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PROMOCIJAS DARBA (MONOGRAFIJAS) ANOTACIJA

Promocijas darba (monografijas) mérkis ir, balstoties uz specialas ekonomiskas literatiiras
un Latvijas uznémumu marketinga komunikacijas analizes rezultatiem, izstradat teorétisko
pamatojumu un metodologisko nodrosinajumu integrétas marketinga komunikacijas stenoSanai
un tas efektivitates pétiSanai, ka ari izvirzit priekSlikumus Latvijas uznémumu marketinga
komunikacijas pilnveidoSanai.

Promocijas darbs ir izstradats zinatniskas monografijas veida. Zinatniska monografija
»Integréta marketinga komunikacija” (2015.gads) ir recenzéta zinatniska gramata (recenzenti:
prof., akad. B.Rivza, prof. B.Sloka, prof. I.Stecenko, asoc. prof. D.Zelmenis), kas veltita vienai
témai, ir starptautiski pieejama zinatniskas informacijas kratuvés (ASV Kongresa biblioteka un
Latvijas Nacionala biblioteéka), satur bibliografiju un kopsavilkumu svesvaloda. Monografija ir
izklastita 872 lapaspusés (1.s€jums — 464 Ipp., 2.s€jums — 408 Ipp.). No zinatniskas monografijas
lidzautora prof. Valérija Praude ir sanemts rakstisks apliecinajums par J.Salkovskas ieguldijumu
monografijas sagatavo$ana 50% apjoma (V.Praude — 436 Ipp., J.Salkovska — 436 Ipp.).

Zinatniskas monografijas izklasts ir sakartots seSas dalas. Pirmaja dala ir dots
skaidrojums par integréto marketinga komunikaciju (IMK), tiek apskatiti marketinga
komunikacijas iek$€jo un argjo vidi ietekmejosie faktori, apliikots IMK veidoSanas process. Otra
dala veltita marketinga komunikacijas planoSanai, koordiné$anai un vadiSanai, ieskaitot budZeta
planoSanu. Autori 1pasi uzsver patérétaju merkauditorijas noteikSanu, paterétaju ricibas tirgl
modeléSanu, komunikacijas mérku noteikSanu un produkta/zimola pozicionéSanas nozimi IMK
veidoSanas procesa. Aplukoti arm1 IMK izstrades pamati atbilstoSi izvirzitajiem komunikacijas
mérkiem. TreSaja dala aplikoti visi masu IMK veidi — reklama, produktu realizacijas
veicinasana, sabiedriskas saskarsmes, sponsoréSana un izstades — un izanalizétas katra min&ta
IMK veida prieksrocibas, trikumi un lietoSanas iesp&jas. Tiek akcentCtas raZotaja un tirgotaja
IMK T1patnibas. Ceturtaja dala aplikoti personiskas IMK veidi — tiesa marketinga komunikacija,
interaktiva marketinga komunikacija, personiska apkalposSana. Piekta dala veltita integrétas
marketinga komunikacijas izplatiSanas kanalu izv€lei, planosanai un organiz&Sanai. Sesta dala
veltita IMK pétijumu un efektivitates vértéSanas problémam, ka arl marketinga komunikacijas
tiskiem aspektiem.

Promocijas darba (monografija) ir 167 atteli un 170 tabulas. Literatiras avotu saraksta ir
ieklautas vairak neka 360 informacijas avotu.

Atslegvardi: integreta marketinga komunikacija, reklama, produktu realizacijas
veicindasana, tieSas marketinga komunikacijas, interaktivas wmarketinga komunikdcijas,
sabiedriskas saskarsmes, sponsorésana., personiska apkalposana, izstades, sinergijas efekts,
paterina vértiba, patérétaju kapitals, patérétaju lojalitate.
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PROMOCIJAS DARBA (MONOGRAFIJAS) VISPARIGS
RAKSTUROJUMS

