure. 33.

Mutual understanding between an : .
organization and its audience Practical methods of communication:

P ; Communication should use scientific
througihs %%Tarﬂ]%gl,cfg;??s?ﬂﬂ:i? result methods of public opinion research and

understanding is reached between should be carr;%%fou;cfmg amultiple

the organization and its audience.

-

Fig. 33. Basic principles of public relations within the framework of electronic marketing
communications strategy
Source: Formed by the author based on [8-9].
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Public relations is a special system whose mission is to establish and maintain
connections between organizations and the public. She is responsible for the process
of creating media events and information by stakeholders and disseminating the
resulting information to the public through electronic communications, as well as
shaping desired public opinion in a meaningful way. Public relations principles need
to Dbe discussed. Introduction to an organization's electronic marketing
communications strategic framework the organization's electronic organization is
critical and must be followed in practice, but organizations do not always adhere to
these principles. This implies the need to overcome high levels of competition
beyond this, which creates risks and does not allow achieving efficiency, despite
generally accepted principles [6].

Modern electronic marketing communications include all the main stages of an
organization’s activities from the production of goods and services to their
promotion. The main online promotion tools in an electronic marketing
communications strategy are public relations and advertising. It is important to note
that public relations is similar to local advertising in that it is based on the use of...
Tools that people do not pay for; this is more in line recommendations [9].

Accordingly, in the theory of the development of marketing and the organization
of effective activities of an organization, there are many similarities and differences
between public relations and advertising. The author has formed a comparison and
difference between public relations and advertising within the framework of the
electronic marketing communications strategy, which is presented in the table 5.

Table 5
Comparison of public relations and advertising.
Public relations Advertising
Public relations can be arranged free of Advertising is organized based on payment
charge. or barter.
The image of the organization is created and Increase demand for the organization's
brand awareness increases. products and increase sales profits.
Whole community focus. Targeted at a specific segment of the target
market.
Difficult to evaluate effectiveness in a It is easy to evaluate efficiency, which is
measurable way. expressed in profit and sales volume.
Focused on building the organization's Focused on achieving economic benefits.
reputation.
Strategic approach and method of organizing Tactical approach and method of
activities. organizing activities.

Source: Compiled by the author based on [10-11].
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It should be noted that public relations, as part of an electronic marketing
communications strategy, opens up virtually unlimited opportunities in all areas of
business. Since modern trends are characterized by the fact that interaction with the
target audience is carried out in a remote format, building trusting relationships,
building a customer loyalty system, improving the organization’s image, brand
awareness. There is no need to personally visit editorial offices, television and radio
stations, or supply them with printed press releases and promotional materials, and
the need to negotiate with media representatives in order to publish an article about
the organization or news about the launch of a new product of the organization has
disappeared. One of the fundamental concepts in the world theory and practice of
public relations is the concept of “audience”. It is understood as any group of persons
who are in one way or another connected with the life of an organization, from which
organizations are divided into internal and external relations, all this should be taken
into account.

1. Public Relations for Internal Audiences: This is a group of people who make
up an organization (workers, employees, managers, senior managers, shareholders,
board of directors, etc.). In the world theory and practice of organizing effective
public relations within the framework of the strategy of electronic marketing
communications, a situational approach is widely used, including consideration of
the audience as a group of people united by common interests or experience in
specific situations [11].

Public relations tasks for internal audiences:

» Introducing employees to the organization's goals, explaining how to achieve them and the
role of each employee in achieving these goals.

« Motivating employees that they represent their organization and that they have a
responsibility to improve the image of the organization to customers.

« Achieving effective communication with employees, listening to their suggestions and ideas
and allowing them to participate in decision making and goal setting.

 Building good relationships between the employees themselves, as well as between them and
senior management, which has a positive effect on the psychology, performance and

productivity of employees.
« Taking care of employees, solving their problems and meeting their needs.

+ Gaining the trust of the internal public to obtain their support and assistance.

Public Relations for External Public: This is a group of activities carried out by
external organizations to strengthen their relations with the public (media
professionals, suppliers and partners, consumers, customers, government agencies,
investors (actual and potential) and special interest groups (employee’s education
and sports systems), healthcare, etc. [10].
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Public relations goals for external audiences:

e Achieving a good reputation for the organization and strengthening its mental image

among the various audiences it deals with and in society.

e Help the public form the right opinion by providing them with all the information.

e Working to gain the trust of the external public.

e Improving the institution's relationship with the community.

e Increase opportunities for mutual understanding and harmony between the organization

and the public.

e Explaining the policies and objectives of the organization and providing members of the

public with all the information and data they need about the organization and its activities.

e Responding to all false or incorrect news published about the organization or its leaders or

its activities through constant monitoring.

The author then develops contemporary research concepts and scientific methods
in public relations organizations and justifies the definition Audience: This is a
group of people.

e They found themselves in a similar unsolvable situation.

e They recognize the uncertainty and problematic nature of the situation.

e React in a certain way to the current situation..

In the world practice of organizing marketing communication activities to prevent
or solve problems and crises in organizations, this approach is preferable for
developing the most effective strategies and tactics for PR activities, given that in
order to create an effective strategy, taking into account the use of PR tools, it is
difficult to compromise its functions, the main ones of which are organized by the
author and presented in Fig.. 34.

The function of achieving
mutually beneficial
relationships promotes effective
interaction with all audiences -
potential clients, suppliers,
partners, employees, the media
and others.

The function of public
response is to analyze
events and monitor
public behavior.

Fig. 34. Public relations functions within an organization's e-marketing strategy.
Source: Formed by the author based on [12-13].

It is important and necessary to emphasize the function of public relations as part
of an organization's electronic marketing communications strategy. Controlling the
process of studying the needs and interests of the public to formulate a strategy for
determining the organization’s position and promoting it is important and necessary.
Ensure the effectiveness of the electronic marketing communications strategy
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through the rational selection of tools and knowledge of the target audience. Also,
when organizing public relations organizations, an important role is played by the
function of responding to public requests, which is based on the analysis of events
and analysis of audience behavior, which allows you to adjust the promotion strategy
through high-quality and thoughtful public relations, where mutually beneficial
relationships are achieved with all categories of the public, which in turn has a
positive effect on the organization’s electronic marketing communications strategy
[12-13].

Before forming a strategy for electronic marketing communications of a PR
campaign, it is necessary and conceptually important to carry out preparatory work
aimed at identifying and studying the main problems, the need for online promotion,
as well as public opinion. The author has conducted a critical analysis of scientific
research and approaches in the field of organizing PR campaigns, on the basis of
which it should be emphasized that there is no single approach and classification of
the main actions that need to be planned and implemented, which requires a more
detailed study, based on this the author organized the main stages of PR activities
within the framework of the electronic marketing communications strategy, which

are shown in the figure 35.

*They study public opinion and set goals: At this stage, they study the organization’s
reputation in society, the level of trust in it, and identify problems in relationships. After
this, goals and objectives that need to be achieved are determined.

*Building and planning a strategy: This stage includes preparing PR campaigns and media
events, selecting communication channels and creating communications to solve set
Stage 2 tasks, as well as setting KPIs to track results.

«Implementation of PR campaigns. After creating a step-by-step business plan, you can
begin implementing your strategy. The main thing is to regularly monitor feedback in the
community in order to make timely adjustments. In your work, you need to rely on

Stage 3 research, statistics and facts, as assumptions can lead to serious problems.

+Analyze the results and determine further prospects: After implementing the planned PR
campaigns, you should evaluate their effectiveness, make changes to the strategy and
Stage 4 build a plan for further promotion.

Fig. 35. Stages of public relations activities within the framework of an electronic marketing
communications strategy.
Source: Formed by the author based on [13-14].
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For organizations that plan to increase their competitiveness in the market, public
relations is an integral part of this work, and well-planned step-by-step strategies are
necessary [11].

It is important to note the fact that, depending on the specific business goals, focus
of functions and strategic guidelines of public relations organizations, public
relations should be classified according to its main types, which are presented in the
table 6.

Table 6
Types of public relations within the framework of an organization's marketing

communications strategy.
Public Relations Advantages
Approaches

This is a communication method that helps to win the lost trust of
customers. One of the signs of a crisis is a large number of negative
reactions on the Internet. From the point of view of anti-crisis public
relations, it would be correct to know their root causes, find the underlying
cause of their roots and eliminate them, not forgetting them to talk about.
Communicating successes using all available communication channels,
the replacement strategy is often used when organizations throw out too
much positive feedback in response to negative feedback. This approach
is not suitable as a stand-alone strategy, but can be part of an overall
concept.

This type of communication occurs when an organization has already
gone public, is trying to raise money or list shares on the stock exchange,
or when it is involved in some major transaction. The target audience for

Facing crises

Financial these public relations are usually shareholders, investors, analysts. , and
the media. It is important to clearly position the organization. The truth in
the media explains its attractiveness.

Communication that creates an atmosphere of trust in the authorities and

Political its representatives. Political PR is when actions and statements are

promoted to a wide range of people, while all actions must find support

among the local population.

Aimed at building relationships between an organization or individual and

the public in other countries.

Communication, which involves building mutual understanding and

Environmental establishing a connection between environmental organizations and the

community.

This is a free and mutual recommendation when placing advertisements

Cross promotion or | in a partner’s account, and in return he himself publishes advertisements
Ccross promotion for your organization, this allows you to attract new subscribers or

exchange your client base.

Procedures aimed at developing an institutional culture based on shared

values, principles and ideas among all employees of the organization.

Source: Formed by the author based on [13-14].

International

Interior

When determining what to offer, emphasis should be placed on the fact that if we
consider the types of PR used, the PR approach distinguishes the following PR
categories by color:
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*Black PR: Public relations professionals use this type of communication to damage the
reputation of competitors. The media publishes materials that discredit the competing side
and are often falsified. These publications contain provocative and harmful information.
This type of communication is more aggressive and aimed at ensuring a competitive
position in the market or in a specific area [15].

* White PR: This type of communication is a traditional form of public relations that
aims to create a positive image for customers. To this end, positive news, commendable
reactions and other information presented to clients are disseminated in a good manner.
mass media. One of the steps of white PR is a demonstration of the social responsibility of
an organization that employs responsive, caring and decent people who care about the well-
being of others. A typical example of white PR is election campaigns. Candidates.
Representatives of government officials meet with their constituents, visit various places
in the country, answer questions and provide financial support to certain segments of the
population. [16].

*Yellow PR: This type of communication and public relations is named for its similarity
to yellow journalism. False or distorted information is usually used. Such articles contain
Images of a scandalous nature. Provocative statements are used in public speeches.

* Pink PR: a type of communication based on creating a mythical story about an
organization. The history of an organization's development plays an important role in
modern business. This is largely due to negative past experiences where consumers have
become victims of fraudulent organizations that have taken money from customers and
then disappeared. Without a trace in no time.

» Gray PR: publishes information from a hidden source, the technology combines white
and black PR, but does not provide for the promotion in the media of materials that spoil
the reputation of a competitor.

» Green PR: Green PR techniques are associated with the promotion of environmental
issues, include inscriptions on product packaging and include “natural product”, a type of
green PR are marches by environmental activists against the construction of shopping
centers that have a negative impact on the environment.

* Golden PR: This type of communication is built around the pricing policy of the
organization. These product presentations focus on the cost of the products and benefits to
the buyer, since purchasing the promoted product promises rewards and financial benefits
to the customer.

* Bronze PR: a PR campaign used to promote xenophobic ideas, populist sentiments
and radical nationalism. Bronze PR focuses on the religious, militaristic and traditional
values of a society. There is a kind of game going on about society’s intolerance towards
certain social groups.

* Viral PR: Viral PR works on the principle of word of mouth, when those who are
already familiar with the brand unobtrusively advertise it. Mutual PR on social networks
can be classified as a type of viral PR. The technology is because community owners on
social networks organize mutual advertising for each other, where they recommend
subscribing. As part of mutual PR, you need to choose partners whose products will be of
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interest to the community audience. An illustrative example of the application of Mutual
PR is an online bookstore and a resource for selling audiobooks [13-16].

Considering the main types and methods of organizing public relations within the
framework of the electronic marketing communications strategy proposed and developed
by the author, it is necessary to emphasize that all of the above is the basis for the effective
organization of interaction with the public has become the widespread digitalization of all
sectors of the world economy, from which marketing and all its conceptually important
elements have not been left out; based on this, the author presents the main electronic

public relations channels of modern organizations, which are presented in the figure 36.

Web
conferencing

Blog

Fig. 36. Electronic communication channels through public relations for organizations
Source: Formed by the author based on [17-18].

1. Development of the use of social networks: using social networking sites as
a catalyst to increase a brand's online presence and strengthen it through specific
techniques as an electronic marketing communications strategy new products,
communicate with customers and reduce bad news.

