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This study is devoted to the theoretical and practical basis for creation of the integrated marketing communication
(IMC) for enterprises at the B2B markets. Historical stages of integration of marketing communications, as well as the
reasons for the transition to the IMC are considered. Analysis of multiple formulations revealed a trend in the
development of the concept in the context of achieving the communicational, economic and social goals of the IMC.
A main feature of the integrated marketing communications is a binary of their nature: combining channels and
means of promotion — as exists in the real and in the virtual economy (due to Internet space). In our view, trends in
the development of integrated marketing communications are identified. We have identified 15 motives acquisition of
solar energy conversion equipment (as particular example of product in B2B market) to study their influence to the
formation of integrated marketing communications. The objective structure of the purchasing reasons for recreational,
agricultural and building segments of B2B-consumers in Ukraine was established on the basis of expert assessments.
However, there are certain barriers to the willingness of consumers to current and future overpayments savings by
using solar energy. The separation of the target audience on the scope of B2B and B2C allows arguments to rank the
importance of various marketing activities within the IMC.

INTEGRATED MARKETING COMMUNICATION; CONSUMER BEHAVIOR AT B2B MARKETS;
PURCHASING MOTIVES AT THE MARKET OF INDUSTRIAL PRODUCTS; UKRAINIAN SOLAR ENERGY
CONVERSION EQUIPMENT MARKET.

HccnenmoBaHue MOCBSILIEHO TEOPETUYECKUM M TIPAKTUYECKUM OCHOBAM ISl CO3MaHUSI MHTETPUPOBAHHBIX Map-
KeTMHTOBBbIX KoMMmyHUKaimii (MMK) mis npennpustuii Ha B2B pbIiHKax. MccienoBaHbl TEOPETUUECKHME TTOAXObI
OCHOB KOHIIETIIIMM MHTETPMPOBAHHBIX MApKETWHIOBBIX KOMMYHUKAILIWH, TpeioxkeHo yrouHeHue npeamera UMK,
cleaH aKLEHT Ha OMHAPHOCTU MX MPOUCXOXICHUS (pealbHOW M BUPTYaJIbHOI), a TaKKe Ha TPUEAMHOM LIEJIH TIpY-
meHeHust UMK npennpusaruem. PaccMOTpeHbI UCTOpUYECKHE CTAAMM MHTETPAallMd MAapKETWHTOBBIX KOMMYHMKa-
1M1, a Takke npuurHbl nepexoga k MMK. M3yyeHbl 0COOEHHOCTH MOBENEHUsI TTOTpeOUTENIe B KOHTEKCTE JOCTH-
JKEHUSI KOMMYHUKATUBHBIX, 9KOHOMUUYECKUX U colraibHbIX Lieneir MMK. ImaBHO# 0cOOEHHOCThIO MHTETPUPOBaH-
HBIX MapKETUHTOBBIX KOMMYHMKAIIUI SIBJISCTCS AyaJlbHOCTb MX TIPUPOMBL: 00beNMHEHNE KaHAJIOB U CPEICTB TPO-
NIBUDKEHMSI, KOTOPbIE CYIIECTBYET B pEaJibHOM M B BUPTYaJbHOU SKOHOMMKE (Osaromapsi UHTEPHET-TIPOCTPAHCTRY).
OrnipenesieHbl TEHACHIIMM B Pa3BUTUM MHTETPUPOBAHHBIX MApPKETUHTOBBIX KOMMYHUKAIMH. 151 M3ydeHus: BIUSHUS
Ha (OpMUpPOBAaHME WHTETPUMPOBAHHBIX MApPKETUHIOBLIX KOMMYHUKALIMI OIpeneieHO 15 MOTMBOB IIpHMOOpEeTeHUs
TeJIMO3HEePreTHIECKOro o0opyaoBaHMs (MO IIPeoOpa30BaHMIO COJTHEYHON SHEpPrMM) — B KauyecTBE KOHKPETHOIO
npumMepa IpoaykTa Ha peiHKe B2B. HauOosee 3HaumMMble M3 HUX: 1LIgHA ITOKYIIKH, TOCTYITHOCTh COJIHEUHOM 3Hep-
MM, 1I€Ha 9KCIUTyaTalliy ajJbTepHATMBHOTO TOBapa, (PMHAHCOBBIE BBHITOAbI (HAJOTOBBIE JILIOTHI, 3€JEHBI Tapud).
OOBeKTHBHAsSI CTPYKTYpa MOTHUBOB MOKYIKU Ui B2B-moTpeduTteneil Ha peKpealliOHHOM, CEeIbCKOXO3IIUCTBEHHOM U
CTPOMTELHOM CerMEHTaX B YKpauHe co3laHa Ha OCHOBE JKCIEPTHBIX OLICHOK. TeM He MeHee, CYIIECTBYIOT Orpe-
JeJIeHHble Gapbepbl Ha MYyTH FOTOBHOCTH MOTPEOMTENIell SKOHOMUTh Ha HBIHELIHMX W OYmyIIMX IMeperuiatax 3a cyer
HCTIOJIb30BaHUs COTHEYHO! sHepruu. PaszneneHue nenesoit aynutopuu Ha cepsl B2B u B2C cosnaer npeamochii-
KU JUIS1 PAaHXKUPOBAHMST BXKHOCTU PA3IMYHBIX MAapKETUHTOBBIX MepoIpusTuii B pamkax MMK. .