Promocijas darba (monografijas) aktualitate. Musdienas ir loti populara uz patérétaju
orientéta marketinga koncepcija. Sados apstaklos tikai atklatas sistémas var sasniegt vélamo
rezultatu, aktivi komunicgjot ar citiem tirgus subjektiem. Protams, komunikacijas efektivitati
ietekmé vairaki faktori, starp kuriem pasi var atzim€ marketinga komunikacijas integraciju.
Misdienas ir nepiecieSams nodroSinat elastigu, adaptivu un, taja pasa laika, arT inovativu
marketinga komunikaciju, jo pat€rétaju prasibas pret precém un pakalpojumiem nepartraukti
aug. Tapéc IMK nodrosinajums ir aktuals tirgus subjektiem gan sabiedriskaja, gan privataja
sektora. IMK TstenoSanas problému pétiSanas aktualitati nosaka ari sekojosi faktori:

- Latvija nav veikti padzilinati pétijumi IMK joma;

- Latvijas tirgus subjektu konkurétsp&jas un ilgtsp&jigas attistiba nepiecieSama gan vietéja
tirgt, gan Eiropas Savienibas (ES) tirgg;

- IMK skar ne tikai uznpémumus un individualus patérétajus, bet ari sabiedribas intereses
kopuma.

Péc Latvijas iestaSanas ES un eiro ievieSanas IMK teorétiskie un metodologiskie aspekti ir
kluvusi vel aktualaki, jo ir palielinajusies konkurence par patérétajiem. Ar laiku pats paterétajs
klast gudraks, izveligaks, prasigaks, vin$ vélas iegit plasSu patieso informaciju par tirgd jau
esosiem un jauniem produktiem. Sim nolikam vip§ izmanto gan piedavatos marketinga
komunikacijas veidus, gan pats komunicé ar citiem patérétajiem. Latvijas uznémumi sava
darbiba nepietiekami izmanto integréto pieeju marketinga komunikacijai. Lidz ar to, IMK
problému pétiSana ir loti aktuala t€ma ari no praktiska viedokla. IMK palidz uznémumam
atrisinat problémas, kas pastav tirgi, lai piesaistitu, noturétu un saglabatu paterétajus saviem
produktiem/zimoliem.

IMK' problému pétiSana tiek atzita zinatniskaja literatira un zinatniskajos rakstos. NO
Latvijas zinatniekiem IMK ir pétijusi V. Praude, A.Batraga. Arzemés dazadus integrétas
marketinga komunikacijas aspektus ir izpetijusi F.Kotlers (P.Kotler), K.L.Kellers (K.L.Keller),
T.A.Simps (T.A.Shimp), P.I.Kitéens (P.l.Kitchen), D.E.Sultcs (D.E.Shultz), V.F. Van Raaijs
(W.F. Van Raaij), l.Brignels (l.Brignell), T.Li (T.Li), C.S.Dzons (C.S.Jones), K.E.Klovs
(K.E.Clow), D.Baks (D.Baack), I.Barnets (I.Barnett), C.Moriarti (C.Moriarti), l.Rossiters
(I.Rossiter), L.Persijs (L.Percy), V.M.Praids (W.M.Pride), O.C.Ferrells (O.C.Ferrell),
M.D.Hartlains (M.D.Hartline), P. De Pelsmakers (P. De Pelsmacker), M. Geuens (M. Geuens),
I. Van den Bergs (I. Van den Bergh), N.Capons (N. Capon), I. Mac Halberts (I. Mac Hulbert),
M. MakDonalds (M. McDonald), M.Kristofers (M. Christopher), G.Macermans (G. Matserman),
H.E.Vuds (H. E. Wood), V.F.Arens (W.F.Arens), M.F.Veigolds (M.F.Weigold), C.Arens
(C.Arens). Autors C.Fills (C.Fill) savos IMK pétijumos lika akcentu uz interaktivo marketinga
komunikaciju, P.R. Smits (P.R.Smith) un Ze Zuks (Ze Zook) — uz marketinga komunikaciju
socialajos medijos. Interesi izraisa T.Amblera (T.Ambler) p&tijumi par marketinga komunikacijas
efektivitates mériSanas metodém. Tomér, trukst kompleksa pieejas IMK teorétiskajiem un
metodiskajiem aspektiem, ka ar1 padzilinata petijuma Latvijas uzpémumu IMK istenoSanas
joma. Minéto pétijumu trilkums noteica promocijas darba (monografijas) temata izveli un tas
aktualitati.