Basic principles of social media optimization:

e Useful, interesting and varied content from major sources.

e Adequate frequency of site updates.

e Correct internal linking.

e Display your most popular items in a prominent place.

e Adding tools and buttons to a social network site [13-14].

It should be noted that sites should regularly publish new content that will attract
the attention of users, which will provide an opportunity to share it with friends on
social networks free or become subscribers of a page or general web of a brand on
social networks. “Facebook, Twitter, Instagram” Social network implies a close
connection of the web project with social networks, but does not include work in
them.
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2. Social Media Marketing. It is a form of electronic marketing communications
that involves creating and distributing content on social media to achieve a brand's
marketing goals as it helps attract clients, customers or partners to your business,
and also includes activities such as posting text and images, videos and other content
that attracts the attention of the audience, as well as paid advertising on social
networks.

Obijectives of marketing communications through social networks:

e Draw attention to special activities.

e Increase in additional traffic to the main resource

e Disseminate information about the latest events and developments.

e Identify the target audience

e Establishing trusting relationships with consumers.

e Distribution of promotional materials.

e Creating a positive image of the organization.

PR marketing communications on social networks are based on creating
interesting and ideal content that is difficult not to share and interact with popular
bloggers, as well as with millions of different subscribers from whom you can ask
for product reviews [15].

3. Blog: Organizational blogs were introduced shortly after the advent of personal
blogs and are a popular online marketing communications tool. A big benefit of an
organizational blog is the personal connection between the blogger and those who
read the blog through the organization official site. The organization is usually
represented on the website. It has a good reputation, the site is its main Internet site,
as it makes it possible to attract a large number of readers who can be convinced of
its professionalism and turn them into buyers, since the effectiveness of this
electronic communication channel is characterized by the number of views, likes,
comments and reposts. However, to engage your audience more, you should pay
attention to the posts that resonate most with your target audience. This will allow
you to understand what else your blog visitors want to know and focus on creating
articles that interest them. [16].

4. Web conferencing: The Internet provides great opportunities for interactive
communication, that is, communication in real time. These features are often used
for marketing communications purposes. They represent the most common and
effective form of interactive communication through conferences in which one or
more information producer’s answer questions from site visitors.

If necessary, audio or video broadcasts are carried out from the other side, any
online conference of a famous person can significantly increase attendance, with the
possibility of improving the image of the organization, informing potential clients
about products and services, and answering questions, which is another advantage
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associated with the fact that the conference resources are saved for a long time
(permanently) and are available in the archive of the site on which it was held [17].

5. Search engine reputation management: It is a type of electronic marketing
communications whose purpose is to manage a brand's reputation on search engines.
The target of this public relations method can be a brand, a product, or even
individuals. There are special online reputations management services, you can ask
for positive and negative reviews about an organization, products/services or
individuals, what it all comes down to is that as a business owner, you can ask for a
large number of false positive reviews from dishonest PR companies, which
increases your reputation in terms of the number of brand mentions or products [17-
18].

The reason for this effect is that users will search and collect information on the
Internet before going anywhere, buying something or contacting a person, but from
a practical point of view, it is recommended not to engage in online black PR and
focus on honest practices. Managing the brand reputation of a business and an
organization as a whole, taking into account the main electronic channels provided
for public relations of modern organizations. It should be noted that each of the
presented channels has its own advantages and disadvantages, which can be different
and individual for each organization, which is associated with the characteristics of
the organization, its segments and target audience. In this chapter, the author, based
on scientific generalization, formulated the conceptual advantages of public
relations as an electronic communication channel, as shown in the figure 37.

Affordability: At the beginning of the 21st
century, the cost of PR campaigns on the
Internet was tens of times lower than the

cost of advertising on television or even in
newspapers. Currently, the difference in
prices is small, but PR on the Internet is

still the most economical.

Level of public trust: More and more
people tend to trust online information as
they spend most of their free time on
smartphones or tablets.

Possibility of two-way communication: In public

Targeting Options: Online relations, it is important to unite the organization's
advertising can be targeted to show brand with consumers so that they can make friends
users who match predefined between them, establish contact between them,
characteristics, which may include perhaps there is no better place for these purposes
gender, age, geographic location, than the Internet, conversations. can be carried out
interests, behavior, and many other through email and instant messengers (WhatsApp,
criteria. Viber, Telegram), comment form on the website and

on social networks.

Fig. 37. Benefits of Public Relations as an Electronic Communication Channel
Source: Formed by the author based on [19-20].

The main goals of PR as an electronic communication channel are to promote the
brand, increase its awareness in social networks and search engines, create positive
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associations in the minds of consumers, however, in practice it is recommended to
use exclusively “white collar” PR methods to achieve business goals and objectives
as a strategy, which will work for the benefit of the organization in the long term.
The main thing that distinguishes public relations is its focus on the image and
reputation of the organization, and not on creating profit.

Public relations is an online promotion method, and the most strategic method
that organizations use to increase loyalty and visibility. Here is why it's not. You can
always accurately measure the results of a campaign, and if possible, do so only after
some time.

Although traditional PR principles require transparency and fairness, in a highly
competitive environment, not all PR is transparent and fair to ensure an effective
electronic marketing communications strategy for organizations. Combine and
develop existing online promotion, positioning and public relations tools to ensure
the achievement of strategic business goals and increase customer loyalty, which is
fundamental in the field of modern marketing communications.
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CHAPTER 7

In a dynamic and complex business environment, with new and improved
products coming to market to meet customer expectations, personal selling plays an
important role in the marketing communications mix. Playing a big role in providing
solutions to the problems of potential buyers, due to the ever-increasing competition
in both local and global markets, sales representatives play an important role in
stimulating the demand for products. Personal selling is an important tool for
achieving desired satisfaction and building long-term relationships with clients.
Personal selling is also effective in selling products. Complex and technical, as the
salesperson's role becomes important in informing and educating buyers so that they
maintain mutually beneficial relationships, personal selling efforts enhance
marketing efforts through advertising and promotions to bring products to market
[1].

Personal selling concept: Customer satisfaction is an important reason for the
long-term success of an organization. The relationship between an organization and
its customers is critical as both parties benefit from each other. The seller must be
able to improve the perception of the brand and consumers relationships through the
services it provides. The success of an organization depends on its sales team, as
they are the ones who directly interact with customers and therefore have a
significant impact on sales. Organizations need to hire competent sales
representatives with appropriate communication and interaction skills. This is an
important aspect in creating positive associations with a brand. Improving customer
perception of quality, thereby increasing their brand loyalty. One of the main roles
in private sales is to convince buyers that they want the product goods/services
before closing the sale. Personal selling efforts involve uniting, engaging and
persuading buyers to meet their needs/problems in the most effective way. It is direct
and personal communication designed to influence potential buyers into making a
purchasing decision. The American Marketing Association believes that the
purchasing decision is a personal process through which a potential customer is
encouraged and persuaded to purchase goods or services and respond positively to
an idea of marketing importance [1-2].

Definition of Personal Selling: it is one of the elements of the marketing
communications mix, based on personal communication between the seller and the
buyer, face to face or through any means of visual or audio communication, through
which the consumer characteristics of a product are presented verbally, where the
seller demonstrates his persuasive skills. It uses aspects of a buyer's personality to
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transform them from just a potential buyer into an actual buyer. It also helps expand
his relationship with products to ensure loyalty and repeat business in the future.
Personal selling differs from other elements of marketing communications in that its
main task is to form a sales channel for products by establishing a trusting
relationship with a potential buyer [3].

Personal selling — It is a powerful marketing tool used by many organizations to
increase sales and profits for their marketing activities. Modern marketing in its
various forms, in contrast to traditional marketing, contributes to the formation of
effective communications with partners and increases the importance of personal
sales personality, it is important to emphasize that profit is the key to success.
Traditional marketing is about effectively delivering the right product to specific
target markets. Innovative forms of marketing (e-marketing) involve a shift from
marketing activities from exchanges between suppliers and consumers to long-term,
mutually beneficial relationships with customers. Customer acquisition and the
purchasing process are seen only as an intermediate step in the development of long-
term business relationships; long-term success in the market lies in focusing on
customer retention, methods, models and channels for transmitting information
about goods and services to the target audience, that is, a certain group of people
who have the opportunity to respond to this information [4-5].

Modern marketing communication tools try to influence consumer behavior, so it
IS necessary to understand the nature of marketing thinking, especially consumer
behavior, since it is the main link in these communications. Selling goods and
services to an organization is a communication process, the end result of which
influences the purchase decision under the influence of many factors.

The combination of such factors and customer feedback form the basis of the
communication process in business.

Personal selling — this is a marketing communications tool used to conduct direct
sales operations with personal contact between a marketer and a buyer. The
classification of the main tasks of personal selling in the context of marketing
communications is presented in the figure 38.

Stimulate sales of Provide feedback to
existing customers evaluate, analyze and
and ensure their improve products and
growth communications.
P

Fig. 38. Classification of the main tasks of personal selling in the context of marketing
communications.
Source: Compiled by the author based on [6-8].
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Based on the proposed classification, it is necessary to emphasize that the success
of personal selling depends on a number of characteristics that directly depend on
the quality of communication, which, in turn, ensures the implementation of the
tasks assigned to it, which we will display in Figure 38. It must be emphasized that
personal selling are, first of all, an effective tool for promoting the organization’s
products and have a number of advantages compared to other means of promotion.
Personal selling in the context of marketing communications of modern
organizations appears in the figure 39.

9

Personal contact
Relationship flexibility

Dialogical method of communication

Possibility of using sales promotion elements taking into account the individual characteristics of the
buyer.

Fig. 39. Specifications of personal selling in the context of marketing communications.
Source: Formed by the author based on [8-9].

Each of the benefits of personal selling should be studied in more detail within
the framework of marketing communications, where each partner participating in
communication is able to recognize the proposals and desires of the other partner
through all their channels of perception (visual, auditory, kinesthetic). Socially
significant means of communication (speech, gaze, gestures, motivational strategy).
Although personal selling allows for the development of all types of relationships
between parties, from superficial relationships between buyer and seller to
relationships of personal friendship. One important aspect is that personal selling
always occurs in a feedback mode, which allows the seller to change strategy and
negotiation tactics during the communication process with the buyer, as well as
analyze information received from the potential buyer in real time. To successfully
make a sale, the Seller must understand the main marketing factors (product, service,
market, consumer) influencing the purchasing decision. The subject of influence in
personal selling is the buyer, and knowledge of the marketing factors of personal
selling (product factors, service factors, consumer factors) is the starting point for
the development of sales technology.
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In real market conditions, sellers must flexibly respond to the behavioral
requirements of potential buyers, while demonstrating the communication skills of,
for example, an experienced psychologist or public speaking specialist. The fact is
that the modern market is a market of active buyers, which requires the presence of

active and professional sellers, and personal selling takes different forms depending
on how the interaction of buyers and sellers is organized, as shown in the figure 40.

Fig. 40. Basic forms of personal selling in the context of marketing communications.
Source: Formed by the author based on [8-9].

1. One marketer - one buyer: Consultations in a retail store or in the
organization’s offices, visiting a client, communicating by phone, email or
correspondence. This model includes personal touch and communication, which
increases sales, customer readiness and brand loyalty.

2. Single marketer - group of buyers: includes display of products at retail
points of sale, promotional events and presentations. This model is characterized by
disseminating information about the organization and attracting new customers
through interesting communications and events.

3. The sales team is a group of buyer representatives: often these are B2B
(Business-to-Business) transactions for the purchase of expensive goods and
services, and this form of sales is concentrated in the commercial sphere for
organizations to conclude various transactions [8].

Based on the forms of personal selling presented in the context of marketing
communications, attention should be paid to the fact that the forms and methods of
personal selling depend on the life cycle of the organization’s product or service,
since new and unknown products require more time to make a purchase decision.
Based on this, the seller needs to offer the potential client a package of promotional
information offers that will help him receive accurate and comprehensive
information (currently this task has been significantly simplified, since this package
can be created, finalized and presented to the client in a digital format). When a
product or service is in the growth stage, the seller focuses on improved components
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and the presence of unique and new characteristics that differentiate the product
being sold from its peers in the market. In your presentation, you can point out the
testimonies of those who have been using this product for a long time and
characterize it as reliable and economical [9]. The main types of personal selling in
the context of marketing communications are presented in the figure 41.

Sales servicenpomax Sales Consulting

Fig. 41. Structuring the main types of personal selling in the context of marketing communications.
Source: Formed by the author based on [8-9].

1. Responsive Personal Selling: is a sales process where the buyer contacts the
seller, who is the recipient of the order. The seller's only responsibility is to
immediately fulfill the order and his influence and communication with the buyer is
minimal. At the same time, the personal behavior and politeness of the product seller,
as well as the quality of service, have a positive impact on the outcome of the
transaction. Passive personal selling is typical for retail trade, small outlets and
supermarkets.