HWHTETPUPOBAHHBIE MAPKETHMHIOBbIE KOMMVYHUMKALIMHW; TIOBEAEHME TIIOTPEBUTEJIEN HA
PbIHKAX B2B; MOTWBbI MTPUOBPETEHWSA HA PbIHKE IMPOMbBIIIJIEHHOW MPOAYKLUWUN; YKPAUHCKWUA
PBIHOK TEJIMOSHEPTETUYECKOI'O OBOPYAOBAHMUA.

Introduction, Market penetration requires a marketing space, which is to say, establishing
company to have connections, contacts and marketing communications and developing a
relationships both in the micro- and macro- communicative policy strategy is necessary.
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Unorganized use of various tools of marketing
communications, such as advertising, sponsorship,
sales promotion, and PR-activities is inefficient
for the company. The best influence on the
consumer can be achieved through an
integrated marketing communications coverage
of the company’s target audience. The ability to
identify customer needs, to identify the motives
for acquisition of goods or services, as well as
to highlight features in the purchase decision is
important for the understanding of consumer
behavior. Marketers need to understand, explain
and predict the desired behavior of the
consumer. Knowledge of consumer behavior is
a prerequisite for establishing effective
marketing communications for any organization
and has certain features in the industrial
market. Thus, it is necessary to combine
different forms of promotion into a single
coherent program of integrated marketing
communications.

Literature review. General questions of the
theory and practice of marketing communications
have received considerable attention in the works
of foreign authors such as the following:
A. Batre, J. Burnet, E. Blake, E. Bond, E. Dihtl,
Kotler, F-F Lamb, K. Larson, J. Myers, S. Moriarty,
L. Percy, J. R. Rossiter, William Wells, R. Fizdeyl,
T. Harris. American (Robert Lauterborn, Stanley
Tannenbaum and Don Schultz [1]) and English
(Chris Barry, Alan Pulford, Paul Smith [2])

scientists have made the most significant
contributions to the development and creation
of integrated marketing communications

paradigm, being the first to use a systematic
approach in the development of policies to
promote enterprises. Its essence is the
integrated use of marketing communication
tools to maximize the impact on the consumer.
Features of integrated marketing communications
were summarized by Pickton and Broderick and
represented in the 4 C model, which includes
the following elements [3]: Coherence;
Consistency; Continuity; Complementary.

A.V. Arlantsev, E.N. Golubkov, N.I. Melentiev,
A.V. Panko, E.V. Popov, A.A. Romanov,
V.1. Cherenkov and F.I. Sharkov should be
mentioned among the Russian authors studying
this area of marketing communications.

Scientific studies of Ukrainian scientists as
A.V. Voychak, S.M. Il'vashenko, T.I. Lukyanets,
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A.F. Pavlenko, T.A. Primak, G.G. Pocheptsov
and E.V. Romat werededicated to theoretical
and practical problems of integrated brand
communications, in particular components of
the IMC, their organization and planning.

Authors such as Smith, Barry, and Pulford
[4], Garkavenko [5], Sotnikov [6], and Romat [7]
emphasize in their definitions that the IMC is a
consistent activity in managing the company’s
promotion, and list its separate stages: planning,
selection, implementation, analysis, etc. In our
view, a disadvantage of a functional approach to
the definition of the IMC is the shift in focus
from the object and the subject of the IMC to the
promotion process that reflects the essence of the
IMC only partially.