Promocijas darba (monografijas) meérkis ir, balstoties uz specialas ekonomiskas
literatiiras un Latvijas uzpémumu marketinga komunikacijas analizes rezultatiem, izstradat
teorétisko pamatojumu un metodisko nodrosinagjumu IMK vadiSanai, ka ari izvirzit
priekSlikumus Latvijas uznpémumu marketinga komunikacijas pilnveidoSanai.

Promocijas darba (monografijas) mérka sasniegSanai izvirziti $adi uzdevumi:

1. wveikt specialas ekonomiskas literatiiras analizi par IMK teorétiskajiem aspektiem;
2. veikt Latvijas uznémumu istenotas marketinga komunikacijas analizi;

3. veikt IMK pétijumu paterétaja kapitala veidoSanas konteksta,

4. veikt IMK pétijumu sinergijas efekta veidoSanas konteksta;



5. veikt Latvijas uzpémumu izmantotas IMK efektivitates vertéSsanas metodikas
analizi;

6. izstradat metodisko nodroSinajumu IMK vadiSanai,

7. izstradat priekSlikumus Latvijas uzpémumu marketinga komunikacijas
pilnveidoSanai.

Pétijuma objekts ir IMK.

Pétijuma priekSmets ir IMK vadiSanas metodika.

Pétijjuma hipotéze: IMK, kura ir orientéta uz patérétaja kapitala veidoSanu un pozitiva
sinergijas efekta radiSanu, nodroSina Latvijas uzpémumu darbibu atbilstosi paterétaju
vajadzibam.

Pétijuma veikSanas periods ir no 2005. gada lidz 2015. gadam. Izvé&l&tais laika periods ir
pietiekami ilgstoSs, lai izanalizétu marketinga komunikacijas attistibas tendences un tas
istenosanas problémas Latvijas tirgd.

Literatiiras un datu avotu raksturojums. Promocijas darba teorétiskais, metodologiskais
un informativais pamats ir speciala ekonomiska literatiira, arvalstu un Latvijas zinatnieku
publicétie zinatniski darbi un pé€tijumi, Latvijas Republikas likumi, oficiala statistiska
informacija, Latvijas Reklamas asociacijas dati, TNS marketinga agentiiras pétijumi, autores
veikto empirisko petijumu rezultati.

Pétijjuma izmantotas metodes. Darba izstradg lietotas sadas p&tijjumu metodes:

1. Literaturas referativa analize;

2. Kvantitativa pétijumu metode — aptauja (Latvijas iedzivotaju aptauja, Latvijas uzp€émumu
vaditaju un marketinga specialistu aptauja, kaiminvalstu (Igaunijas, Lietuvas) uznémumu
parstavju aptauja), t.sk. izmantojot ar7 panelmetodi;

3. Koyvalitativas pétijumu metodes — ekspertu intervija, fokusa grupas diskusija;

4. Statistiskas analizes metodes — datu grup&Sana, salidzinasana, regresijas analize un
korelacijas analize.

Aptauja iegiitie dati tika apstradati ar Microsoft Office Excel un SPSS programmu palidzibu.

Promocijas darba (monografijas) satura pamatojums. Promocijas darbs ir izstradats
zinatniskas monografijas forma (autori: V.Praude un J.Salkovska). Zinatniskas monografijas
izklasts ir sakartots seSas dalas. Pirmaja dala ir dots skaidrojums par IMK, tiek apskatiti
marketinga komunikacijas iek$€jo un argjo vidi ietekmgjoSie faktori, aplukots IMK veidoSanas
process. Otra dala veltita marketinga komunikacijas planosSanai, koordiné$anai un vadiSanal,
ieskaitot budzeta planoSanu. Autori Tpasi uzsver patérétaju mérkauditorijas noteikSanu, patérétaju
ricibas tirgii modeléSanu, komunikacijas mérku noteikSanu un produkta/zimola pozicionéSanas
nozimi IMK veidoSanas procesa. Aplikoti ari IMK izstrades pamati atbilstoSi izvirzitajiem
komunikacijas mérkiem. TreSaja dala aplikoti visi masu IMK veidi — reklama, produktu
realizacijas veicinaSana, sabiedriskas saskarsmes, sponsoréSana un izstades — un izanaliz€tas
katra minéta IMK veida prieksrocibas, trikumi un lietoSanas iesp€jas. Tiek akcentetas razotaja
un tirgotaja IMK 1patnibas. Ceturtaja dala aplukoti personiskas IMK veidi — tie$§a marketinga
komunikacija, interaktiva marketinga komunikacija, personiska apkalpoSana. Piekta dala veltita
integrétas marketinga komunikacijas izplatiSanas kanalu izvé€lei, planoSanai un organizéSanai.
Sesta dala veltita IMK pétijumu un efektivitates vert€Sanas problémam, ka ari marketinga
komunikacijas etiskiem aspektiem.