2. Promotional sales. It is characterized by the fact that the seller of goods and
services takes the initiative and goes to the buyer himself. The seller must find
people who can influence buyers and help sell goods and services. An example of
this is the interaction of pharmaceutical company representatives with doctors, in
which sales representatives introduce a drug to a doctor, who then recommends it to
his patients. to the use of additional marketing tools that will increase interest in the
product or service.

3. Creative Personal Selling: This is a type of communication in which
salespeople placing orders try to find new customers and arrange transactions. They
convince customers that there is an unmet need and that it can be solved by the
organization's specific product or service. Such active sales are often used when
introducing a new product to the market and in the B2B (Business-to-business)
sphere. [8].

4. Sales service. This form of communication, expressed in personal selling,
supports salespeople in both retail and wholesale businesses as they take orders,
deliver goods or services, make recommendations for the placement of goods in the
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store, and control inventory. The organization employs sales representatives. Sellers
mainly represent retail chains and supermarkets.

5. Sales Consulting: This type of sales is characterized by the fact that sellers of
goods and services, as well as sales consultants, offer to solve customer problems
and build long-term mutually beneficial relationships, identify individual needs and
offer system solutions and after-sales service. Consultative personal selling is often
used when working with organizational clients [10].

Based on the types and forms of personal selling studied within the framework of
organizational marketing communications, an important aspect is the organization
of the sales process itself, the use of appropriate techniques and methods. Based on
the structuring of approaches to discussing methods of organizing personal sales
existing in the scientific literature, the author, based on critical analysis, formed a
classification of techniques for conducting personal sales in the context of marketing
communications, which are presented in Fig. 42.
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Fig. 42. Classification of requirements for personal selling in the context of marketing
communications.

Source: Formed by the author based on [11-135].

Based on a number of different approaches to organizing personal sales, the author
classified the main techniques that are the most effective and in demand in modern
conditions. Each of the classified personal selling techniques should be considered
in more detail in the context of organizational marketing communications.

1. Stimulating response. This method of organizing personal selling as part of
marketing communications between a company's clients is based on constant
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confirmation. The seller of goods and services repeatedly tries to get a “yes” answer
from the buyer until the latter accepts the trade offer and purchases the
organization’s products. This personal selling technique is used by stores and chains
that sell goods or services that are not in demand in people’s everyday lives.

2. Psychological state management. In this personal selling technique, the seller
of goods and services tries to guide the buyer through a certain sequence of
psychological states, where the task of the seller of goods and services of the
organization is to evoke the right emotions through a properly organized
presentation, taking into account the psychological factors, sooner or later the buyer
will come to the product and distribute it among your circle of friends. This personal
selling technique is similar to the AIDA (Attention, Interest, Desire, and Action)
technique. The seller first attracts the buyer's attention, then tries to arouse interest
in the product, creates a desire to buy and finally leads to action, i.e. closing the
transaction [12].

3. Satisfying needs: This personal selling method guides the salesperson in such
a way that the buyer makes a purchase to satisfy his need, so it is necessary to know
what that need is and tailor the organization is marketing to it. Conclusions, he will
be able to formulate a proposal that will definitely satisfy the buyer, and justify the
method of personal sales. In this case, various survey techniques are often used; the
client is constantly asked questions to identify his real needs.

4. Problem solving: These personal selling requirements help identify the
problem the buyer is facing. The seller of goods and services must identify it and
offer an appropriate solution. Solutions are proposed until a mutually beneficial
option is found and the transaction is completed. This technique is typical for the
implementation of large IT projects and the implementation of techniques with the
help of which modifications and customer wishes are made.

5. Advisory support: This method of personal selling in the context of marketing
communications is characterized by the fact that the seller of goods and services
takes on the role of an expert who helps the buyer make a choice; this method
requires comprehensive product knowledge and understanding. Their characteristics
and differences from analogues, which attracts the attention of buyers and makes the
organizations, brand famous [14-13].

When considering the main forms, types and techniques of personal selling in the
context of an organization is marketing communications in modern conditions, it is
important not only to apply the methods existing in the organization, but also to
rationally construct the process of organizing personal selling. The personal selling
process involves a number of steps which should include: The organization needs to
study each one of them carefully and all these steps are mainly aimed at winning
new consumers, getting feedback and increasing sales as the personal selling process
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is considered as a process personal sale very difficult [15]. It should be noted that
personal selling is the sale of goods and services that occurs through direct contact
with the buyer, that is, through direct contact with the buyer in a personal meeting
or conversation. There are times when personal selling is simply necessary, because
this is the only way to achieve effective results. In addition, they are resorted to in
the presence of strong competition and a large number of similar offers, when an
individual approach to the client and high-quality service help to stand out from the
rest. In such cases, a personal conversation cannot be avoided; for other situations,
you can choose alternative options that will help sell products with fewer resources.
Accordingly, the author consolidated the main stages of personal selling in the
context of marketing communications, which are shown in the figure 43.

|‘|.‘

Conduct product presentations and demonstrations

Dealing with customer objections and removing obstacles

|‘|

Fig. 43. Stages of personal selling in the context of marketing communications.
Source: Formed by the author based on [13-16].

1. Identifying potential clients: One obvious reason for conducting the research
is to expand the customer base, which is very important since most organizations
lose customers every year. Salespeople are traditionally expected to find their
potential customers. Research is the important part and the most difficult for many
sellers. Reaching the right potential subscribers is critical to sales success.
Salespeople often need to contact potential customers to complete certain sales
transactions. You can ask existing clients for referrals. They may position
themselves as suppliers, distributors and resellers rather than resellers competitors
or bankers. Organizations generating leads or engaging in solicitation activities may
find names in newspapers or in an address book use the telephone and write letters
to find potential clients, or visit multiple offices unannounced. A practice called
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"cold calling" or "arrival". Secretly, the salesperson also needs to know how to
evaluate the quality of leads, that is, identify good leads and filter out bad ones.

2. Preparing for contact and collecting the necessary information: The seller
must learn as much as possible about the organization (what is needed, who is
purchasing) and about the buyers (their characteristics and buying style).
Salespeople must determine the purpose of the visit (contact objectives) and are
likely to evaluate the quality of the leads, gather information, or make on-site sales.
Another task is to determine the best approach, which may include personal visits,
telephone calls contacts or mail contacts. The best time to register should be
carefully considered, as many potential clients will be busier at any given time.

3. Establishing contact and identifying buyer needs. A salesperson must know
how to meet and greet buyers and start a relationship. This step includes the
appearance, opening remarks, and subsequent conversations that may follow the
opening ask important questions to learn more about different customer needs, or
offer a sample to attract customers. Buyer's attention and curiosity.

4. Conduct product presentations and demonstrations: during the
presentation, the salesperson offers product standards to the buyer, showing how the
product will generate profit or save money. The salesperson describes the product's
features but focuses on how to demonstrate the benefits to customers using a needs-
based approach (needs-satisfaction approach), in which salespeople start by learning
what customers want in order to motivate them to talk longer. It is expected to be
inductive rather than fast. Traits that are considered high quality are empathy,
honesty, trustworthiness, honesty and kindness. Sales presentations can be
supplemented with demonstration tools such as brochures, whiteboards, slides,
videotapes and films on disc.

5. Dealing with customer objections and removing obstacles: Objections can
be broadly defined as customer questions and concerns about a product or
organization. In the early days of sales, sales objections were viewed primarily as an
obstacle that a salesperson must overcome in order to succeed sales Buyers are often
turned away during a presentation or when asked to place an order. The problem can
be logical or psychological and often represents an unspoken attitude of refusal. The
party rejecting the product must take a positive stance, identify hidden aversions,
and ask the buyer for an explanation for any rejection. In order for a refusal to
provide an opportunity to provide additional information and come up with reasons
for refusing a purchase, each salesperson must be trained in the skills of dealing with
refusal and closing a deal.

6. Closing a product sales transaction. After the refusal, sellers try to close the
deal. Salespeople need to know how to recognize buyer-closing signals, including
feedback and physical questions. For example, while customers may sit back, nod
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in agreement, and ask questions about the interest rate and loan terms, salespeople
may use one of several methods to close the deal. They may ask to place an order,
review important points in an agreement, offer help in writing an order, ask if the
buyer wants a particular form, or tell you that the buyer will lose out if you do not
order now, so the sale can be completed without disappointing both parties (power
of buyer and seller). However, if the buyer is not interested and declines all deals,
before closing the sale, the sales representative may offer buyers certain reasons to
close the deal, such as a lower price or additional free products.

7. Transaction support and assistance. The follow-up stage is a relatively new
addition to the sales process where the salesperson does not accept a weaker order,
but many organizations begin only after the sale to ensure that customers are
satisfied with the product and that everything promised is delivered. An often cited
example involves thank-you notes to customers or a follow-up phone call to ensure
that the customer's final step in the sales process is follow-up, which is required if
the salesperson wants to ensure customer satisfaction and generate repeat business.

Once the sale is completed, the sales team must fill in all the details regarding
delivery time, terms of purchase and other issues, after which a sales representative
will contact you upon receipt of the order to ensure proper installation, instructions
and assistance. All problems reassure buyers of sales representatives' concerns and
reduce each customer's anxiety that may arise after the sale. The selling principles
just described are transaction-oriented, and the goal is to help salespeople close
specific sales for the customer. However, in many cases, companies not only have a
sales goal, but also indicate that the organization can serve customers in the long
term through mutually beneficial relationships practice. Relationship marketing,
which emphasizes maintaining long-term profitable relationships with customers by
creating the highest levels of customer satisfaction.

Difference between personal selling and direct marketing

We have already learned what personal selling is, and in order to determine the
difference between it and direct marketing, we have to explain to you what direct
marketing is. Direct Marketing — it is a marketing mechanism that directs
advertising messages to a specific group of recipients with clear characteristics to
the marketer, determined based on market research or retargeting. It should be noted
that personal selling is more effective than any other marketing communications
tool, since it allows you to present a product to a potential buyer, control the
communication process, and work with each buyer individually. Personal selling
has received a lot of attention, with good reason, to provide a competitive advantage
in the current circumstances. In modern work, many organizations use various
methods, techniques and tools to organize the marketing communications process,
the main goal of which is to maximize profits, increase sales, and increase market
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share. The marketing message is sent by the production or manufacturing
organization directly to these consumers without any intermediaries such as retailers
or distributors, their comparative characteristics are presented in the table 7.

Table 7

Comparative characteristics of personal selling and direct marketing

Personal selling Direct Marketing

Personal and humane approach to the sales

A customer-focused approach by a manufacturing
or production organization without the intermediary

rocess .
P of retailers.

His method is based on the seller's ability to
persuade and his personal experience in
conducting business transactions.

Its methods include email, brochures, messaging
platforms and advertising campaigns.

Availability limited to a limited number of Wide coverage of a large number of potential
potential customers. clients.

The sales message is fully tailored to the client.

The commercial message is not entirely addressed
to the buyer personally.

The ability to build close relationships with The ability to build a close relationship with a client
clients is great. is possible, but not strong.

Source: Formed by the author based on [17].

Naturally, personal selling is one of the most effective and popular methods of
marketing communications and has its advantages and disadvantages, which the
author presented in the table 8.

Table 8

Advantages and disadvantages of personal selling in the context of electronic

marketing communications

Peculiarities |

Characteristics

Advantages

Personal contact

5]

The seller meets the buyer in person or talks to him on the phone and during “direct
communication can find out his mood and desires, and this in turn allows him to build
a certain behavior, direct the conversation and direct it in the right direction.

Demo

If we talk about a personal meeting, and not a telephone conversation, then the seller
has a great opportunity to present his products in all their glory, for some products
this is a win-win option, since only this type of sale allows you to test, try and smell
the product.

Data collection

During the conversation, the seller can learn a lot of useful information about the
buyer, including his preferences. This data can be successfully used to develop future
business and increase sales.

You can offer a product that takes into account the needs and behavior of specific

Flexibility buyers, and at the same time, depending on the situation, the seller can change his
selling style and methods of attracting buyers.
Low effort The offer is aimed at the largest possible number of potential buyers of the target
group, and there is no need to spend a lot of time and effort on marketing.
The seller instantly sees how the buyer reacts to a particular offer, objections can be
Instant feedback | instantly worked through and advantages can be highlighted.

Flaws

High “cost” of

Individual contact with the consumer includes the cost of the seller’s work, training,

interaction payment for his work, transportation and related expenses.
Public access Due to the high costs of organizing the work of sellers, wide audience coverage will
limited be very expensive.
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Difficulties in | Different people present the same information differently, making it difficult to
standardizing convey a consistent message to all consumers.

communications

Source: Formed by the author based on [15-17].