In terms of defining the object of the IMC,
Smith, Barry and Pulford [4], Kotler [8],
Abrahamian [9], Romanov and Panko [10]

Golubkov [11], and Romat [7] identify a
combination and interaction of
elements/resources/tools of communication

within the marketing policy to promote the
enterprise. At the same time, Smith [2], Burnett
and Moriarty [12], Schultz, Tannenbaum and
Lauterborn [1], Dowling [13], Sharkov [14], and
Primak [15] emphasize that the combination of
IMC encompasses not only forms of
communication, but also elements of the
marketing mix. In our opinion, defining the
subject of the IMC in this manner corresponds
to the modern trends of marketing activities,
expanding the application prospects of IMC for
enterprises.

We would particularly like to highlight the
definition of the IMC by Stelmach [16], since it
emphasizes that the scope of the IMC involves
not only real but the Internet environment, and
also points to the interactive nature of the IMC,
which is a notable advantage of this concept of
promotion.

In our opinion, one of the most fundamental
views on the IMC has been expressed by
Cherenkov, who in his work [17] considers the
IMC as a stage in the development of the
marketing theory, calling it a global integrated
communication marketing whose era has lasted
since the early 1990s up until the present time.
The communicative component of the marketing
mix (K-Mix) is central to modern marketing.
The brand is the key to integrated marketing.
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We have studied the theory and practice of
the IMC in Ukraine in the industrial market. We
have considered the modern theoretical directions
and scientific schools in the problems of
communication in industrial markets of innovative
products, and provided the main provisions of the
scientific and methodical approach to the
formation of an  integrated marketing
communications program for the promotion of
solar technologies by Ukranian [23].

Formation of the concept of
marketing communication (IMC)

The emergence of the concept of integrated
marketing communications (IMC) in the 1990s
has led to a revolution in the field of promotion,
as much as the introduction of the concept of
the marketing mix in the 1960s completely
changed the practice of marketing [18]. While
studying the literature dedicated to this issue, we
have found that, in spite of the importance of
integrated marketing communications, most of
the works concentrated on the general theory of
marketing communications or its components,
such as public relations or advertising.

Integrated Marketing Communications is
also called TTL-communications (from the
English through-the-line).

All the definitions use the concepts of
«association», «combination», «coordination»,
«interaction» in the same context of integration
with respect to various means of communication.
The differences lie in to the goals to which
communication tools are used and in their
structure.

Thus, to date, there is no single approach to
the scientific definition of IMC. Analysis of
multiple formulations revealed a trend in the
development of the concept in the context of
achieving the goals of the IMC as economic and
social communication (Fig. 1).

integrated

In our opinion, it is necessary to focus on
the triple purpose of the IMC, as it reflects their
essence (Fig. 2). Achieving communication
efficiency provides high-quality , transmission of
information about the promoted object to the
target audience with minimal losses [19]. The
main criteria are to increase the efficiency of the
communication of knowledge about the product
(or brand or personality) when prompted and
unprompted, increasing their fame, the purchase
intent, as well as direct assistance in purchasing.
Unfortunately, communication effectiveness is
difficult to measure objectively, as to date there
is no universal definition of the scale of human
emotions. Having analyzed the available
methodological approaches to communicative
efficiency of the IMC complex, we can conclude
that communication effectiveness is in the
positive dynamics of communication effects
caused by contact between the consumer and the
IMC complex [7].

Achieving economic efficiency means that a
company is receiving benefits in the form of
profits as a result of introducing a set of IMC
measures. Indicators such as sales growth,
profitability, net income, net income, etc., can
also serve as economic efficiency parameters. All
these indicators can be expressed numerically, so
there are many mathematical and economic
instruments to measure them. The key factor is
that the amount of money spent on
implementing a set of IMC should be less than
the inflow of net income to be received by the
company from customers. The problem is that a
high communication efficiency may Dbe
accompanied by low economic efficiency, which
is often associated with delayed (spill-over) effect
and the effect of depreciation, therefore, there is
no definite answer about the economic
effectiveness of the IMC complex.

Communication efficiency:

Economic efficiency:

Social efficiency:

- strengthening the positive image
- clarity, consistency and
maximizing the impact of
communication programs;

* brand positioning;

* ensuring clarity, consistency and
maximum communication impact;
* promoting brands, services, or
companies to support single
positioning;

+ achieving maximum economic
efficiency;
- getting added value provided by
the general plan of IMC;
+ ensuring profit margins and
market capitalization of the
company;

- forming positive public opinion
- ensuring maximum impact on the
target audience;

+ forming stable long-term
relationships with market
participants and the strategic
objectives of the enterprise;

- establishing (bilateral) relations
with the target audience.