Promocijas darba (monografijas) apjoms. Monografija ir izklastita 872 lapaspusés
(1.s€jums — 464 lpp., 2.s€jums — 408 lpp.). No zinatniskas monografijas lidzautora prof. Valérija
Praude ir sapemts rakstisks apliecinajums par J.Salkovskas ieguldfjumu monografijas
sagatavo$ana 50% apjoma (V.Praude — 436 Ipp., J.Salkovska — 436 Ipp.). Promocijas darba
(monografija) ir 167 atteli un 170 tabulas. Literatiiras avotu saraksta ir ieklautas vairak neka 360
informacijas avotu.

Autores zinatniskais un praktiskais ieguldijums. Promocijas darba (monografijas)
autore ir izstradajusi sadas zinatniskas novitates promocijas darba (monografijas) ietvaros:



1) Latvija pirmo reizi veikts originals kompleksa pétijums IMK joma. Lidz Sim parsvara
bija veikti petijumi par uzpémumu marketinga komunikaciju ar pirc€jiem bez integracijas
konteksta vai petijumi par atseviskiem marketinga komunikacijas veidiem.

2) Piedavata konceptuali jauna teorétiska pieeja IMK vadisanai, kuras pamata ir uzpémuma
patérétaja kapitala veidoSana. Izstradats patérétaju kapitala un IMK mijiedarbibas modelis.

3) Piedavata IMK definicija, uznémuma integrétas marketinga komunikacijas istenoSanas
posmi, izveidots IMK modelis, kura ir ieklauti 8 marketinga komunikacijas veidi: reklama,
produktu realizacijas veicinaSana, sabiedriskas saskarsmes, sponsoréSana, izstades, tieSais
marketings, interaktivais marketings, personiska apkalpoSana.

4) Piedavata konceptuali jauna teorctiska pieeja IMK vadiSanai, kuras pamata ir pozitiva
sinergijas efekta radiSana;

5) Izstradats IMK vadiSsanas modelis, kura ir akcentéta IMK analitiska funkcija un tas
mijiedarbiba ar citam vadidanas funkcijam. Sada pieeja veicina patérétaju lojalitati
uznémumam/zimolam.

Autores ieguldijums promocijas darba (monografijas) praktiskajas novitates:

1) Pirmo reizi Latvija novértéta integrétas marketinga komunikacijas un citu faktoru
ietekme uz Latvijas uznémumu patérétaja kapitala veidosanu.

2) Pirmo reizi Baltijas tirgt noteikti integrétas marketinga komunikacijas sinergijas efektu
ietekmgjosie faktori Latvijas, Lietuvas un lgaunijas lielos un vidgjos uznémumos, novértéta to
ietekme.

3) Pirmo reizi Latvija noteiktas integrétas marketinga komunikacijas vadiSanas problémas
Latvijas uznémumos un izstradati priekslikumi to risinasanai.

4) Pirmo reizi Latvija novertéts integrétas marketinga komunikacijas pielietoSanas un
attistibas Itmenis Latvijas uznémumos, ka ar1 izpetita marketinga efektivitates metozu lietoSanas
un marketinga raditaju analizes prakse Latvijas uznémumos un tas ietekmgjosie faktori.