It should be noted that in order to increase personal selling in the context of
marketing communications, each salesperson must have sufficient knowledge and
skills in his field of activity. Initially, comprehensive knowledge of the
organization's products and services, and skillful use of this information is of great
value. This is necessary in order to best present their products, competently advice
the buyer and answer questions regarding what they are selling (features,
characteristics, features of use of the product).

In addition, for any personal selling process to be successful, the salesperson must
master the technique of conducting it, create an effective promotion and
communications plan, and follow all its stages. It is also important to navigate the
market situation, know similar offers offered by competitors and be able to defend
the set price. In addition, every successful seller in modern conditions is, to one
degree or another, a psychologist who must be able to skillfully know the mood of
the client and influence his desires and interests through marketing communications,
thus stimulating purchases. The effectiveness of personal selling directly depends on
communication, which allows you to build a process of interaction with regular and
potential customers. The ability to competently plan an organization’s marketing
activities in modern conditions is a important aspect that contributes to increasing
the level of competition of the organization and increasing customer loyalty and
brand awareness in the market.

The considered aspects of organizing and constructing the personal selling
process can be applied in the context of marketing communications. Practically as a
theoretical guide to connecting with clients and planning personal selling based on
the basic principles, objectives, methods and models, organized types, forms and
techniques of personal selling in the context of marketing communications highlight
the importance and suitability of this marketing tool to ensure effectiveness and sales
growth sales organization.
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CHAPTER 8

The development of modern trends in the production of goods and services,
coupled with the growing demand from customers for quality products, has led to
increased competition in the global market, which requires organizations to comply
with digital transformation through their sales promotion ideas. Unique sales
promotion techniques can help brands stand out from the crowd, what is more
important is the use of different sales promotion options. The essence of sales
promotion is that buyers are not looking for products that they need, but on the
contrary, organizations are looking for those interested in selling to their customers,
which makes it possible to use sales promotion methods to improve the culture of
customer service, promote brands, products and services, as it ensures strengthening
communications and relationships. To achieve strategic business and performance
goals, understood as sales promotion and aimed at increasing demand and brand
awareness in global markets, short-term offers can create a sense of urgency,
stimulate lead generation and help retain existing customers. It is important to note
that sometimes an organization's electronic marketing communications strategy is
designed to increase sales of specific products, even if the business continues to
make a profit. Promotion is a modern marketing communications strategy tool
through which an organization can launch a short-term marketing communications
strategy such as periodic campaigns aimed at increasing demand for products or
specific offers. Key examples of promotions by excellent organizations are Black
Friday sales and seasonal discounts. Auctions offered for specific goods and services
[1].

(Keller and Kaotler) defined sales promotion as: a group of communication
activities designed to enhance and support other types of marketing communication
activities by stimulating purchasing demand. Sales promotion also expresses all
marketing activities related to a product and aimed at intermediaries or sales
representatives or customers in order to stimulate demand for the product [2].

Despite the fact that the purpose of sales promotion is to increase demand
products, it allows you to achieve several important goals, which will allow you to
organize effective promotion of the organization’s strategy and brand online.

Sales promotion goals:

¢ Launch of new products: if there is a need to increase the scale of the business and expand it
to include new market segments, sales promotion allows you to attract new customers by
developing and selling new products.
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« Attraction of new clients: The purpose of the organization should be long-term as it allows
the business to grow and expand. Potential customers are most likely customers of competitors;
therefore, by analyzing their products and benefits, it is necessary to improve the organization's
products and services to surpass competitors in quality.

» Maintaining Competitiveness: Studying and analyzing competitors helps to constantly
improve the organization’s products and services not only in attracting new customers, but also in
the quality of customer service.

* Increase verification of existing clients: It is always easier to convince an existing customer
to make a purchase than to attract a new one. Providing an individual approach to each client will
help the organization increase customer loyalty. As a result, clients will independently promote
the organization’s brand, products and services.

* Off-season sales: In the summer, swimsuits, boats, tents, air conditioners and refrigerators
are certainly best sellers, but you should think about strategies to sell them throughout the year.
This is why you should offer a limited time offer discounts, “I + 1 = 3” promotions or other
promotions.

* Increase in overall sales: especially popular at the end of the season when suppliers and stores
need to make room for new items, so they hold a general sale every six months and users can buy
old collectibles at low prices [3].

Sales promotion is one of the main elements of marketing communications for an
organization's brand and its products. To build long-term relationships with users, it
IS necessary to determine the types of sales that work best for the target audience, in
order to emphasize the conceptual role, need for sales promotion, and activate it, the
author has formulated the main ones, which are presented in the figure 44.

Strengthen and increase brand loyalty

Sales promotion is one of the ways to build brand
reputation. People prefer to talk about those
organizations that provide good deals and help
save money.

Fig. 44. Sales promotion tasks as part of an electronic marketing communications strategy.
Source: Formed by the author based on [4-5].

Based on the objectives set for sales promotion within the framework of the
electronic marketing communications strategy, it should be noted that sales
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promotion helps to increase sales in the short term, therefore any method must have
a time limit, sales promotion actions must be applied rationally in the following

Ccases:
» e« Seasonal/temporary decrease in sales volumes.
* + Draw attention to the organization at events (events).
* + Confronting the actions of competitors. Encouraging and motivating the behavior of
consumers and sales personnel/sales representatives [6].

Based on the above interpretation of the essence of the concept of sales promotion
and its main objectives, it should be emphasized that sales promotion may vary
depending on the goals of marketing communications. Based on visualization and
critical analysis of scientific research, the author examines the types of modern sales
promotion processes and their activation depending on the target audience of
promotions and communications, which is presented in the figure. 45.

Trade promotion

Fig. 45. Types of sales promotion for organizations targeted by promotion and communication.
Source: Formed by the author based on [7-8].

It is necessary to consider in more detail the features given by the author of each
type of sales promotion for organizations, depending on the focus of marketing
communications.

1. Sales promotion to sellers (trade promotion).

These are promotions aimed at the intermediate link between the manufacturing
organization and the consumer, for example, partners, distributors, dealers, sales
agents and other intermediaries. As part of this activity, modern organizations carry

out the following:
« Offering discounts and gifts to distributors for selling a certain volume of goods or services.
» Providing samples for tasting and testing.
» Organizing competitions between sales representatives and awarding winners.
* Providing promotional materials [7].

This type of sales promotion has a wide scope of application, is focused on large
volumes and wholesale sales, which leads to a significant increase in profits and
maximum achievement of the business and strategic goals of the organization. This
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type of sales promotion is more acceptable for organizations with a large sales
volume and a large number of partners and distributors and sellers.

2. Sales promotion to buyers (consumer promotions): This type of sales
activation is a promotional offer aimed at the end consumer. These methods help
attract new customers, retain existing customers and attract individuals using
competitors' products [6].

This type of sales promotion is suitable for both large and small organizations, the
main goal of which is to increase sales and attract customers. After considering the
main objectives and types of sales promotion, to ensure the effectiveness of the
electronic marketing communications strategy, it is necessary to achieve all the
business goals and objectives, which largely depend on. Based on a small number
of tools and elements used, the author accordingly conducted a comprehensive
analysis of scientific research in the field of electronic marketing, sales promotion
and activation. This made it possible to identify the main sales promotion tools that
stimulate individual purchases and allow brands to expand their customer base and
increase loyalty, which are presented in the figure 46.

Distribution of

coupons and Comepetitions
discounts
Coupons Competitions

Fig. 46. Sales activation tools for organizations
Source: Formed by the author based on [9-10].

In highly competitive markets, there are many tools and methods for organizing
effective sales, but situations arise when it is necessary to increase sales and activate
buyers in a short time. Based on the main tools proposed by the author to stimulate
sales of organizations, each of them should be considered in more detail.

1. Temporary price reduction: organizations use temporary price reductions to

entice customers to try new products. For example, a cafe can offer discounts on
new sweets or coffee every week, which will interest many visitors and increase
sales of a certain product category. It is also convenient to dispose of food products

112 www.ababneh net



J\ ABABNEH
in this way when the expiration date has expired or a new set of clothes has arrived
at the store, since most brands often use this remedy.

2. Loyalty program: This tool is popular and contains many interesting elements
that can be used according to the specifications and characteristics of the
organization. For example, a system of accruing points for purchases has become
popular, so that after collecting a certain amount, the client receives a free cup of
coffee [9].

3. Rewards: This sales promotion tool is characterized by the fact that the buyer
can get more products for the same price. For example, if he buys a cup of coffee at
the standard price, he also receives a free piece of candy. This approach evokes
positive emotions in customers and motivates them to return. Often, such a campaign
increases customer interest, increases loyalty and brand awareness.

4. Competitions: This sales promotion tool helps increase brand awareness and
expand your target audience. To do this, some organizations provide the opportunity
to win gifts in exchange for a subscription, repost, or personal information to further
segment the audience. For example, offer a free cup of coffee. By phone number in
order to increase sales through SMS mailings, this tool is very common in practice
and has wide application.

5. Coupons: What makes this tool different is that it offers a variety of coupons
and promotional codes to encourage new customers to make their first order and
reward existing customers for brand loyalty. This tool is in demand and widely used
by many excellent brands and organizations. This attracts the attention of buyers,
stimulates sales and increases the customer base [10].

6. Distribution of coupons and discounts: This tool allows you to stay in touch
with clients and potential buyers. By sending coupons and discounts, organizations
increase the share of interested customers and thereby increase brand awareness and
sales, since there will be many people willing to buy the organization's products with
discounts or discounts on coupons.

7. Free samples: This promotional tool offers organizations free product samples,
like a first cup of coffee, to promote new flavors. This tool increases the interest of
potential clients or buyers, which has a positive effect on the well-being of the
organization in modern conditions [11].

The tools offered to drive sales as part of an electronic marketing communications
strategy have many opportunities to increase sales, brand awareness and customer
loyalty. To ensure the effectiveness of sales promotion organizations, the use of
these tools is not mandatory, but it is also mandatory. Based on this, the author
conducted a structural analysis of existing approaches to organizing sales promotion
in an organization and presented a classification of the main methods presented in
the figure. 47.
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Holiday Campaigns

Present

Fig. 47. Sales promotion methods for organizations.
Source: Formed by the author based on [12-14].

It should be noted that the effectiveness of sales promotion for an organization
largely depends not only on the tools, but also on the methods presented by the
author in Figure 47. Each of which should be considered in more detail:

1. Discounts: This is the most widely used method for small and large
organizations to significantly increase sales. One of the reasons they remain popular
today is that rebates benefit both consumers and retailers. Sellers can free up
warehouse space to purchase new products. Wholesale buyers can purchase more at
a reduced price, so buyers will not notice keep in mind that the discount level should
be in the range of 5% to 20 %, since discounts below 5%, but a discount of more
than 20 % will make them think about the organization's brand.

2. Limited Time Offers: this is a better way to stimulate sales than deep
discounts. Using this method, marketers can create a sense of urgency and fear of
losing products. To do this, organizations can give customers 24 hours to take
advantage of them this special offer. For this method to work best, it is necessary to
promote the campaign through each electronic communication channel used to reach
the target audience. This will lead to increased sales and increased traffic to the
organization’s website, characterized by increased interest from clients and potential
buyers. [12].

3. Seasonal sales: people often buy ski clothes in the summer and air conditioners
in the winter to save money. Off-season sales can be a challenge, so seasonal
promotions are highly recommended. You need to sell your old collectibles at
discounted prices, and do not forget to advertise your brand and business on mailing
lists and social media.

4. «1+1=3» This sales promotion method allows you to buy one product and get
another product free. Three products for the price of two are common marketing
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techniques and attraction tools. Such marketing campaigns help sell more customer
products, saving on purchases.

5. Holiday Campaigns: it is a sales promotion tool used for overtly festive
purposes such as New Year, Women's Day, etc., giving brands an opportunity to
increase sales. People are generous when choosing gifts for your loved ones. Launch
your holiday campaign early and invest in advertising through email, social media
and other electronic channels as this helps increase brand awareness and traffic to
the organization's website.

6. Present: This method of sales promotion and activation is suitable if the
organization is looking to launch new products. Using this method will help an
organization quickly reach a large audience, increase brand awareness and collect
user-generated content, which is especially valuable for any business. By allowing
potential customers to try services free for seven days, or running a campaign that
allows every customer who spends over $100 to receive a gift, or providing product
samples with every order, this method will ensure increased sales and interest in
making a purchase among consumers [13].

7. Special prices. Marketers usually manage the method of sales promotion and
sales intensification. In a one-day campaign where users can buy everything at a
fixed price, these prices usually seem tempting to users and they cannot overcome
their feelings of confusion. If there will be annual sales, you can set a fixed price for
each product category of the store or website [14].

