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Pedepar:

1. Bu3Hau€HO CYTHICTb Ta CUCTEMATU30BAaHO OCOOIMBOCTI MAPKETMHIOBMX KOMYHIKallill TOPrOBEJIbHUX MEPEK, a
TaKOX BUIYU KOMYHIKaLill 3 BULIJIEHHSIM MiIBULIB TPALULIINHUX Ta €JIEKTPOHHUX KOMYHIKaLil. PO3KPUTO CYTHICTb
CHCTEMH Ta NIPOLIECY YIIPABJIHHSA MAPKETUHTOBUMY KOMYHIKalliIMU TOPrOBEJIbLHUX MepeX. 3allpOIIOHOBAHO
CHACTEMY iHIMKATOPIB Ta NOKAa3HUKIB /11 OL[iHIOBAaHHS KOMYHIKaTUBHUX €(EKTIiB MapPKETUHIOBUX KOMYHiKallill.
BussneHo TeHAeHLii pO3BUTKY MapKETUHIOBMX KOMYHIKallill TOPrOBEJIbHUX MEPEK Ha PUHKY TOOYTOBUX
€JIEKTPOTOBAapiB, iHPOPMALITHOTO Ta KOMYHIKaliHOro 061aiHaHHS B YKpaiHi. 3a JaHUMU MapKeTUHIOBOTO
IOCJIiI)KeHHS OL[iHEHO IIOKa3HUKU KOMYHIKaTUBHUX e(eKTiB i oBeIeHO, 110 KyIliBesibHa II0BEeiHKa CIIO>KMBaYiB
BM3HAYAEThCSl HACAMIIEPEJ], CTABJIEHHSIM 10 OpeHy Mepexxi. Po3po6iieHO KOHIeNTyaJIbHUN MiAXi[ 4O YIIpaBJliHHS
MapKeTUHTOBUMH KOMYHiKallisIMA TOPTOBEJIbHUX MEPEXK, B paMKax SIKOTO [10 IIPOLECY YIIPaBJliHHS iMIIJIEMEHTOBAHO

IopatkoBi crienndivyHi QyHKIL, TOB'I3aHi 3 ypaxyBaHHSIM CTaBJIEHHS CIIOXMBAaYiB O KOMYHIKalliil. 3a JOIIOMOro0



MOJIeJIEN «BKJIUBICTD — IHTEHCHBHICTB» Ta MOZEJI ifleaslbHOI TOYKY BU3HAYEHO HANPSIMU KOPUTYBaHHS KOMILIIEKCIB
MapKeTHMHTOBUX KOMYHIKallill TOProBesIbHAX MepexX. Ha mifcTasi IpOrHo3y KOMyHIKaTUBHUX €(EeKTiB 3a JJOIIOMOT0I0
CHCTEMH PETPECITHUX MOZeJIeN TOBENEHO e(PEKTUBHICTD Ta JOLIIbHICTh IPAKTUYHOTO BIIPOBA/IKEHHS
PEKOMEHJALIN.

2. The dissertation is devoted to theoretical and practical principles of trade network marketing communications
management. In the thesis is considered the essence and features of marketing communications of trade
networks. The explication of the main definition of marketing communications on the basis of subordinate
concepts is executed: element / component, type, kind, means, tool, form, method, manner, reception; this
allowed to improve the systematization of marketing communications of trade chains by the way of distinguishing
within the limits of each type by the classification feature "media model" subspecies of traditional and electronic
communications. The scientific approaches of domestic and foreign scientists to the interpretation of the essence
of management of marketing communications are analyzed; by the results of the analysis the content and
interconnection of the main elements of the system and stages of the process of marketing communications
management of the trading networks was determined. It is shown that the becoming of a strategic paradigm of
relationships marketing led to shifting priorities from focusing on urgent financial results to building sustainable
long-term relationships with consumers, and hence from the economic to the communicative effectiveness of
marketing communications. The system of indicators of communicative effects of marketing communications of
trade networks is proposed, which are determined from data of questionnaire surveys of consumers, provides an
in-depth study of their relationship to the brand of the network and characterizes the rational / cognitive,
emotional / affective and behavioral / connative effects of communications. It gave an opportunity to take into
account the specific features of marketing communications of trade networks and determine directions of quality
changes in their content. The tendencies of trade networks marketing communications development in the
household appliances, information and communication equipment market in Ukraine are revealed. It is shown that
under the influence of modern informatively-communicative technologies and corresponding changes in
consumer's tastes during the last years the activity of traditional communications in favor of electronic has been
decreased. On the basis of questionnaire surveys of consumers an analytical estimation of the effectiveness of
marketing communications of trade networks was conducted. It is established that the behavioral effects that are
the most important for increasing trade turnover of networks have the more dense correlation connections with
emotional effects, rather than with rational ones. In turn, the attitude towards brands of networks with a bright
individuality that is distinct from competitors is the most positive. The conceptual approach to management of
marketing communications of trade networks is proposed, which defines the concept, purpose, system,
mechanism, principles and process of management, and provides an innovative algorithm to the formation of a
complex of communications with using a system of analytical models. This conceptual approach is oriented at
increasing the effectiveness of the marketing communications of networks based on the permanent consideration
of consumer preferences. The system of models of interactive management of marketing communications of trade
networks is formed. By using models "importance - intensity" was determined that at present trade networks are
more intensively using the less important types of communications for consumers, and vice versa. It is shown that
for the networks, the structure of marketing communications complex of which better corresponds to the
preferences of consumers, have the better indicators of communicative effects. By means of the model of the ideal
point, the conformity of marketing communications complex of trade networks to the "ideal" expectations of
consumers was assessed, and recommendations for improving the marketing communications of networks were
developed. The theoretical approach and the system of regression models for forecasting of communication
effects of marketing communications of trade networks depending on factor indicators "intensity of
communication influence" and "degree of accounting of consumer preferences" are developed. It allows
determining the expected communicative effects of alternative marketing communication programs in advance
and ensuring the validity of the choice. The forecasts of the communicative effects of the improvement of
marketing communications complexes of Comfy, Citrus and Brain Computers trading networks were constructed;
all forecasts were positive. Redistribution of funds within the existing budgets for all networks was executed from



the more costly to the less costly types of communications, therefore the implementation of the recommendations
ensures the increase of both the communicative and the economic efficiency of marketing communications.
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