5) Promocijas darba (monografija) veikta pétijuma rezultata tiek izstradati priekSlikumi
Latvijas uzpémumu marketinga strukttrvienibam, Latvijas uzpémumu vadibai, marketinga
specialistiem, marketinga agentiiram un marketinga p&tijumu agenttiram.

6) Pétijjuma rezultati ir ieklauti LU Ekonomikas un vadibas fakultates Vadibas zinibu
magistra studiju programmas studiju kursa ,Integrétas marketinga komunikacijas” un ir
atspoguloti vairakas zinatniskas publikacijas un noprezent€ti starptautiskas zinatniskas
konferences.

Promocijas darba (monografija) izvirzitas $adas aizstavamas tézes:

1) IMK vadiSana jabut orientéta uz patérétaja kapitala veidoSanu, lai nodroSinatu
uzpémuma darbibu atbilstos$i patérétaju vajadzibam un ilgtermina attiecibas ar
paterétajiem (tézes pieradijums parsvard ir atspogulots promocijas darba
(monogridfijas) 3.1.apaksnodald, 3.2.apaksnodala, 15.nodala).

2) IMK pamata jabut pozitiva sinergijas efekta radiSana, lai nodroSinatu uznémuma
konkur€tsp&ju (tézes pieradijums parsvara ir atspogulots promocijas darba
(monografijas) 1.2.apaksnodala, 1.4.apaksnodala, 3.4.apaksnodala).

3) IMK vadisana jaakcente analitiska funkcija un tas mijiedarbiba ar citam IMK vadiSanas
funkcijam, kas veicina uznémuma attistibu atbilsto$i patérétaju vajadzibam (zézes
pieradijums parsvara ir atspogulots promocijas darba (monogrdfijas) 2.dala,
3.3.apaksnodala, 18.nodala, 22.nodala, 23.nodala).

Aprobacija. P&tjjuma teorétiskie un praktiskie rezultati ir apspriesti Latvijas Universitates

Ar pétijuma galvenajiem rezultatiem iepazistinats plass zinatnieku, specialistu, menedZeru
loks:

e P&tljuma veikSanas procesa sagatavoti un publicéti 22 zinatniski raksti latvieSu un anglu
valoda, 2 macibu gramatas latviesu valoda;

e Par promocijas darba (monografijas) galvenajam atzinam nolasiti 13 referati starptautiskas
un 17 referati viet€jas zinatniskas konferences;



e Studiju procesa, lasot lekcijas studentiem un vadot seminarus magistrantiem, ka ari vadot
akadémiskas prakses un gala parbaudijumu darbus bakalauriem un magistriem Latvijas
Universitates Ekonomikas un vadibas fakultatée;

e Tiek sniegtas konsultacijas maza un vidéja biznesa uznémumiem marketinga komunikacijas
veidoSanas un efektivas realizacijas joma.



PROMOCIJAS DARBA (MONOGRAFIJAS) GALVENAS NOSTADNES
1. INTEGRETAS MARKETINGA KOMUNIKACIJAS TEORETISKIE ASPEKTI

Laika no 2002. Iidz 2015. gadam ir notikuSas iev@rojamas izmainas ekonomika,
marketinga tehnikas un tehnologiju joma, kas, bez Saubam, ir ietekm&usSas marketinga
komunikacijas sisteémas attistibu. Lai sniegtu pilnveértigu parskatu par izmantojamiem marketinga
komunikacijas veidiem, autore apkopoja §is jomas ASV un Eiropas vadoSo pétnieku viedoklus:
P.R. Smits (P.R.Smith), Ze Zuks (Ze Zook), F.Kotlers (P.Kotler), K.L.Kellers (K.L.Keller),
T.A.Simps (T.A.Shimp), P. De Pelsmakers (P. De Pelsmacker), M. Geuens (M. Geuens), I. Van
den Bergs (I. Van den Bergh), N.Capons (N. Capon), I. Mac Halberts (I. Mac Hulbert), M.
MakDonalds (M. McDonald), M.Kristofers (M. Christopher), G.Macermans (G. Matserman),
H.E.Vuds (H. E. Wood), C.Fills (C. Fill). No §1 apkopojuma izriet $adi secinajumi: pavisam tiek
minéti 12 marketinga komunikacijas veidi, katrs atsevisks autors/autoru grupa ir min&jusi 7-11
marketinga komunikacijas veidus, visi autori/autoru grupas min 8 galvenos veidus. Viedoklu
analizes rezultata autore piedava marketinga komunikacijas sisttma izskatit $adus marketinga
komunikacijas veidus (1.1.att.):