Fig. 1. Objectives of integrated marketing communications
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Fig. 2. Indicators of IMC efficiency depending on the objectives

Social benefits obtained by the company as a
result of the IMC means achieving a sustainable
dialogue with the target audience. Thus, we go
beyond the wusual boundaries of achieving
customer loyalty by studying their national and
cultural characteristics, social status and other
indicators of consumer behavior, and attain a
high level of consumer involvement into the
process of interaction with the company. Online
tools such as web portals, social networks,
forums, chat rooms, live journals, mobile
applications serve to implement interactive
marketing communications. As a result, the firm
receives information about the number of new
and potential customers, as well as about the
reactions of the target and other audiences to the
influences exerted on them via the IMC.
Consequently, marketers use a set of integrated
marketing communications to prepare
«communication on request» in order to better
meet expectations and tastes of consumers.

To date, communication, e.g., round the
clock customer support via remote access iS a
huge advantage when making purchasing
decisions, particularly in the virtual space. Thus,
the proportion of the use of certain traditional
channels of communication is reduced due to the
increase in the share of Internet communications.
Social efficiency of the company’s IMC can be
measured by traditional sociometric and
mediametric indicators and methods of analysis.

A feature of the integrated marketing
communications is their binary nature:
combining channels and means of promotion
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both in the real and in the virtual economy (on
the Internet) [26]. Fig. 3 shows that the
company can deploy marketing communications
in both the real and the virtual space separately,
independently and integrated in both areas (zone
of intersection). The most common tools of
marketing communication in a real environment
are various types of advertising, public relations,
sales promotion activities, personal selling, trade
shows, direct marketing. The most relevant
specific tools in the virtual environment are now
search engine optimization (SEO), social media
optimization (SMO), social media marketing

(SMM), banner and contextual advertising,
forums and webinars. Using parallel and
integrated marketing communication tools

involves developing the media mix. Using media
of wvarious types (TV, press, radio, outdoor
advertising, Internet, etc.) within the same IMC
program makes it possible to minimize marketing
costs and increase the efficiency of the campaign
to promote solar technology.

. Virtual

Real environment environment

+ advertising - advertising

*PR (banner and

- sales promotion contextual)

- personal selling - search engine

- direct marketing optimization

- others - virtual
communities

Fig. 3. The binary nature of the IMC
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Fig. 4. Historical stages of integration development of marketing communications

The greater the intersection of the marketing
communication tools in the real and the virtual
environments as part of the IMC, the greater the
synergistic effect obtained by the company.

Based on the study, the authors propose the
following definition:

Integrated Marketing Communications is a
combination of coordinated marketing activities
specific to the object of promotion used to achieve
communication, economic and social efficiency of
the company’s marketing activity, combining the
real and the virtual environments.

Unlike other definitions of IMC, this one
takes into account any integration options of the
marketing communication tools directly with
each other (advertising, public relations agency,
direct marketing, sales promotion), as well as
with other components of the marketing mix
(e.g., modernization of goods, pricing strategies,
logistics schemes) and using specific online
marketing tools.

Our definition of the IMC specifies the
object of promotion, which may be a
commodity, a trade mark, a brand, an identity,
or a territory. IMC subjects, from our point of
view, are the company about which potential
customers should be informed, and the
marketing specialist forming an IMC complex
(who may be a representative of a third party or
a part of the company’s personnel).

Thus, the concept of the IMC has grown
from a simple integration of communications
that it implied in the early 1990s to the strategic

integration of marketing communications. As a
matter of fact, the IMC make up a part of the

company’s strategy. Its basis is orientation
towards the customers, as well as an
understanding that not only  planned

communication, but also any actions of the
employees carry a certain message to the
stakeholders [20].

So, initially the possibilities of
communicating with the consumer have been
greatly limited. To date, these opportunities are
much wider, and the number of communication
tools is growing.

The first level of communication integration
in the company involves the cross-operation of
various specialists for planning and consolidation
in the communications field.

At the second level, new ideas for improving
communications emerge. For example, the
personnel can be used not only for distributing
marketing communications, but also as a target
of the communication. The role of internal
marketing is increasing.

At the third level, using information
technology solutions such as databases for
registering customer  transactions allows

businesses to interact with specific consumer
groups instead of the average individual.

The objectives of companies at the fourth
level of integration change. At this stage, the skill
and ability to evaluate investments in a particular
group of customers becomes more important
than evaluating the sales growth as a result of the
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advertising campaign. It is also important to use
marketing communications to perform
organizational and strategic directives.