8. First purchase coupons: It is important to note that many people always need
time to decide on a purchase in a new store, especially when it comes to expensive
goods. This can make them think about purchasing more quickly. A special incentive
needs to be offered as organizations can send a welcome email to a new visitor with
a coupon to get 10% or 15% off their first purchase. To achieve the best
performance, this should be limited in time, ensuring sales growth over a short
period time.

9. Free Shipping: Often, users leave an organization's website without making a
purchase due to shipping costs. To re-engage potential customers, you can run time-
limited campaigns, allowing them to receive their orders for free if they spend a
certain amount of money, if the organization sells the product at an average price,
you should not inflate this fixed amount, otherwise this method will not work [15 ].

The tools and techniques provided for sales promotion as part of an organization's
electronic marketing communications strategy enable it to increase sales, increase
brand awareness and improve the effectiveness of communications.

In modern conditions, it does not matter what the organization offers the buyer in
terms of the advantages of its products over the products of competing organizations,
service, low prices, gifts, etc. It is important that the buyer feel that the organization
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cares about him and considers him special. After this, he will have only good
impressions from visiting the organization’s brand. Using a set of sales promotion
methods, it will be possible to easily attract new customers, who will later become
defenders of the organization’s brand. Based on this, the author conducted a
comprehensive analysis of scientific research in the field of sales promotion, through
which the main tasks, tools and methods were identified to ensure the achievement
of the strategic goals of the organization. In addition to what has been stated, the
author has compiled the most important modern and most effective methods for
organizing the sales promotion process, which is shown in the figure. 48.

Promotions for specific
events

Cashback

Fig. 48.The most effective modern methods of organizing promotion and activation of sales of organizations.
Source: Formed by the author based on [16-18].

1. Abandoned shopping cart offers: It is a shopping cart in which the customer
adds one or more items with the intention of purchasing it, but eventually he leaves
the cart without completing the order completion steps to get the desired item and
hence the purchase is not completed. This usually occurs in varying proportions
across all e-commerce sites. The cart abandonment process often occurs during the
checkout stage of placing an order for a product, which means the customer does not
complete the purchase procedures necessary to receive the goods, and then it is
transferred to the page indicating the payment method and entering the necessary
payment data.

According to independent marketing research, the average cart abandonment rate
for purchases in online stores and markets is 69.57%. On average, e-mail marketing
stores lose about 75% of sales due to cart abandonment. Sales can solve this problem,
but in practice, you need to know when a customer abandons their cart on a website
and inform you about it by sending promotional messages, emails containing
discount codes to encourage purchases. Since abandoned cart emails have an open
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rate of 43.76% and a response rate of 8.76%, which means there is a high probability
that organizations will return these transactions and complete the purchase [16].

2. Subscription Promotions. Subscription promotions offer exclusive benefits to
new users, but this method can be a valuable promotional tool as customers will be
motivated to follow up if they can make their first purchase at a discounted price.

3. Affiliate Marketing with Influencers: The audience trusts influencers, so
integrating the organization's brand will increase sales to the target audience. If the
audience of a product or service overlaps with an influencer, to provide an additional
incentive, the brand can provide the blogger with a unique code or affiliate link that
will provide the target user with a discount, for example by organizing an exclusive
promotion for mobile app users.

4. Location Based Transactions. The method of offering discounts on goods and
services is effective depending on where the buyer is located; for example, prepare
special promotions only when buyers visit certain stores.

5. Referral promotion: As part of these marketing communications offerings,
the organization will provide existing customers with a referral code that they can
share with someone they know to give them a discount on their first purchase. A
customer with a referral code also receives a reward, which can encourage them to
recommend the same product or brand to others [17-18].

6. Offering offers to the most loyal and relevant customers: It is necessary to
offer promotions to customers who are already inclined to choose the organization's
brand or product, with the need to use discounts and coupons to customers who are
actively moving towards making a transaction or sale or are involved in a
conversation or negotiation with the organization. In other words, are genuinely
interested in using the organization's product/service.

7. Rewards for reviews. Customer reviews are critical to business success and
can be combined with promotions to keep customers interested. For example, after
a customer makes a purchase, you can offer them a 20% discount on their next
purchase. if they agree to take a survey or leave a review, a discount can encourage
customers to make a repeat purchase.

8. Philanthropy. In today's environment, more than ever before, people want to
collaborate with organizations that demonstrate social responsibility. Therefore,
running a campaign where organizations donate a portion of their profits to charity
can have a direct impact on sales and boost the brand business awareness and
increased customer loyalty.

9. Time saving and additional services. Uses a healthy incentive to save time or
add value. For example, a company may offer to create a new account free, so as not
to waste time on implementation and get started right away.
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10. Promotions for specific events. Many organizations only run promotions for
specific reasons, but they can be done for no particular reason to increase sales and
drive sales, such as offering birthday and holiday discounts to entice people to buy.

11. Cashback: Sales promotions allow customers to get a portion of their money
back after each purchase. Although they receive a discount after making a purchase,
this may encourage them to spend more money with the assurance of a percentage
return [18].

Having considered all the main tools and methods used to stimulate sales, we can
say that they are all an integral part of the organization's electronic marketing
communications strategy and work to achieve business goals and define strategic
objectives. Accordingly, it should be emphasized that in addition to the benefits it
provides and the many positive aspects that affect the overall well-being of the
organization, sales promotion has a number of important disadvantages that must be
taken into account when creating an electronic marketing communications strategy
in order to strengthen and build channels. Interaction and communication with the
target audience. Based on this, the author suggests the main disadvantages of
organizing sales promotion, which should be considered in more detail:

Disadvantages of sales promotion for an organization:

* Hidden costs: In sales promotion efforts, many costs are simply forgotten to be considered:
for example, the time costs of marketing or training managers. These cost elements can
significantly reduce the real benefit of selling a product or service and significantly extend it. A
large cost item for organizing this campaign.

* Price sensitivity: Sales promotion and activation may persuade the target audience to expect
a lower price in the future and potentially compromise quality. There is a general tendency among
buyers to expect further price reductions, which is detrimental to an organization's brand
reputation. in the long term with a goal in mind. The basic principle of maximizing financial
returns [18-19].

It should be noted that sales promotion is one of the best methods of marketing both individual
goods and services and the organization’s brand as a whole. Properly executed sales can increase
sales and revenue, as well as the brand reputation of an organization. Taking the right measures,
since sales can be costly for an organization’s brand, in order to avoid mistakes, it is necessary to
take into account the main problematic issues in the organization’s sales promotion, as the author
classified the main problematic issues.

» Complicated process for receiving rewards, discounts or gifts: It is not necessary to make
the process of receiving rewards more complicated; it is better to simplify it to show the client's
appreciation for their time and effort.

« Lack of goals and objectives: One of the first steps in creating promotions is defining key
performance indicators and expected results. These could be customer satisfaction metrics,
increased sales, repeat sales, or improved repeat purchase rates. This information must be available
before the procedure begins, during it and after its completion.
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 Unrealistic promises. If the campaign talks about a discount or a nice gift, you need to be sure
that customers will be looking for an opportunity to receive it, but if the promises seem too
lucrative, the audience may begin to doubt.

* Insufficient data collection. Stock — This is a valuable opportunity to collect data about
customers and target audiences. In turn, this data will help create more targeted promotions in the
future. You need to make sure that customers not only provide contact information when
requested, but also information about habits, interests, demographics and more [18-19].

Taking into account the author's review, the main recommendations for enhancing
sales in modern organizations have been formulated, which are presented in the
figure 49.

Create a sense of urgency: Launch a time-limited program so that the audience feels the value and
benefits of the program. This approach encourages people to buy because it creates a sense of urgency.

Provide multiple payment options: Having multiple payment options on the website or online store
you're working on is an important part of the user experience. If a user visits the payment page on your
site and doesn't find their preferred payment method or the one they usually use, they likely won't
complete the purchase process.

Fig. 49. The most important recommendations for stimulating sales of modern organizations.
Source: Formed by the author based on [20-21].

It should be noted that the formation of a strategy for electronic marketing
communications for sales promotion ensures sales growth, increased brand
awareness and customer loyalty. Based on the recommendations developed by the
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author, you can plan effective actions to organize the sales promotion process. To
ensure a significant increase in the effectiveness of sales promotion, it is
conceptually necessary to integrate it with other elements of marketing
communications, since the use of sales promotion and activation methods is
practically difficult without support from other means of communication.
Emphasis should be placed on the fact that the organization of the sales promotion
process should be focused on including all the tools and methods necessary to
achieve the strategic goals of the organization.
The organization's e-marketing strategy using elements of sales promotion and
communications is ensured by the need for constant analysis and assessment of
adaptation and management decision-making.
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CHAPTER 9

The marketing business is characterized by the practical need for personal
attention, confidentiality and security in the process of communicating with the
target audience. Organizations operating in a competitive environment understand
the characteristics and needs of customers and can tailor product and information
offerings to match the relevant services, delivery methods and payment methods to
maximize customer value. To satisfy them, organizations today have a powerful tool
that allows them to access the names, addresses, preferences and other relevant
information of potential buyers. A customer database is an organized collection of
detailed customer information, including demographics, geographic data, and
purchasing behavior information.

Customerization is the process of creating and using customer databases and other
databases (for products and suppliers) to communicate with customers and conduct
business transactions.

However, today many organizations actively create and use customer databases
to create targeted marketing contacts and achieve sales between individuals. Data
protection laws in some countries may significantly slow down the development of
marketing technologies.

Direct Marketing - it is a direct or indirect relationship between an organization
and consumers in which information about goods, services or organizations is
transmitted directly to the buyer. The target audience receives all advertising
information without intermediaries and third parties, such as email newsletters, print
and electronic advertising, statements, outdoor advertising, media, telephone calls,
etc. While other advertising methods are aimed at informing potential customers
about brand products, direct marketing is aimed solely at motivating the recipient to
make a decision. This approach helps in generating results using calls to action to
achieve results. Calls to action can be an image or line of text that entices potential
customers to take an action. The action can be anything: download an e-book,
subscribe to a webinar, receive a coupon, and take part in an event [1-2].

Lester Wunderman first used the term "direct marketing™ in 1967. A well-known
American advertiser directly promoted the American Express and Columbia
Records brands [3].

Characteristics of Direct Marketing:

1. Direct targeting: Direct marketing succeeds if it targets the right people. If

you plan to make offers available to all viewers, you could be wasting a lot of money.
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That is why direct marketers target the most interested customers and rely on a
segmentation tool.

2. Segmentation by database. Marketers divide their customer base into
subgroups with specific characteristics such as age, gender, occupation, location,
interests, needs, income, etc. This allows them to create personalized and relevant
offers for each market segment.

3. Feedback: Without tracking customer responses, you will never know which
strategies will be most effective for your brand. Through online direct sales channels,
users can easily respond to marketing campaigns, brands can control the entire
process, and users can communicate with organizations through email, social media,
chatbots, and more.

Depending on the goals and objectives of direct marketing, some direct marketing
organizations avoid intrusive and inappropriate advertising. Direct email marketing
involves communicating with users in various forms such as email, instant
messaging, social media, phone calls, brochures and targeted advertising. [4].

The specific objectives and goals of direct marketing in today's business
environment bring a number of benefits, as shown in the figure. 50.

Increasing customer loyalty

Fig. 50. The Benefits of Direct Marketing for the Modern Marketing Business.
Source: Structured by the author based on [5-7].

The effectiveness of a direct marketing strategy is measured by tracking and
achieving goals. It should be noted that direct marketing would be more effective
when using segmentation.

Moreover, choosing the right communication channel is critical to achieving
success based on an in-depth study of marketing techniques in today's times.

The author has formulated the main goals and objectives of direct marketing in
the modern business environment, which is presented in the table 9.
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Table 9
Goals of direct marketing in a business environment
Goals Characteristics
Unlike other strategies, direct marketing allows you to create
Effectively promote targeted campaigns to reach interested prospects, ensuring
products. maximum effectiveness when sending email promotional

messages to a segmented group of audiences.
Because marketers collect information such as age, income and
Content Guide behavioral factors to send personalized messages, brands reach
each customer with minimal effort.
Improving the process of | Direct marketing campaigns allow you to quickly reach your
attracting potential clients | target audience and deliver the right offers at the right time.
Create a strong foundation for the relationship between the
organization and the customer. You can use direct marketing
Strengthening customer | tools such as personal reviews, personalized offers and discount
relationships coupons. Personalization is important. Address the customer by
name, create an offer that suits his interests and needs, makes
him feel special and builds trust between seller and buyer.
Brands track the success of marketing campaigns using metrics
such as the number of customers responding to advertising, sales
volume and return on investment. Additionally, direct marketing
allows you to see how much customers are willing to spend on
certain products or services.
Source: Structured by the author based on [2-3].