Masu marketinga Personiska marketinga
komunikacija ] [ komunikacija
reklama tlesa.ls
marketings
interaktivais
—| marketings [
Produktu '
realizacijas — personiska
oy — izstade — &
veicina$ana apkalposana
Sabiedriskas
saskarsmes
sponsoréSana

1.1.att. Marketinga komunikacijas veidu klasifikacija (autores veidots attéls).

l1.1.attela paradits komunikacijas veidu sadalijums starp personiskam un masu
komunikacijam. Praktiski starp §Tm divam grupam nav stingras robezas. Pieméram, reklamai
(TV reklama ar tiliteju reakciju), produktu realizacijas veicinasanai (klienta karte) var biit
personisks raksturs, un otradi — tieSais marketings var bt ari masveida (pieméram, izveidota
datu baze netiek efektivi izmantota). Kas attiecas uz interaktivo marketingu, ta komunikacijas
raksturojums — personiskais vai masu — ir pilniba atkarigs no informacijas sttitaja lémuma
(pieméram, sitfjums pa elektronisko pastu ir personiska, bet parastais baneris — masu
komunikacija). Tomér kopga marketinga komunikacijas sisteémas attistibas tendence, péc
gramatas autoru domam, ir saistita ar personisko komunikaciju lomas palielinaSanu. Nemot véra
marketinga komunikacijas sist€émas TIpatnibu raksturojumu, autore piedava marketinga
komunikacijas sist€émas modeli (1.2.att.):
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1.2.att. Marketinga komunikacijas sistémas modelis (autores veidots attels).

Piedavatais modelis atSkiras no citu autoru modeliem. Pirmkart, ir atspoguloti 8 marketinga
komunikacijas veidi. Otrkart, komunikacijas veidi tiek sadaliti divas grupas — personiskajas un
masu komunikacijas. Treskart, tiek atspogulotas komunikacijas starp patérétajiem ,,no mutes
mute”, kas netiesi ietekmé& marketinga komunikacijas sistémas procesu.

Informacijas izplatiSanas kanala izvéles procesa arvien aktualaka klust integrétas
marketinga komunikacijas izmantoSana, dazadu mediju kombingSana, ka ar1 tick mekleti jauni
marketinga komunikacijas izplatiSanas kanali, ar kuru palidzibu butu iesp&jams efektivi uzrunat
izveleéto mérkauditoriju, piesaistit tas uzmanibu un lidz ar to veicinat produkta pardoSanas
rezultatus.

Pastav dazadi IMK bitibas defingjumi, un zinatnieku un specialistu viedokli par to
atskiras. Diezgan populars ir viedoklis, ka IMK ir ,visu marketinga komunikacijas veidu
integréSana, lai tas darbotos ka vienots veselums, méginajums kombinét marketinga
komunikacijas mikss elementus, izmantojot kada veida prieksrocibas, lai tadgjadi kompensétu
cita veida trakumus” (P.I.Kit¢ens (P.l.Kitchen), 1.Brignels (I.Brignell), C.S.DzZons (C.S.Jones)).
Piekritot §im viedoklim p&c biitibas, tomér jaatzimé, ka Saja definicija IMK aprobezojas tikai ar
marketinga komunikacijas veidiem, ignor&jot citus marketinga mikss elementus — produkta
vadiSanu, cenas veidoSanu un produkta izplatiSanu. Citi autori IMK jédzienu skaidro ka ,,visu
veidu marketinga komunikaciju, lidzeklu un avotu koordin€Sanu un integréSanu uzpémuma
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vienota programma, kas ar minimalam izmaksam maksimizé ietekmi uz paterétajiem”
(K.E.Klovs (K.E.Clow), D.Baks (D.Baack)), vai ka ,,procesu, kas saistits ar planoS$anu, radiSanu,
integraciju, ka ari dazada veida marketinga komunikacijas lietoSanu, lai noteikta laika posma
nodotu informaciju mérkauditorijai ar noluku ietekmét tas uzvedibu” (V.F.Arens (W.F.Arens),
M.F.Veigolds (M.F.Weigold), C.Arens (C.Arens)). Sajas definicijas autori uzsver IMK ka
procesu, kas tiek virzits uz patérétaju vajadzibu apmierinaSanu. Atbalstot $o pieeju, jasecina, ka
Sis process, péc minéto autoru domam, nav saistits ar citiem marketinga mikss elementiem.