This approach corresponds to the fourth level
of the IMC which is the highest. Communications
can be integrated at different levels: strategic,
tactical, the level of business processes,
educational, and other. At this stage, companies
need to continuously monitor and evaluate the
effectiveness of marketing communications.

According to many researchers, most
companies today are at stages I and II by their
integration of marketing communications [20], i.e.:

— the marketing of the company is focused
more on the product than on the consumer. The
company’s main efforts in managing marketing
communications are spent on coordination. It
should be noted that it is often not observed
even the messages sent to users through various
media channels are not coordinated;

— the company is actively trying to understand
what consumers want to hear or see, as well as
when, where and through which media channels
they want to receive messages. At this stage, the
integration of marketing communications is
dictated primarily by the needs of existing and
potential customers.

Integration stages I and II do not involve the
IMC becoming part of the overall strategy.
However, these stages require a minimum
tactical coordination of the communications. In
addition, their role in the enterprise and in the
achievement of the enterprise’s strategic goals
must be apparent to senior managers. To do this,
a system for monitoring the effectiveness of the
communication strategy needs to be developed.

The existing practices often show that one of
the main obstacles for integration of marketing
communications are poorly established
communications between departments within the
company. Departments often do not work
cohesively in pursuit of their own goals, which
complicates the process.

Organizational integration of the enterprise
exists only to the extent that it is possible to
provide a continuous exchange of information
among its structural units [12] and their
interaction in order to achieve common goals.

It should be noted that market development
depends largely on the buyers with the increasing
role of information technology among consumers.
Because of the unpredictability of consumer
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behavior, growing social problems in the society
and increasing individualism, in most cases, the
results of market research are losing their
predicting effectiveness. Interactive means of
disseminating information have to be used in
order to achieve the most effective response to the
demands of consumers, which leads to a new way
of functioning of marketing communications.

Current market conditions and the level of
development of information technologies
determine the further development of the IMC
theory. Modern research in this area, in
particular, by Ulyanovskiy and Popov, are largely
dedicated to the influence of globalization and
the development of social consciousness in the
IMC [21, 22].

Angus Deaton, awarded the nobel memorial
prize in economic sciences in 2015, analyzes in
his works the behavior patterns of consumers,
questions of poverty and well-being of the
population at the micro level. The public is
interested in Deaton’s research on how
individual consumers make choices. The
importance of this issue is manifested in the
marketing activities of companies, as well as in
the economic policy in general.

Thus, studying the behavior of customers
makes it necessary to identify the motives,
i.e.,the reasons, preconditions, inducing certain
actions that accompany the  purchase.
Information about the behavior of the company’s
consumer is crucial for developing an integrated
marketing communications program, as it allows
to choose the optimal combination of resources
and communication channels, as well as their
sources and carriers.

To develop the effective targeted program for
the IMC of companies in the market of solar
power equipment in Ukraine, ensuring the
development of renewable solar energy sales, the
specific factors of the behavior of Ukrainian
consumers need to be taken into account. A key
issue in the marketing activities of these
enterprises is to identify the motives of consumers
willing to voluntarily pay more for the energy
produced directly from the sun. It should be
emphasized that behavioral motives are somewhat
different for different segments of the consumers
of solar power equipment. We made an attempt
to rank these motives for the existing customers in
the market segments we identified through our
marketing study (Tab. 1) [23].
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Table 1

Behavioral motives for purchasing solar energy conversion equipment.
(compiled by the authors from the materialsof Refs. [25, 26])

Motives

Description

Cost of operating an
alternative product

Price and availability of existing alternatives to solar energy. Alternatives are
usually electricity or energy derived from fossil fuels (natural gas, oil, coal).
Corresponds to the rates and the cost of the environmental damage caused.

Availability of solar

energy

Is the resource available in the location under consideration? Corresponds to the
number of sunny days and the power of insolation in a particular location. A
relative quantity. This factor is considered in the assessment of market capacity.

Convenience

How hard and difficult is it to use solar stations?

Consumption culture

Directly related to environmental protection. Social impacts of solar power
equipment depend on geographical conditions, political situation, and mentality.

Social responsibility

The ability to not only understand that solar energy can provide physical benefits
(long or short), but also consider the full benefits of economies of scale resulting
from collective use.

Efficiency of solar
conversion systems

If the efficiency (COP) of the solar station increases, the number of parts of the
installation and/or the size (area) of the installation shall be reduced. Value
depends primarily on the physical and technical characteristics of the solar system
and can vary from 30 to 70%.