Ease of assessing
marketing effectiveness

Based on the presented goals and objectives, as well as the advantages of direct
marketing, it is important to note that running a modern business based on an e-
marketing strategy is unthinkable without using its innovative tools and methods in
organizing marketing activities. Let's consider the main advantages of direct
marketing, which are most noticeable by the author of the book.

1. Ad targeting: provides high flexibility in developing individual advertising to
target specific customer groups, since it uses methods and settings to find a target
audience based on specific criteria (characteristics and interests) of individuals who
may be interested in the advertised products. Advertising is shown only to a specific
audience (target).) In order to achieve the maximum possible benefit from profits,
for this, marketers monitor customer behavior and offer appropriate products
depending on the interests of the audience, which allows for more efficient use of
the advertising budget [4].

2. Marketing Budget Allocation: direct marketing targets a specific segment or
group of customers with specific demographic characteristics, which greatly
simplifies the process of planning and allocating the communication budget, which
helps in achieving the required sales goals in proportion to the costs. It helps
organizations. Deliver products and related services and increase sales on a limited
budget, and launch effective campaigns for a fraction of the main advertising costs
[5].
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3. Increased sales: customers are more loyal to organizations that care about them
and build personal relationships with them. Direct marketing allows you to increase
sales to existing customers by analyzing the effectiveness of customer emails so you
can adjust your strategy. Direct marketing can attract customers who have not
interacted with the company. Over a long period, which leads to identifying the
reasons for the loss of interest of potential buyers and restoring relationships with
them. Brands use information from previous customers to improve the effectiveness
of the marketing campaign and increase sales. Regular analysis of the effectiveness
and quality of mailing lists must be carried out, which can affect the organization's
brand reputation.

4. Increasing customer loyalty: Direct marketing is a great way to build and
maintain relationships with potential clients and customers. Through direct
marketing, messages and promotions are customized to create and strengthen
personal connections with a brand's target audience. To ensure the effectiveness of
an organization's email marketing strategy, it is necessary to combine direct
marketing tools with loyalty programs, ensuring that direct marketing tools are
implemented along with loyalty programs for the brand's customers, thereby
increasing profitability [6].

5. Promotion of new brands: Direct marketing is an effective platform to
introduce a new brand or new products to an organization. Since direct marketing
helps to effectively interact with the target audience and increase sales,
implementing direct marketing tools helps attract new customers and create real
brand ambassadors. In commercial terms, in practice, this approach allows
organizations to easily adapt to market demands and quickly respond to the
emergence of new brands, products and services. In the field of online advertising,
direct marketing is often used, which includes improving the sales of specific
products, selling discontinued products and promoting sales, maintaining and
nurturing customer loyalty, and tracking promotions. The effectiveness of online
promotion for modern organizations largely depends on the selected electronic
channels and advertising tools, which must be separated from direct marketing in
order to ensure the achievement of the organization's strategic and marketing goals
[7].

6. Ability to measure product quality: Direct marketing not only ensures an
organization's sales performance and brand position in highly competitive markets,
but also gauges the public's demand for specific products. In addition, it opens and
tests new industries and markets. Using direct marketing, as well as a method for
assessing the effectiveness and efficiency of online advertising and sales.

The most important tool for building personal relationships with each customer is
the organization's direct marketing method, which largely depends on the main
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methods, electronic channels and tools used by the organization. Accordingly, the
author built the main direct marketing strategies within the organization. Framework

of an organization's email marketing strategy as shown in the figure 51.

|
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el ; Marketing
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Social Media .
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Fig. 51. Direct Marketing Strategies as Part of an Electronic Marketing Communications Strategy.
Source: Structured by the author based on [8-14].

1. Personal selling. This type of direct marketing is characterized by the fact that
most marketers and senior executives rely heavily on professional sales
representatives and online sellers to find potential buyers, convert them into clients
and build long-term buying relationships with them to grow their business and
organize direct selling in a way that is considered effective. Thus, sales, taking into
account the conditions of modern competition and the peculiarities of business
management, require its strengthening through more modern and innovative
methods of organizing sales [8].

2. Personal Marketing. This method is one of the oldest methods used in direct
marketing as sales representatives are appointed whose mission is to reach a target
group of community members, be it at their workplace, home or office. Public places
where the sales representative has a conversation with the target consumer, through
which he tries to display the features and characteristics of the product, thereby
convincing the consumer in the purchasing process and turning him into a regular
customer of the organization.

3. Messages by email: Organizations use email marketing to increase sales as one
of the most effective methods. It is a means of transmitting electronic messages
between organizations and individuals. It is characterized by complete
confidentiality of all correspondence and preservation of individual confidentiality
of individuals when sending electronic messages. It is an electronic service that
allows users to exchange messages and documents without using paper, with the
ability to send the same message to a large number of users. Since it reaches the
requested party simultaneously, in a period not exceeding a few seconds, and at a
low cost, with the ability to send messages in the form of texts, images, videos,
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computer programs, files, etc. Mailings are used in modern marketing as one of the
most effective tools for brand consolidation awareness and increase in the number
of goods and services sold for the organization.

4. Direct Catalog Marketing: It is a form of direct marketing in which an
organization sends a catalog of its products to potential and existing customers. An
organization creates a catalog containing detailed information about specific
products to stimulate sales by persuading customers to buy the products. from
catalogs and then send it to a group of clients or consumers who may be interested
in that product, regardless of the catalog's form, as brochures, simple bound
documents, or even books, videos, or floppy disks. The catalog can be distributed
through different channels such as email as a link or image, and can also be printed,
mailed, etc. As it is still one of the main marketing tools for some organizations.
Catalogs are replacing regular sellers, and catalog marketing has its role and
importance in modern conditions for organizing effective promotion and
communication with the target audience of brands [9].

5. Telemarketing: This method has become one of the most important modern
direct marketing tools because sellers want to communicate with a list of individuals
who may be interested in purchasing the organization's products. This list is prepared
based on a set of statistics and research. The role of the salesperson is to make offers,
products, prices and benefits to convince the consumer to make a purchase. Well-
organized and targeted telemarketing offers consumers many benefits, including
easier shopping and greater information about products and services. Telemarketing
messages and spam messages have recently sparked a backlash from many
consumers who complain of being harassed by phone calls almost daily, leaving
their businesses to answer them. Lawmakers are trying to counter these attacks in
one way or another. However, most telemarketing organizations support some
countermeasures against this type of telemarketing [10].

5. Television Marketing: Direct marketing organizations that use instant
response television marketing tools because they allow instant response advertising
to be shown. Instant response promotional videos convincingly describe product
features within 60-120 seconds and provide customers with additional information.
a toll-free number to call and order products; often viewers see 30-minute
advertisements or commercials for specific products [11]. This type of direct
response advertising has proven to be very effective in selling magazines, books,
small appliances and many other products, with television advertising remaining the
most effective and advanced direct response advertising in the traditional form.
Another form of immediate response to television marketing is telephone shopping
or television programs (or entire channels) specializing in the sale of goods and
services. The use of multimedia technologies allows for visual and attractive
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advertising of a product, creates the atmosphere of a theatrical performance (often
with the participation of stars and celebrities), and provides organizations with the
latest information about the availability of goods and services for organizations [12].

It is noteworthy that all this creates an incredible desire among viewers to
purchase such advertised products, and viewers can order their favorite products by
calling a toll-free phone number, from which they were offered additional orders in
the past, thanks to which orders placed would be delivered to customers within 48
hours. In modern conditions, in addition to publishing advertising in the media,
shopping in TV stores, communicating with viewers based on receiving answers,
according to many experts, the further development of technologies in the field of
IPTV will turn the TV store into the main place for purchasing goods and services
of modern brands.

6. Mobile Marketing: this type of marketing effectively targets the mobile digital
environment used by customers. Mobile marketing strategies take advantage of the
time people spend on their phones, as mobile marketing uses advertisements
specifically designed to display on mobile phones. Since marketers know that
audiences see all marketing content on their phones, marketers must tailor their
content to suit your strategy and resources and corresponds to the place and time.
This way you get the right information at the right time, when you need it [12-13].

7. Popup Marketing. Short pop-up messages with updates, news and promotions
appear in the web browser and applications as a direct marketing tool, use pop-up
notifications to attract customer attention, increase awareness and conversions. Due
to the limitations of mobile marketing, maximum conciseness and caution in the
frequency of use. This tool is becoming increasingly important as a direct marketing
tool when communicating with target audiences. [14].

8. Instant Messaging Marketing: Instant messaging marketing is a marketing
strategy in which an organization communicates with customers and promotes sales
of its products through instant messages. The main channel for communication with
customers, as well as advertising and selling products, is sending instant messages.
This strategy uses automation tools as robots interact with customers, answer
questions, provide product information, or take orders. To attract and retain
customers and increase conversions, they use personalized advertising messages.
Direct marketing tools based on instant messages, chatbots provide greater reach in
many ways and have decisive advantages over other tools.

User access at any time of the day, convenience and the ability to collect feedback
to focus on marketing campaigns. Customers represent the relative value of the
services and products provided by an organization, but chatbots and instant
messaging are not designed to attract customers, but only to answer questions. In
any case, the user becomes the real initiator of communication. This direct marketing
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tool is in demand and innovative, but in the practice of modern organizations in
difficult situations, communication with specialists and representatives of
organizations is still necessary to resolve controversial issues. To satisfy customers
and improve the quality of services provided by the organization, it is important to
organize marketing communication tools so that all the necessary information and
all the answers to the questions asked are covered. [13-14].

9. Marketing brochure: Brochures are an important part of direct marketing.
They provide potential customers with information about the product or service
provided. The brochure must be well designed, visually appealing and contain clear
and concise information about what is being offered to convince people to buy the
products. If you do it right, you can use it to get a high response rate. You can go
door to door and connect with clients, or you can take a more targeted approach by
attending events that you believe are your ideal clients. Brochures can also be used
to attract potential customers. They can provide potential customers with
information on how to contact the organization if they are interested in learning more
about the products.

10. Social Media Marketing: Social media marketing is one of the most effective
marketing methods and a form of online marketing that involves creating content
and sharing it on social media to achieve a brand's marketing goals. Social media
marketing includes activities such as posting, images, videos and other content that
attracts the attention of the audience, in addition to paid advertising on social
networks. Many statistics show that the majority of the world's population uses
social media. Therefore, it wouldn't be surprising if more brands integrate social
media into their marketing strategies.

11. SMS marketing: SMS marketing is one of the most cost-effective direct
marketing tools for promoting products. Using SMS marketing, you can inform
customers about upcoming product launches, remind them of an appointment, or
even give them tips on how to best use the products you sell. The average open rate
for SMS messages worldwide is 98%. This means that SMS marketing has greater
reach and higher response rates than many other traditional marketing channels.
SMS marketing can be used to achieve various goals, such as increasing brand
awareness of an organization, sending regular offers and discounts, providing
discount coupons, and introducing new products to an organization.

12. E-commerce Many direct marketing tools are designed to sell across multiple
communication channels and increase conversions within an organization. E-
commerce is characterized as a direct marketing tool, which means that it is
implemented through interactive information technologies that provide business
information services. Via the Internet, and its channels include services. Business
information and the Internet, business information services provide real-time
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information and marketing services to their subscribers for a fixed monthly fee,
providing subscribers with the business information services they need (news,
library, education, travel, sports, entertainment and games, etc.), as well as business
services that organize communication between subscribers (bulletin boards, forums,
chats), and also provide e-mail services. With a few clicks of the mouse, subscribers
can these services can order a variety of products from their catalogs; in addition,
they can carry out many banking transactions with their banks. Engage in investment
activities through various brokerage companies, book airline tickets, book hotel
rooms, book car rentals, play play computer games, participate in all kinds of tests
and competitions, receive information about consumer ratings of various goods and
services, find out the results of sports competitions and study. Receive sports
statistics, learn about weather forecasts, and exchange emails with other service
subscribers [14].

Business information services were created in the mid-nineties, because of the
development of the Internet as the main channel for electronic marketing and
electronic communications in a period of intense competition, but on the other hand,
the services of information operators. In the modern world, people have begun to
provide access to the Internet as one of their main services; e-commerce plays an
important role. In email marketing to create and implement strategic and business
goals, it is important to remember that direct marketing is quickly gaining
popularity. Importance and popularity as more organizations look to make it an
integral part of their email marketing business strategy.

The form of direct marketing you choose to advertise to your audience depends
on online targeting and largely depends on your industry, budget and organizational
characteristics. However, the choice of the type of direct marketing should be
approached with extreme caution because if not implemented properly, the type of
direct marketing may have negative consequences or mislead the customers, which
may adversely affect the business. The overall reputation of the organization is
theoretical, when managing an organization, it is important to maintain
confidentiality, not to go beyond the personal boundaries of the client, and carefully
plan every advertising campaign and electronic communication campaign on the
Internet. At this time, it is not recommended to stick to a specific type or tool of
direct marketing.