Pienemsim, ka IMK minétas definicijas konteksta tiks veiksmigi Tstenotas, bet produkta
vadisanai vai citam marketinga mikss elementam ir butiski triokumi. Diez vai IMK
nesaskanoSanas ar pargjiem marketinga mikss elementiem gadijuma uznpémums sasniegs gaiditos
rezultatus un istenos izvirzitos meérkus. Piem@ram, uznémums, no vienas puses, pozicione
produktu ka augstas kvalitates piedavajumu, bet, no otras puses, biezi vien piedava lielu cenas
atlaidi, kas izraisa Saubas par produkta patieso veértibu un ta kvalitates Itmeni. V&l jaatzime, ka
interaktivas komunikacijas attistibas rezultata dazreiz pat teor€tiski (nemaz nerunajot par
praktisko pielietojumu) gruti atskirt IMK no citiem marketinga mikss elementiem, jo to
piedavajums un izmantoSana notiek vienlaikus, kad, pieméram, interneta veikals komunicé ar
patérétajiem. Saprotot visu marketinga mikss elementu integracijas nepiecieSamibu, dazi
zinatnieki piedava IMK definiciju, kura nemtas véra ari citas marketinga aktivitates (P. De
Pelsmackers (P. De Pelsmacker), M. Geuens (M. Geuens), I. Van den Bergs (l. Van den Bergh)).
Tomér autore uzskata, ka marketinga mikss elementu efektiva integracija nav istenojama bez
konkréta uzpémuma saistibas ar citiem tirgus dalibniekiem. Proti, katram uzpémumam ir
piegadataji, starpnieki, partneri, ar kuriem ir lietderigi veikt kop&jas integréto marketinga
komunikaciju. Pieméram, kad produktu/zimolu razotajs veic kop€jo integréto marketinga
komunikaciju ar tirgotaju, kas pardod Sos produktus, tas ne tikai veido pozitivu iesaistito
uznémumu/organizaciju telu, bet arT veicina patérétaju piesaistiSanu un produktu realizacijas
apjoma palielinasanu.

Apkopojot informaciju par IMK raksturojumiem, var secinat, ka jaizskir: IMK jédziens un
integrétas marketinga komunikacijas process. Attiecigi ir lietderigi minét divas definicijas:

IMK péc bitibas ir marketinga komunikacijas veidu un izplatiSanas kanalu kompleksa
izmantosana, tos kombin&jot un saskanojot ar citam marketinga mikss aktivitatém un tirgus
dalibniekiem.

IMK ka process ir marketinga komunikacijas veidu un izplatisanas kanalu kompleksa
planoSana, organizésana, vadisana un kontrole saskana ar citam marketinga mikss aktivitatém un
tirgus dalibniekiem.

IMK biitiba un process ir saistiti ar:

1) Marketinga komunikacijas veidu integraciju (reklama, produktu realizacijas
veicinasana, sabiedriskas saskarsmes, sponsoréSana, tieSais marketings, interaktivais
marketings, personiska apkalposSana, izstades);

2) Marketinga komunikacijas izplatiSanas kanalu integraciju (TV, prese, internets, radio,
vide un citi kanali);

3) Marketinga aktivitasu integraciju (produkts, cena, sadale un izvietojums, virziSana
tirgl);

4) Tirgus dalibnieku integraciju (razotaji, piegadataji, starpnieki, partneri, tiesa
marketinga dalibnieki, paterétaji/pircéji).