Protecting the environment

Long-term benefits for the environment are in avoiding the use of fossil fuels and
using solar energy instead to meet the challenges of global climate change, ozone
depletion, deterioration of health and quality of life of the planet.

Awareness

Understanding that solar energy is available and can be used in household and
industrial purposes. Usually achieved through advertising. Effective use of social
advocacy communication channels.

Price of purchasing

The cost of solar energy for the consumer, taking into account the fiscal benefits
(if provided by the government).

10

Research funding

The scale of financial contributions for studying «solar technology». Depends on
the state budget policy and therefore the relevance of the application in a given
country. Funding for research may lead to lower prices on converted solar energy
and increase the efficiency of solar stations.

11

Risk

Are tax incentives and long-term benefits (savings) guaranteed? How often are
such rules revised by the government? Guaranteed market for solar energy, the
initial price of which is supported artificially, to be built by the government to
promote investment.

12

Financial benefits (savings)

Financial benefits from the use of solar energy through solar power plants that are
not included in the price. Includes tax credits, annual tax breaks, reimbursement
of the cost of environmental damage, the cost of traditional energy sources which
is not used (preserved) through the use of solar energy.

13

Stable economy

Benefits of reducing the dependence on imported energy and the formation of a
self-sufficient, independent energy economy.

14

Appearance

Aesthetic component of solar power equipment.

15

Changes in price

The price of a solar station can decrease as well as increase. In the absence of
price fluctuations in the case of steadily rising tax benefits, it is possible to achieve
maximum savings.
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I -
Table 2
The significance of individual motifs for purchasing solar energy conversion equipment
for different segments of consumers in Ukraine
(compiled by the authors based on expert judgment [25])
Significance (weight in points — on a scale from 0 to 100%)
Ne Motive Recreational | Agricultural o . . Private
complex sector Building | Social services consumers

1 |Cost of operating an alternative product 10 10 10 15 15
2 | Availability of solar energy 20 20 20 20 20
3 |Convenience 0 0 0 0 5
4 |Consumption culture 0 0 0 2 2
5 |Social responsibility 5 5 5 3 3
6 | Efficiency of solar conversion systems 7 7 7 5 5
7 |Protecting the environment 0 0 0 0 5
8 |Awareness 3 3 3 5 5
9 |Price of purchasing 25 25 25 25 25
10 |Research funding 0 0 5 5 0
11 |Risk 5 5 5
12 | Financial benefits (savings) 15 15 15 10 10
13 |Stable economy 0 10 0 10 0
14 | Appearance 5 0 0 0
15 |Changes in price 5 0 5 0 0

Total points 100 100 100 100 100

Tab. 1 shows 15 motives of consumer behavior
in the market of solar power equipment in Ukraine.
These reasons can be divided into three groups
according to their functional value for the
customer: economic (the cost of operating an
alternative product, efficiency of solar conversion
systems, price, financial benefits (savings), changes
in price); social (availability of solar energy,
consumption culture, social responsibility,
protecting the environment, awareness, risk, stable
economy), aesthetic (convenience, appearance).
Studying these consumption motives directly in the
market segments will allow tofind an individual
approach to the construction of the IMC program
for each client. Thus, at present the market of
Ukrainian solar power equipment enterprises should
focus primarily on the following consumer segments
when forming the IMC complex:

1. Recreational complex, i.e., enterprises of
the recreational industry and catering;

2. Building, i.e., construction companies
involved in the construction of luxury housing;
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3. Agricultural sector;

4. Social services;

5. Private consumers, i.e., owners of private
residences with above-average incomes.

We propose a structure of the motives for
each of the customer segments in Ukraine based
on the method of expert evaluations (Tab. 2).

It is logical that different customer segments
are characterized by some combination of the
motives for purchase. However, despite the
significant difference between the individual
segments, some general trends can be traced. For
example, the most significant (10 to 25%) motives
for acquisition absolutely for all target groups of
consumers in Ukraine are the following:

1. Price.

2. Availability of solar energy.

3. Cost of operating an alternative product.

4. Financial benefits (savings).

You can also trace some similarity in the
distribution structure of motives between the
recreational, agricultural and building segments (Tab. 3).
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Table 3

Comparative characteristics of different customer segments based on the purchase of solar energy conversion
equipment in Ukraine [25]

Ne | Differences B2B Market

B2C market

1 |Segments [1. Recreational Complex
2. Agricultural sector

3. Building

1. Social services
2. Private customers

2 |Purpose Commercial

Household

3 |Motives of]
purchasing

1. Price (25 %)

2. Availability of solar energy (20 %)
3. Financial benefits (15 %)
4.
5.

(7 %)

Cost of operating an alternative product (10 %)
Efficiency of solar energy conversion equipment|(4.

