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There is no doubt that marketing communication is one of the parts of business which is
considered the key to competitive advantage. But as there is different attitude in definitions in
understanding of components that are involved — this paper raise a problem that it is needed to be
analyzed, compared in theory and practice. Methodology consists of literature analysis and
synthesis and analysis of two companies. Results show that companies usually choose and adapt
different elements of marketing communication that are presented in literature and get great results
in communication with customers, public and it encourages to do more research and to find out the
reason of this success — what are the success factors if it is not the specific set of elements.

Cimanagiudiene 3., Kicearoc €., EnemenTH pexkiaMHoi cyMmimi B 3apy0izKHUX KOMIIAHII.

JlocimipkeHHsT BYCHUX 3 PI3HUX KpaiH MOKa3alH, 0 MapKETHHIOBa KOMYHIKAIliS € OJHUM 3
Oi3Hec-HaNpsIMKiB, 10 3a0e3rneuye KOHKYpEeHTHY niepeBary. TuM He MeHIIe, iCHYIOTh Pi3Hi HayKOBi
MiJXOaH, Pi3HI BU3HAYCHHS 1 BUJUICHHS OCHOBHHX CJICMCHTIB B MAapKCTHHTOBHX KOMYHIKAIIisX,
TOMy I CTaTTd MiATOTOBIIEHA 3a TPHUKIAJAMHA TOPIBHSHHA TEOPETUYHUX 1 TPAKTHIYHHUX
JOCITI/KEHB. JIOCTI/DKeHHST CKIIaIa€ThCs 3 TBOX YACTHH - OTJIAM JIITEpAaTypH Ta CHHTE3Y, a TaKOXK
NpOaHaTi30BaHO JBI KoMmaHii. Pe3ynmpTaTn mokasyroTh, o0 KOMITaHIT BHOMPAIOTh pi3HI €IIEMEHTH,
00 afanTyBaTucs i JOOUTHCS BiAMIHHUX PE3yNbTaTiB Y CHUIKYBaHHI 3 KIIEHTAMU, TPOMAJICHKICTIO
1, OTXKe, CIIPHUAIOTH MOJAJBIIUM AOCIIDKSHHIM, 1100 BUSBUTH - T€, IO BU3HAYAE YCIIX, SKIIO HE
Jesikuid Habip eeMeHTiB?

Cimanasiuiene 7K., Kucemwoc E., JiieMeHTBI pekiIamMHOi cMmecH B 3apy0esKHbIX
KOMITAHM.

HccnenoBanust y4eHbIX M3 pa3HBIX CTpaH I[OKa3ajld, YTO MApPKETUHIOBas KOMMYHHKAalHs
ABJISIETCS OJHUM M3 OW3HEC-HalpaBJiIeHUH, YTo oOecrneunBaeT KOHKYPEHTHOE MpeuMyInecTBo. Tem
HE MEHEe, CYUIECTBYIOT pa3Hble HAay4HBIE IOIXOJbl, pa3iIM4YHbIE OIpPEIEICHHS U BBbIICICHHE
OCHOBHBIX 3JIEMEHTOB B MAapKETHHIOBBIX KOMMYHMKAIUAX, IIO3TOMY 3Ta CTaThsl MOJArOTOBJIEHA IO
pUMepaM CpaBHEHHs TEOPETUUECKHUX M MPAKTHYECKUX HUccienoBaHuil. MccienqoBanue coCTOUT U3
JIBYX YacTeil - 0030p JuTepaTypsl M CHHTE3a, a TaKXKE MPOaHATM3UPOBAHBI JBE KOMIAHHH.
PesynmbTaThl TOKa3pIBAIOT, YTO KOMIIAHWM  BBIOMPAIOT  pPa3IMYHBIC  AJIIEMEHTHI, YTOOBI
aJanTAPOBATHCA U JOOUTHCS OTIMYHBIX PE3YJbTATOB B OOLIEHUH C KIMEHTAMH, OOIECTBEHHOCTHIO
M, CJEIOBATEIbHO, CIIOCOOCTBYIOT MANbHEWIIMM HWCCIIEAOBAaHHUAM, YTOOBI BBIIBUTH - TO, 4TO
OTIPEJIEIISET YCIIEX, €CJIM He HEKOTOPBI Ha0Op 2IIeMEHTOB?