Based on the author's recommendations aimed at ensuring the effectiveness of
direct marketing as part of an organization's electronic marketing communications
strategy, it should be borne in mind that a lot of money can be spent on various tools
and their combinations, but the results may not be obtained. be achieved if they are
not assessed, analysis, feedback and communication with the public are not carried
out. Targeted, direct marketing is closely related to the reputation of the
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organization, and the responsibility for low-quality content falls on the brand of the

entire organization, paying special attention to the most important types, tools and
main features of the direct marketing organization. Experiment and don’t be afraid
to combine different tools to achieve maximum results and achieve the specific
strategic goals of the organization, defined by the author and presented in the figure

52.

Adjusting your email marketing strategy.
Analyzing an organization's sales and
knowing which communication channels
achieve the highest conversion rates, and
strengthening this trend, including
reallocating budget to weaker channels, can
always lead to good results.

Fig. 52. Recommendations for ensuring direct marketing effectiveness within an email marketing strategy.
Source: Structured by the author based on [15-16].

As part of the e-marketing strategy of modern organizations, it is necessary to
conceptually highlight their important and necessary strategies, which the author
shows in the figure 53.

- - - - e

Fig. 53. Direct marketing tools as part of an organization's e-marketing strategy
Source: Structured by the author based on [16-17].

1. Loyalty cards: It is typical for organizations to offer membership cards to
regular customers. This gives customers access to discounts, free trials, and unique
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offers. This type of strategy is widespread and often used in modern conditions to
organize the communication process and retain the target audience. .

2. Guerrilla Marketing: is an advertising approach that borrows the concept of
guerrilla warfare or the element of surprise to communicate with the target audience.
This type of marketing relies on unconventional and innovative offers that raise
questions or shock, and can be especially effective to carry out propaganda, since
the organization can spread the campaign without spending a lot of money on
advertising.

3. Trademarks: A trademark is a sign that distinguishes an organization's goods
or services from the goods or services of other organizations. Intellectual property
laws protect trademarks. This communication strategy is designed with clients and
target audiences to provide a secure advertising message to regular customers or
employees of the organization. This approach ensures brand awareness, promotion
of the brand and increased customer loyalty.

4. Coupons: targeting customers, increasing engagement and increasing brand
awareness with the ability to exchange discount coupons or use them as discounts
on the purchase of goods or services will significantly increase sales and the
percentage of interested customers.

5. Promotion tools: This strategy allows you to sell products by offering
customers special tools, with their help potential buyers have the opportunity to test
the product and talk about its work and benefits, which makes customers more
familiar with the brand, thereby increasing traffic and brand awareness [17].

Difference between direct marketing and indirect marketing

« < Direct marketing: actively inviting prospects and non-prospects to
purchase products. Examples of direct marketing channels include print advertising;
email marketing campaigns, telemarketing and others.

» o Indirect marketing: a form of marketing through which you increase
awareness and visibility of your business, resulting in its growth over time. Common
indirect marketing channels include blog posts, testimonials, and online reviews
optimized for SEO.

Table 10
Difference between direct marketing and indirect marketing
Indirect Marketing Direct Marketing
Targeted at a large audience Targets a specific audience or customer base
This includes advertising through media Includes direct communication with customers
such as television, radio or social media. such as mail, email or telemarketing.

The focus is on increasing brand
awareness and creating a lasting
impression.

Focused on obtaining immediate response and
immediate action from customers.
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It relies on market research and analytics . . .
. Typically uses a database of customer information
to understand audiences and create
. to develop messages and offers.
campaigns.
They can be more expensive because This can be more cost-effective because it targets
they are designed to reach a wider a specific audience and encourages immediate
audience and increase brand awareness. action.
Measuring the success of campaigns can It provides the ability to track and measure the
be difficult because they may not result in success of marketing campaigns using metrics
immediate action from the customer. such as response rate and conversion rate.

Source: Structured by the author based on [17].

The main aspects of the development and design of direct marketing within the
framework of the electronic marketing communications strategy are given priority
in organizing communication with the target audience. Starting from providing
products and services using innovative electronic tools and channels, the
development of modern organizations to ensure the effectiveness of electronic
marketing is an integral part of communication. When the target audience uses
modern direct marketing tools that increase sales, improve competitive positions,
customer loyalty and brand awareness in the global market, an important evidence
of the need to introduce direct marketing into business is to establish close
connections with consumers of goods and services and study their preferences and
needs for goods or services. Special services for developing effective personal
marketing communications.
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CHAPTER 10

When developing an email marketing strategy for an organization, the use of
marketing communications tools is of particular importance to achieve the long-term
strategic goals of the business. To more effectively solve strategic problems in the
field of marketing communications, it is necessary to have an understanding of the
business and the characteristics of goods and services, analyze them and obtain
information about the strengths and weaknesses of the organization, obtain
information about the market and learn about the opportunities and problems that
the organization may face in market. It is necessary to plan activities that enhance
the product organization in terms of time, marketing communications, advertising
budget and many other nuances as communication becomes increasingly important.
Due to the saturation of markets with goods and services, an increasing variety of
consumer needs, forms and methods of competition, an increase in the means of
collecting, storing, processing and transmitting information and many other factors.
Effective communication allows not only to inform consumers about the
organization’s products for which there is demand in the market, but also to create
this demand. Therefore, the effective use of basic tools and types of marketing
communications allows us to solve the strategic and tactical problems of modern
organizations related to global and marketing activities in highly competitive
markets.

Communications always imply a comparison of the results obtained from the use
of communications with the amount of costs in monetary terms. If costs are
expressed in increased sales, then, of course, marketing communication is effective
and its tools and activities are used as part of the electronic marketing
communications strategy. It is necessary to analyze the shortcomings of previously
adopted motivational measures, interaction tools and the current situation. However,
economic efficiency is determined for the organization, i.e. the amount of funds
additionally collected through the implementation of certain communication
activities, as well as the profitability of promotion (the ratio of profits received from
advertising to costs) [1]. It can be said that both traditional marketing and email
marketing have special ways of using available resources to determine the main goal
of any business - making a profit. Accordingly, every entrepreneur strives to spend
the least amount of costs and make a greater profit. Scientists agree in their research:
there is no common set of indicators for the effectiveness of marketing
communications.
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Two Metrics to Measure the Effectiveness of Electronic Marketing

Communications:

1. Reduce the number of indicators to the minimum that may be appropriate for each
organization. Do not complicate things with long lists. The information contained in the indicator
will only reach its destination if it is simple. To ensure comparison, all indicators must be collected
in the same way.

2. Because organizations are similar, they must choose their goals starting from a strategic
approach: only organizations know exactly what they want to achieve and can choose the
indicators that are important to them [2].

Accordingly, the author fully agrees with this ideology of constructing a system
of criteria for assessing the effectiveness of marketing communications within the
framework of a marketing communications strategy; in addition, in practice, each
organization builds an appropriate and understandable management accounting
system containing a minimum set of necessary performance indicators. There is no
point in imposing incomprehensible methods for calculating efficiency on company
management if the principles on which they are based do not correspond to the
management accounting system in force in the organization. Modern organizations
are able to independently develop clear criteria for assessing the effectiveness of
communications and invest in marketing communications. If the cost of
implementing a proposed evaluation method is unacceptable or the set of criteria is
not perceived adequately, the organization will not use it. It should be noted that the
main criteria for assessing the effectiveness of marketing communications in modern
organizations are not mandatory and comprehensive; they can be supplemented
depending on the specifics of the organization’s activities and the characteristics of
its e-marketing strategy. Accordingly, the author conducted a comprehensive
analysis of scientific literature and, based on generalization, formed a list of the main
criteria by which the effectiveness of modern marketing communications is
achieved, presented in Fig. 54.

The volume of
Proper use of Sales volumes from customer
communications regular customers involvement in
consumption
_ | _ _

Promotion intensity

Volume formation
and priorities of
midge, reputation,
loyalty

Level of creativity
and quality of
service

Amount of
expected profit

Fig. 54. Criteria for assessing the effectiveness of marketing communications for modern organizations
Source: Structured by the author based on [3-4].
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The concept of efficiency can be viewed from two perspectives:

1. Efficiency (return, profitability): as the final characteristic of any activity as a whole and
the performance of its individual functions, this characteristic includes the effect that determines
the degree of achievement of certain goals, attributable to the costs of achieving them. the more
effective the solution, the higher the degree of goal achievement and the lower the costs.

2. Efficiency as a characteristic of efficiency any activity without linking the results obtained
with the resources expended, since it characterizes, first of all, the choice of goals and the right
directions of action, while the effectiveness of actions is usually understood as the degree of
compliance of their results with the tasks of achieving a certain goal or set of goals [4].

In modern marketing, the second aspect is fundamental in determining efficiency;
it makes no sense to economically evaluate the effectiveness of the first aspect based
on unachieved or incorrectly set goals, however, when the second aspect is
fundamental when implementing a system of indicators effectiveness of marketing
communications. Within a company, the following assumptions need to be taken
into account when developing an email marketing strategy structure:

1. There is a direct relationship between achieving a comprehensive marketing
effect and the effectiveness of marketing communications within the framework of
the e-marketing strategy. This assumption contradicts, at first glance, the generally
accepted idea of how the Ps4 marketing model works, according to which the
marketing effect is achieved because of the complex, impact of the product, its price,
distribution system and marketing communications. However, in the traditional
version of marketing by F. Kotler, there are four mechanisms for the manifestation
of marketing efforts (market reactions):

e Formation (change) of product policy.
e Prices

e Product distribution (sales system)

e Marketing communications.

Market reaction - These are the first three mechanisms. They are purely internal
mechanisms and are reflected in the internal business processes (technology and
management) of the organization. They are not instruments of influence on the
market environment and can be considered as instruments of negative reaction. to
the influence of the global market. Simply creating an attractive price for a product
will not give any marketing impact, for example, creating a new product with unique
consumer characteristics will change absolutely nothing on the market [3-4].

No feature (in terms of product, service, price or delivery system) will work unless
the market understands it. In addition, make sure that the proposed three-component
combination is attractive to him (unique, superior, profitable). In other words, he
must be informed and motivated to take action on the product or service being
offered. This is only possible through effective communication within the
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organization's electronic marketing communications strategy. Only through external
communications does he actively influence all topics of the global market which are
being implemented. The advantages of the organization in terms of products, price
and methods of distribution are highlighted. Based on this proposal, the author
highlights the feasibility and validity of the statement, which is because there is a
dependence between the effectiveness of marketing activities and the effectiveness
of marketing communications within the framework of the organization’s e-
marketing strategy.

2. The impact of communication is measured by the number of people, which
carry out the behavior expected in marketing communication behavior, since modern
marketing greatly influences the volume of trade, but affects profits only indirectly,
since it does not fully control the costs of producing products and the costs of
operation and management. Therefore, in the scientific literature there is data
indicating that it is inappropriate to use generally accepted indicators of economic
efficiency (such as profit, profitability, etc.) to determine the effectiveness of
communications [5].

The task of marketing communications within the framework of an electronic
marketing strategy is to attract the addressee (recipient of messages) as follows:

* Awareness

* Choice.

* Purchase.

* Buy back

This is the number of persons who, because of the influence of communications,
moved from one situation to another, underlying the logical chain of profit
generation, sales volume, and number of goods sold and the number of customers
who bought the product. The consumer is the one on whom sales volume and profits
ultimately depend. Since communication is consumer-oriented, it should be based
on the number of subjects who have changed their behavior in the market under the
influence of communications, and all other indicators based on sales, profits are
considered secondary.

Based on the method presented by the author for determining the effects of
communication and because of a hierarchical model of the goals of communication
effects, developed by the author based on the structuring of scientific research and
generalization [4-5].

The proposed model represents the entire spectrum of marketing communications
effects, which are represented by two groups: motivational effects (A-B) and
economic effects (C-D). The hierarchy of goals and their corresponding effects, built
on the basis of this model, is as follows:
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The communicative goal KA corresponds to the expected result in the form of an
increase in the number of clients ANA, who know the organization’s brand, the
communication goal KB corresponds to the expected result in the form of an increase
in the number of clients ANB, who have formed the necessary level of preference
for the organization’s brand, the communication goal KS corresponds to the
expected result in the form of an increase in the number of clients ANC, who made
the first purchase, the purpose of communication KD corresponds to the expected
result in the form of an increase in the number of customers AND, repeated purchase
of products, is assumed to be the result of the impact of consistent communication
on the selected audience from the total population of N respondents.

* ANA: who is familiar with the organization's brand.

» ANB that have generated the desired level of preference for the organization's brand.