6. Risk (5 %)/Social responsibility (5 %)

1. Price (25 %)

2. Availability of solar energy (20 %)

3. Cost of operating an alternative product

(15 %)

Financial benefits (10 %)

5. Awareness (5 %) / Efficiency of solar
energy conversion equipment (5 %)

6. Social responsibility (5 %)

This is not surprising, because all of these
consumers are enterprises governed by the
market trends for B2B organizations. The
«business to business» segment corresponds to
more organized markets where a certain number
of contractors are operating under the terms
agreed between them. In this case, market
transparency is key to engaging in business
activities of clean environmentally friendly
energy. If the company is committed to
corporate responsibility, the brand with «green»
energy can make it reliable in the eyes of
consumers. Compared to individual consumers,
they are less affected by tariffs, and more by the
material components, for example, the size of
the savings, efficiency of the solar station (which
is proportional to the price of the solar energy
converted), risks, possible price changes. The use
of innovative «solar» technologies demands
something more than simple awareness from a
company; the solar energy equipment must be
installed reasonably based on investment and
financial performance.

There is also some similarity to be observed
in the structure of the motives of individual
private consumers and the social sphere (Tab. 3).
This can probably be attributed to the large
influence of social factors: consumer of these
segments use solar energy for domestic and not
commercial purposes. Unlike other segments,
their important motives include consumption
culture, convenience, environmental protection,
which is also associated with the direct

psychological impact on the person using the
solar thermal system. A combination of both
rational motives, and intangible assets (for
example, brand «reputation», which plays an
important role in consumer decisions) is typical
for the segment of individual customers (retail
market). The factor of brand reputation is the
most sensitive to marketing influences for retail
customers.

However, when it comes to the acquisition
of solar power plants in the Ukranian market,
there are, unfortunately, certain barriers to the
willingness of  consumers to current
overpayments and future savings through using
solar energy which must be taken into account
in the formation of the IMC. The main factors
hindering the development of the solar energy
market include [27]:

— Lack of confidence in the system,
— Conservative preference of the consumers
— Lack of free applications for the consumer.

Marketing tools such as the IMC can be
effectively used to overcome these barriers, e.g.,
by introducing the so-called «green» mandates,
branding (creating strong brands) and joint
communications with «green» brands such as
Greenpeace and the World Wildlife Fund. The
abundance of brands on a small market leads to
confusion rather than transparency, and reduces
consumer confidence. Overcoming the
conservatism barrier requires certain small
‘sacrifices’ from the average consumer, and is
achieved by small increases in price and by high
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quality of services, correctly created and
implemented by the IMC. This implies that the
sellers of solar installations must first and
foremost understand the preferences of the
potential buyers, and only then form pricing and
communications.  Free extras  (calendars,
coupons, discounts, and similar tools)
demonstrate the transparency of the market and
allow consumers to see exactly what they are
investing in.

We have had the opportunity to test our own
software developed for integrated marketing
communications with enterprise-level customers
at the state-run STANKOSERT science and
technology center, with the goal of promoting
solar technology. We have revealed potential
customers from the existing customers of
STANKOSERT.

Target audience (customers) are Ukrainian
enterprises with high energy consumption, in
need of updating their heat-supply equipment.
The IMC program should be oriented at the
target audience of STANKOSERT’s consumers
who are interested in buying solar technology to
reduce the level of costs for traditional energy.
Thus, the financial benefits, the efficiency of the
solar equipment, reduced risks, and protection of
the environment are the primary motivation for
the acquisition of this equipment. Therefore, the
type of consumption in these solar installations
iscommercial use in the B2B market. The choice
of marketing communications tools included in

Internet
communication
6%
TV - commercial ____
26%

Outdoor
advertising
28%

the list of the IMC program was due to the
engagement level of STANKOSERT’s consumers
regarding solar technology specifications.

Taking into account the above features of the
potential buyers, we have selected the following
elements of the media mix (Fig. 5):

e Direct marketing:

— personal sales;
— mailing lists;
— introduction of CRM-system;

e Public relations:

— conferences;
— workshops;
— publications;
— TV broadcasts;
— social projects;
¢ Exhibitions:
— industrial
— specialized;
e Outdoor advertising:
— branding billboards;
— street TV;
— branding posters;
¢ TV commercial:
— specialized business channels;
— Odessa’s regional channels;
¢ Internet communication:
— Support and optimization;
— Contextual advertising;
— Participation in the discussion forums.