Problem. Integrated Marketing Communications (IMC) is one of the most important
nowadays’ promotional practices, incorporating various different types of promotional elements,
referred as the promotional mixes. Due to the different views of separate authors analyzing and
defining these elements, various promotional mixes, including various elements occur.

Despite the differences in definitions, the purposes of all promotional mixes stay the same —
provision of a set of tools used for promotion that could be adhered to certain situations in the
market. These situations could be defined depending on various factors, such as stages in
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company’s product’s life cycle, company’s willingness to communicate with its customers,
companies will to maintain long-term relationships with its customers, etc.

Nowadays marketing communications is considered as one of the part of business which is
considered the key competitive advantage of marketing and supervised by the companies with the
highest level of interest.

As Integrated Marketing Communications is proclaimed to be a key competitive advantage
of marketing, there occur discussions about the reasons of the emergence and growth of IMC. Philip
J. Kitchen [1] provides the following factors as the reason for:

1. Movement of marketing budget below-the-line — away from mass media advertising.

2. Media explosion and accompanying fragmentation.

3. Market demassification and splintering.

4. Greater segmentation and emergence of niche and unitary markets.

5. A revolution in information technology which is still sweeping the world.

6. More development of, easier access to, and usage of huge consumer databases that effectively
underpin marketing communication of all types.

7. The importance of reinforcing consumer loyalty via relationship marketing.

8. The importance of building and increasing a brand’s image based equity.

9. Generally, the brand was recognized as the primary driver of corporate success.

10. Development and diffusion of digital technology.

11. The spread of multinatiolization and globalism, supported by economic and political means.

As Integrated Marketing Communications is a set of tools (elements) used in order to reach
the customer, there is no doubt that earlier, at the very beginning these tools could had been not
combined but used and understood as separate instruments for product or service promotion. But as
communication is defined as a transactional process (not processes) between two or more parties,
the set of IMC tools was defined as promotional mix and the companies began combining the
elements of promotional mix in the promotion process of their product.

Marketing communication mix elements provide information that is important add value to a
product or service from both sides — buyer (consumer) and the company (provider) as customers
gain information about products or services and the company attracts more customers to buy,
influences the demand of the product or service and in that case gets more profits, as the customer
gains pleasure by observing that purchase.

According to the studies of the 1990’s provided by Kitchen, there were four points defining
the benefits of IMC:

Increased communications impact.

Higher level of effectiveness of creative ideas.
Provision of greater communication consistency.
Improved client return on communication investment.

Because the IMC emerged so successfully and is combined of a set of different marketing
tools in order to reach the customer effectively, there are various suggestions for the composition of
the promotional mix (as at the beginning they were used separately).

The analysis of scientific literature.

Kotler P. [2] defines five major elements of promotional mix: advertising, personal selling,
sales promotion, public relations, direct marketing.

Advertising is defined as “any paid form of non-personal presentation and promotion of
ideas, goods or services by an identified sponsor”. Some forms that are understood as forms of
advertising: print, broadcast, outdoor and other forms.

The definition of personal selling is provided as follows: “personal presentation by the
firm’s sales force for the purpose of making sales and building customer relationships”. The forms
of presenting personal selling are: sales presentations, trade shows, and incentive programs.
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Sales promotion, according to Kotler, is “short time incentives to encourage the purchase or
sale of a product or service”. Point-of-purchase displays, premiums, discounts, coupons, specialty
advertising and demonstrations are the forms of sales promotion.