« ANC who made the initial purchase of products.

» AND who repeatedly purchased products.

In this case, the following effect size ratio will always apply:

ANA > ANB > ANCC > AND> 0 (1)

It can be seen that the quantitative value of the effect of the subsequent stage of
communication cannot be greater than the value of the previous stage. If the
conditions of inequality are violated, we can talk about a planning error. This could
be interpreted as a miscalculation of the target audience or incorrect positioning. For
products on the market, the influence of which should be taken into account in the
context of considering issues of managing marketing communications as the reality
of the expected event, expressed in quantitative value:

» AND Change in the number of regular customers.

* ANC Change in the number of first-time buyers

* ANB change in the number of unique clients.

» ANA Change in the number of informed clients or target parameters [5-6].

In the model of the formed hierarchy of target effects, it is recommended to take
into account the following parameters:

ANA | This is the change in the number of informed recipients of a message.
This is a change in the number of people who like a particular brand
(product, service or trade mark).
ANC Change in the number of customers who made their first purchase
AND | This is the change in the number of regular customers.
Of course, the AN criteria that were selected as factors for determining the impact

of communications within the framework of an electronic marketing
communications strategy do not actually reflect the numerical expression of the

ANB
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economic results of the organization, but rather the potential for achieving economic
results that consist of the organization's marketing communications activities.
Assessing the effectiveness of the Marketing activities of modern organizations
largely depends on the information provided by research and comprehensive
business analysis. The data obtained must be summarized and then analyzed using
the main assessment methods, which are organized by the author in the figure 55.

Qualitative methods for assessing
competence

Information is obtained by observing
consumer behavior and reactions. The data
is analyzed without the use of computer
technology. The process also includes
interpretation of the data. These methods
make it possible to economically evaluate
the effectiveness of marketing..

Fig. 55. Methods for assessing the effectiveness of marketing activities of organizations
Source: Structured by the author based on [7-8].

Although there are many ways to measure the effectiveness of modern
organizations' marketing campaigns, in order for the results to be as accurate as
possible, it is necessary to comprehensively evaluate the data using both quantitative
and qualitative methods. However, it is difficult to process the information obtained
from qualitative research. Using statistical methods, such analysis initially requires
that responses be divided into three categories: positive, negative and neutral, but
such research reveals exactly how people respond to marketing activities. The
assessment results should be assessed not only from an economic point of view, but
attention should be paid to how consumers’ attitudes towards brands and products
have changed, whether there are more buyers, whether there are loyal ones among
them and those who will recommend the brand to their friends.

Marketing communications plays a particularly important role as the process
through which organizations create and maintain relationships with actual and
potential recipients of goods and services. Increasing global competition and risks,
decreasing consumer loyalty to traditional brands and increasing consumer
awareness thanks to Internet technologies have forced organizations to reconsider
their approaches to developing relationships with customers. Move to new
marketing concepts in interactive marketing, cognitive marketing, educational
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marketing, marketing interaction, personal marketing and many other forms and
types, it is important to evaluate the effectiveness of marketing communications
within the framework of an electronic marketing strategy using quantitative and

qualitative methods, as well as depending on the totality of the indicators obtained.

Communication indicators
(information)

Evaluating the effectiveness of
specific communication tools, as well
as the information itself, aimed at
attracting the client’s interest and
encouraging him to purchase.

Fig. 56. Structuring sets of indicators for assessing the effectiveness of an organization is
marketing communications.
Source: Structured by the author based on [7-9].

1. Economic indicators: Economic efficiency is the ratio of marketing costs to
other indicators of an organization’s performance (profit or turnover). The funds
allocated for marketing determine the budget of the communication program; to
determine economic efficiency, it is necessary to track how the organization’s
turnover changes:

e Before a marketing campaign.

e During a marketing campaign.

e Some time after the marketing campaign [7]

It is also necessary to study and analyze the average daily trading volume in all of
the above periods. It is important to note that when implementing any marketing
activity, you must do the following:

« Counting the number of contacts using the selected communication tool.

» Assess the quality of text presentation.

» Determine the impact of communication: how the consumer now feels about the brand and

whether he is ready to make a purchase.

» Calculate sales volume and determine market share.
» Measuring brand equity and profitability.
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2. Communication (information) indicators: This group evaluates the
effectiveness of marketing communications metrics before, during, and after the
event. The previous result is needed to check how the consumer perceives this type
of interaction. You can conduct surveys and based on the data obtained, you can
make a decision. It is best during the campaign, if necessary, to analyze the
perception of information in natural conditions, which helps to identify weaknesses
and make adjustments. After implementing marketing activities, it is necessary to
know how the campaign has achieved its goals. In addition, the strengths and
weaknesses of the chosen means of communication are clarified. This can be taken
into account in the future [9-8].

Methods for measuring communication effectiveness:
« Monitoring: makes it possible to see the degree of consumer interest in
information received through a particular means of communication.
» Experiment: creating a situation through which the required indicators are
achieved.
 Survey: helps determine how much information the consumer observes and
assimilates.

3. Social indicators. This group focuses on indicators for assessing the
effectiveness of marketing and its main elements on society, target audiences,
consumers and potential buyers [10].

To achieve this goal, each organization defines indicators that have an impact on
society based on its values, goals and marketing strategy and should be included in
the evaluation of communications effectiveness. In the current business
environment, KPIs measure progress toward achieving strategic marketing business
goals. It is important to focus on the right metrics and select the most appropriate
marketing performance metrics for an organization's modern business, which is
essential to the success of an email marketing strategy. To evaluate the effectiveness
of marketing tools using key performance indicators that are directly related to the
growth and expansion of the business in the future growth and development of the
organization, communication effectiveness is a critical factor in managing the
communication operations of an organization.

The basis for assessing the effectiveness of communication is the ratio of the
achieved result of communication to the initially desired goal, therefore the
conclusion states that it includes at least two measurements (with a known time
interval between them) of the level of indicators of communication effectiveness.

When assessing effectiveness at the level of a social group, the most important
role is played by the change in public opinion as a result of the influence of social
information, using this opportunity, based on a critical analysis and generalization
of existing methods.
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The author classifies the main indicators of effectiveness of indicators for
assessing the effectiveness of communications of modern organizations within the
framework of the strategy of electronic marketing communications as shown in the
table 11.

Table 11
Performance indicators for assessing the effectiveness of organizational
communications.

Performance Functions

Sales efficiency The sales function directly increases the organization's revenue.

Attract users and clients Increased user base growth does not necessarily mean greater
profits, but its implications go far beyond any financial metrics.

Quantity and quality of It reflects the effectiveness of marketing communications in

leads attracting users who can purchase the organization's products.

The value of customer life The average profit received by an organization from one
customer over the entire period of its relationship with him.
Vocal ratio This is a measure of an organization's share of the advertising
market compared to its competitors.
Brand recognition Brand awareness reflects how close an organization's brand is to
its target audience.
Consumer loyalty It reflects customer satisfaction and loyalty based on the degree
of loyalty and enthusiasm customers have for a brand and how
willing they are to recommend products to others.

Source: Structured by the author based on [11-15].

1. Sales efficiency: Measuring sales performance directly reflects an
organization's business growth, making it the most understandable performance
measure. However, you need to know which financial metrics work best for your
business model and schedule. Sales performance metrics are easy to measure thanks
to a customer relationship management system, payment systems or any other
financial dashboards used in the organization. For marketing analytics purposes, you
can use advanced e-commerce tracking in Google Analytics or its alternatives,
which can link sales to a company's marketing efforts. You just need to keep in mind
which web analysis tool distorts the information that is at the beginning and may not
track everything correctly, so the resulting numbers should not be used for KPIs
[11].

2. Attracting users and clients: A growing user base doesn't necessarily mean
increased profits, but it does have implications beyond financial metrics individuals,
leads to the growth of the organization in the long term. This requires the use of a
number in the organization's CRM, but of course, clients need to register before the
organization can track them.

3. Quantity and quality of potential clients: This KPI may be relevant if the
organization's business is subscription based, as it reflects how effective marketing
communications are in attracting users to purchase products from the organization.
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The quantity and quality of leads are critical to increasing customers and sales.
Counting the number of potential customers is simple, and this information should
be available in the organization's customer relationship management system.
However, tracking lead quality requires additional work and planning. This brings
us to the process of recording important points, which requires the development of
an automated system that, while evaluating all potential customers based on the data

they provide, must take into account:
» Assessing the purchasing power of the organization.
» User behavior and actions taken within the application or site.
+ Trial subscription and installation.
* Anything users say about customer service or sales.
« Any other data collected by the organization during the user registration process [12].

However, some CRM platforms have built-in lead points, but this may not be the
best solution.

4, Customer Lifetime Value: A metric estimates the amount of money an
individual customer will spend on an organization's products. Increasing the value
of the average customer not only improves financial performance, but also allows
you to spend more on acquiring new customers. Of course, with an average purchase
frequency per year and an average customer lifetime, you must have at least several
years of sales history to have the metrics needed to calculate lifetime value. If you
already have this data, then you can also evaluate any of these three indicators, which
needs improvement more than others, by improving one of them, the overall
customer value will increase[13-12].

5. Share of voice: Share of voice — it is a traditional measure of an organization's
advertising market share relative to its competitors. Since most brands now compete
for presence on organic channels such as social media and search engines, this
definition may need to be expanded include the organization's brand share. This is a
great marketing KPI because there is a strong relationship between share of voice
and market share. Once an organization's share of voting power exceeds its market
share, the organization creates a remaining share of voting power. In the long term,
the organization's market share should develop and gain strength in the same
direction. As a single, all-encompassing metric that covers all of an organization's
sales channels, this is certainly not easy. To do this, it is necessary to determine an
indicator for each channel that reflects the principle of the ratio of votes. Marketing

channels that can help you, measure vote ratio include:
» + Share of voice on social networks
» e« Percentage of votes in the search engine.

 « Paid search based on views [13].
6. Brand recognition. Brand awareness reflects the level of communication an
organization has with its target audience. For example, when you think of electric
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vehicles, the first brand that comes to mind is Tesla rather than Rivian, as the Tesla
brand is more famous among consumers [14].

It should be noted that measuring brand awareness requires market research
resources because responses must be obtained from a representative sample of the
organization's market. This is what market research agencies specialize in and the
only way to get comprehensive data.

7. Customer loyalty: The customer loyalty index reflects customer satisfaction
and loyalty based on the likelihood of recommending the organization's products to
others. The Customer Loyalty Index is calculated by subtracting the percentage of
detractors from the percentage of promoters. It can vary from -100 to +100
depending on the level of customer loyalty. Customer loyalty, any value greater than
zero means that the organization has more supporters than critics [15].

A score above 70 is generally considered exceptional; however the minimum
score may be lower depending on the industry in which the organization operates
brand strength.

There are many channels for distributing physical customer loyalty surveys:
online, via email, or simply through a browser pop-up. The calculation process is
simple and is performed automatically by some software. If you do need to measure
customer loyalty, you should examine users' motivations when making evaluation
decisions, so it is useful to ask additional questions in the questionnaire.

The KPI system of marketing communications as part of an online marketing
strategy is an important part of online and offline marketing work. A tool helps in
creating marketing information through improvement. Optimal use of resources.
When analyzing KPIs, it is quite difficult to use a template approach, since the
correct interpretation of indicators depends on the choice of KPIs that characterize
the effectiveness of marketing communications within the framework of electronic
marketing.

A strategy that will enable you to apply the innovative marketing communications
techniques and tools presented and discussed in this book on electronic marketing
communications strategies to achieve your marketing and strategic goals.
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Epilogue,

In the Name of Allah—the Most Compassionate, Most Merciful.
“Say, “Work. Allah will see your work, and so will His
Messenger, and the believers. Then you will be returned to the
Knower of secrets and declarations, and He will inform you of
what you used to do.” Surat At-Tawaba verse 105.

Praise be to God Almighty, who has enabled us to introduce this
book. We have presented in this book E-Marketing
Communications, and we have made every effort to bring this
book out in this form. We hope that we made contributions to
knowledge and we wish it will be beneficial for every reader and
learner. We have made our best efforts to review the most
important ideas for this topic as much as we can and we do not
claim perfection because perfection belongs to God Almighty
only. If we succeed, then it is from God Almighty. If we fail, it is
from ourselves, and the honor of trying is sufficient for us.
Finally, we hope to that you will like this book.

may the blessings and peace of Allah be upon him our teacher,
beloved and master Muhammad.

Peace, God's mercy and blessings be upon you
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10.

Author wrote

E-Marketing
E-Marketing Principles
Online Consumer Behavior
E-Banking Marketing
E-Advertising Technology
Search Engine Marketing
E-Marketing Communications
E-Marketing Strategy
Website Design

Social Media Marketing
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