Direct marketing

Public relations

22%
/_

Exhibitions
5%

Fig. 5. Shares of various marketing communications in the budget
of the IMC program for STANKOSERT [25]
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The relevance of implementing the complex
of integrated marketing communications is due
to several reasons:

+ The reduction in the effectiveness of
certain tools of the marketing communication
policy, including due to high costs (for example,
television advertising). Using the IMC complex
allows to combine the budgets needed to
promote a product via different channels of
communication, reducing the cost for each of
themThis way the company can achieve its aim
effectively, as well as deal with fewer partners,
delegating to them unified groups of complex
solutions.

+ The rapid growth of the information flow
and the marketing communications technologies
under the influence of the Internet. The
emergence of new distribution channels,
interactive media, the development of specialized
media requires making adjustments and selecting
different priorities in the company’s strategy of
marketing communications.

+ The growing individualization of
consumption and, consequently, a transition to
two-way interactive marketing communications
require involving both the consumer and the
producer. In such circumstances, hard-to-
control sources of influence and information
dissemination (independent media, community
social networks, business partners, family and
friends, experts, state and public organizations,
monitoring the quality of products) have started
to play an increasingly important role to play.

+ Oversaturation of the market with similar

services and goods produced in a highly
competitive environment by identical
technologies. Such a market situation is a

challenge for the marketing specialists as they
need to be creative in using new approaches and
promotion technologies to position a particular
product/service/brand in the minds of the target
audience.

Generally, in our view, the following trends
in the development of integrated marketing
communications should be identified:

1) extended use of individual marketing
strategies and marketing relationships within the
IMC;

2) extended use of new tools of marketing
communications, as well as their coordination
on the Internet;

3) distribution of responsibility (outsourcing):
transfer of the rights to manage the integrated
marketing communications complex to an
outside organization specializing in marketing;

4) orientation of coordinated communicative
messages to several different audiences with
sequential positioning of the product/service /
brand;

5) using the advances in psychotechnologies
including NLP for creating communication
messages;

6) evaluating the effectiveness of the
integrated marketing communications complex.

Communications can be integrated both at
the strategic and tactical levels. At this stage the
company needs to continuously monitor and

evaluate the effectiveness of marketing
communications.

Conclusions,  Implications and  Further
Research

1. Studies have shown that there is no
consensus on the definition of integrated
marketing communications. We have identified
the IMC, given the «integration» between the
communication tools, the «integration» of the
communication tools with other components of
the marketing mix, «integration» of the
communication tools in both areas of the
company’s activity — (in this case, the IMC
arise in a new economic environment
engendered by a combination of the real and
virtual economies). We have taken into account
and developed the three-component goal of the
IMC: achieving communication, economic and
social efficiency.

2. We have explored the historic stage of the
integration ~ of  marketing = communications
andallocated 4 stages: tactical coordination, revision
of the boundaries of marketing communications,
using information technologies and proper
integration of marketing communications into the
company’s strategy. Since the early 1990s, the
concept of the IMC has evolved from simple
communication integration to the level where the
inclusion of the IMC is one of the basic elements
of the business strategy.

3. The basis of the formation of the IMC is
the focus on the target audience, with studying
the motives of consumer behavior gaining a
special importance. We carried out a marketing
study of the companies selling solar energy
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equipment in Ukraine, which resulted in
identifying 5 demand segments: individual
consumers (36%), recreation complex (28 %),
agriculture (16 %), construction (12 %) and
social sector (8 %). The motives for purchasing
solar stations were revealed for these segments,
the most important of them being the price, the
availability of solar energy, alternative costs, and
savings. The structure of such motives was
determined individually for each segment.

4. In order to select specific marketing tools
for promoting the solar technology via the IMC
program between the selected segments of
consumers, we identified differences in the usage
goals and purchase motives. The obtained B2B
and B2C market segments highlight the

importance of ranking various marketing

activities within the IMC.

Prospects  for further research: Forming an
effective IMC complex for enterprises depends on
the specifics of the enterprise and the characteristics
of the environment in which it operates, and the
characteristics of the consumer to whom they are
targeting their production. Marketing specialists
have remarked upon the increase in business
interest in the emergence of new business models
based on the IMC, based on some form of
consumer behavior at both the real and the virtual
markets. Such models provide new opportunities
for interaction with the customer and increase the
company's competitiveness in the market.
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