Kotler P. [2] provides the definition of public relations as follows: “building good relations
with the company’s various publics by obtaining favorable publicity, building up a good corporate
image, and handling or heading off unfavorable rumors, stories and events”.

Direct marketing is defined as “direct connections with carefully targeted individual
consumers to both obtain an immediate response and cultivate lasting customer relationships”.
Forms of tis ICM element are: catalogs, telemarketing, fax, kiosks, the Internet and else.

Philip J. Kitchen and Patrick De Pelsmacker [3] presented a promotional mix which consists
of “seven main elements of modern promotion”: advertising, sales promotion, direct marketing,
marketing public relations, sponsorship, internet or e-communications, relationship marketing.

Kitchen [3] defines three main types of promotion: consumer (and retailer) promotions;
trade promotions; sales force promotions, and all these types have a wide variety of tools available.
But, because of short-term orientation, sales promotions (especially trade promotions) use an
increasingly important part of IMC budget.

Blythe J. [4] at the very beginning of talking about the promotional mix (IMC mix) names
four elements of the basic promotional mix: advertising, sales promotion, personal selling, public
relations. This author provides an outstanding definition of promotional mix: “the promotional mix
is like a recipe, in which the ingredients must be added at the right times and in the right quantities
for the promotion to be effective”.

Pike S. [5] there are listed only five elements of IMC, which are as follows: advertising,
personal selling, sales promotion, public relations, dDirect marketing.

Purpose of the article is to make an analysis of two different companies.

Results of the study. United Colors of Benetton (UCB). UCB is one of the largest
Europe’s clothing manufacturers and the world’s largest consumer of wool products in the garment
sector [6]. Today this company is present in 120 countries. The stores are managed by independent
partners and generate a total turnover of over 2 billion euro. It is a company with high Italian
quality, whose style and design are clearly seen in the UCB and more fashion-oriented “Sisley”
brand and in sportswear “Playlife” brand.

UCB advertising principle is very simple —“take a powerful image and stamp a logo in a
corner*. Person responsible for advertising - Oliviero Toscani established the image of company as
one of the most powerful brands in the world. He says that ,.the advertising industry does not
recognize its power to influence culture for the better”, that advertising is a waste of time or
communication and very expensive. So the UCB try to have an image that will make people to
discuss, help to see the world differently. That is the reason why UCB is using social advertising
where people can see AIDS victims or newborn baby with blood. In company’s advertisements
labeled clothing never appear, only a logo in the corner of the picture.

“Peace and brotherhood”. It was a message to the world from UCB in 1993. The company
was addressing the issue of racism and in the ads people could see a black woman breastfeeding a
white child. Later UCB launched AIDS and Safe Sex campaign and these advertisements raised
companies brand profile, although it cause problems with customers and retailers. According to
Toscani ,,it was advertisement of reality”. Advertising campaign for Benetton was really cheap;
they spend 4 % of the income.

Nowadays this company has Public Relations offices in every country. Furthermore UCB
sponsor volleyball team in Italy and Formula 1.

This company is using Philip Kotler strategy. All points are in UCB Company’s marketing
message: ,,Benetton cares about the controversial issues and wants to see a discussion about these
topics“. The company is responsible for personal contact, they are available for everyone: ,,no
matter your skin color, living region, social background or sexual preference®.

30



REPORTER OF THE PRIAZOVSKYI| STATE TECHNICAL UNIVERSITY
Section: Economic sciences ~ 2015 Issue 29

VVodafone Group - is a global telecommunicating company headquartered in United
Kingdom [7]. Marketing involves customers’ needs and finding them the right product or service at
suitable price. Vodafone seeks to get new customers and aims to keep old ones by emphasizing
their unique brand.

Vodafone aim is to improve its profit margin by adding value to its products and services.
They try to earn more from products which they sell, like “Vodafone live’ service, that lets users to
download pictures, music, games or information.

Vodafone advertising: This company advertises its brand with sports icons such as David
Beckham; Vodafone ads on TV, in magazines or other media outlets; Stores have special offers;
Stores, products with the Vodafone image.

Company is providing plenty of positive press coverage, world-of-mouth and public
relations. VVodafone uses planned and continuous public relations (PR) which lets to establishing
and maintaining good relationships with public. Vodafone partners with Manchester United football
team and Ferrari - Vodafone sends information for clients about sports.

Sponsorship for VVodafone is more than having a logo on a shirt or a racing car. The
company tries to act as ambassadors for their brand saying to the world: “This brand is all about
being dependable, empathetic, and innovative, can do and full of vitality and life” [8].

Company moved their communication to the Internet, because VVodafone network is used by
more than 332 million users in more than 40 countries. They have the main Vodafone website
where customers can order new communication plans, buy a telephone or pay for the bills.
Vodafone suggest for their customers social networking (chat and dating), entertainment (music,
videos or TV). What is more — using it users can order a mobile internet on PC or mobile phone.

Vodafone is using Philip J. Kitchen strategy which was mentioned before and emphasizes
seven elements.

The results of four authors analyzed in this paper are summarized in table 1.

Table 1. The results of research

Philip Kotler (2001) | Philip  J. Kitchen | Jim Blythe (2005) Steven Pike (2008)
(2004)

Advertising Advertising Advertising Advertising

Sales promotion Sales promotion Sales promotion Sales promotion

Personal selling Internet or Personal selling Personal selling
e-communications

Public relations Marketing public | Public relations Public relations
relations

Direct marketing Direct marketing Publicity Direct marketing
Sponsorship Sponsorship
Relationship marketing

Conclusions: As it is seen from the table below, there are only three elements of Integrated
Marketing Communications (IMC) that were named by all of four authors: advertising, sales
promotion and public relations (although P. J. Kitchen called this element marketing public
relations). According to this, a conclusion can be made that the most successful result in selling a
product or service can be reached by combining these three elements. IMC elements, causing the
effective growth of sales are: personal presentation and promotion of good or service, short time
incentives to encourage purchase of goods or services and building good relations with publics
including building up a good corporate image.
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From the two different foreign company analysis it is clear that companies can choose and
adapt different elements and get great results in communication with customers, public.
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Problem of the paper - what are possible social entrepreneurship drivers and challenges in
Lithuania? As there is a wide global attention to social entrepreneurship from policy makers,
academics, practitioners, and the general public, but revealing that the social entrepreneurship
theory is still in the stage of conceptualization as different countries have different social
entrepreneurship coverage specifics and attitudes to social entrepreneurship initiatives, this work
tries to complement the lack of research work relating the social entrepreneurship phenomenon by
proposing what is the current situation of social entrepreneurship in Lithuania. Methodology
consists of 3 steps - scientific literature analysis, experts interview, social entrepreneurship
representatives online survey. Although social entrepreneurship is claimed to be a new phenomenon
in Lithuania, there are already some scientific works done and cases to be as claimed as good
practises.

Cimanasiuiene 3., Cexkiiynkiene [O., Kicemroc €. Curyanis comiaJgbHOro
nmianpueMHUNTBA B JIMTBI.

VY crarTi 3po0ieHo aHali3 i BUCYHYTa TpodiiemMa - sIKHH MOXKIMBUN MOTEHIlal YMHHUKIB
PO3BUTKY COIIIAIBHOTO MiANMPUEMHHUIITBA 1 SKi MOXKITUBI BUKIUKA 17151 JIuTBU? Y CBIiTI 3 O0OKY pi3HUX
3aIiKaBiIeHUX 0arato yBaru NpUAUISETHCS COLIAIBHOMY MiANMPUEMHHIITBY - MOJITUKU, TPAKTHKH 1
TPOMaJITHCHKE CYCITIJILCTBO. AJie TEOPisl COIiaNbHOTO MiMIPUEMHUITBA BCe IIIe nepeOyBae B cTaii
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