Nekada gadijuma nedrikst pielaut mehanisku marketinga komunikacijas apvienoSanu un to

pasniegSanu ka integrétas marketinga komunikacijas veidosanu, jo:
e veidojot IMK, jaizvélas komunikacijas, kas ir efektivas konkrétaja tirgus situacija,
nemot vera patérétaju merkgrupu patnibas un komunikacijas mérkus;
e |IMK jasaskano ar produktu pozicion€Sanu tirgli, sortimentu, dzives ciklu, cenu,
sadales kanaliem un izvietojumu tirgi;
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e uzpémumam jasaskano IMK veidoSana ar saviem biznesa partneriem (piegadatajiem,
starpniekiem, tirgotajiem, agentiram u.c.), ar situaciju nozaré un valsts ekonomika
kopuma;

e planojot IMK, jaaprékina to efektivitate, jasaskano nepiecieSamas izmaksas ar
uznémuma resursiem un atbilstosi jasadala marketinga budzeta lidzekli starp visiem
komunikacijas veidiem.

IMK nav vienkarSa marketinga komunikacijas veidu un izplatiSanas kanalu apvienoSana,
bet to savstarpgja ieklausana. Katra marketinga komunikacijas ieguldita naudas vieniba
uznémuma skatijuma biis attaisnota, ja kop€jas izmaksas, rékinot uz vienu pirkumu vai
darfjumu, attiecigi samazinasies. Bet dazadas patérétaju mérkauditorijas dazadi reagé uz
atseviskiem IMK veidiem (pieméram, TV reklamu, pirkSanas kuponiem, telemarketingu,
interaktivo komunikaciju utt.). Tapéc, planojot IMK efektivitati, jaizmanto atseviskam
meérkauditorijam piemeroti veidi, lai kopuma rosinatu patérétaju iegadaties vairak uzpémuma
produktu.

Protams, uznémumi, pienemot IMK koncepciju, nevar nodroSinat tas talitéju realizaciju.
Pakapeniski var sasniegt dazadus IMK attistibas limenus. So praktiskas IMK realizacijas
ipatnibu ir noradijusi vairaki autori: P. De Pelsmakers (P. De Pelsmacker), M. Geuens (M.
Geuens), I. Van den Bergs (I. Van den Bergh), P.I.Kitéens (P.l.Kitchen), I.Brignels (1.Brignell),
T.Li (T.Li), C.S.DZons (C.S.Jones), V.F.Arens (W.F.Arens), M.F.Veigolds (M.F.Weigold),
C.Arens (C.Arens), P.IKitéens (P.l.Kitchen), D.E.Sultcs (D.E.Shultz), tatu atskiras izceltie
limeni un ar to saistitie kritériji. Pieméram, P. Pelsmakers (P. Pelsmacker), M. Geuens (M.
Geuens) un I. Van den Bergs (l. van den Bergh) izcel septinus Iimenus:

® apzinasanas;

e uznémuma téla integracija;

e funkcionala integracija;

® koordinéta integracija;

® uz patérétajiem balstita integracija;

® uz icinteres€tajam personam (akcionariem u.c.) balstita integracija;
e attiecibu vadiSanas integracija.

Pirmie divi limeni ir koncentréti uz uznémuma t€la veidosanu, zimola atpazistamibu un
atceréSanos, ta vertibu, izmantojot marketinga komunikacijas kompleksu. Nakamais solis ir visu
marketinga komunikacijas veidu funkcionala integracija, proti, apvienoSana viena
nodala/dienesta/persona. Savukart nakamaja Iimeni, pateicoties iepriek$€jos Iimenos
sasniegtajiem rezultatiem, tiek realiz€ta uz esoSiem un potencialiem patérétajiem balstita
integracija, kad atbilstosi mérkauditorijas vajadzibam uznémums nosiita pamatotus zinojumus un
veic dialogu ar mérkauditoriju. Uznémumi komunicg ne tikai ar patérétajiem (argja vide), bet art
ar citam ieinteres€tajam personam, pieméram, akcionariem (iek$€ja vide). 7. limeni jau pilna
mera attistita integréta marketinga komunikacija tiek izmantota, lai nodroSinatu uzp€muma
attiecibu ar ar€jo un iek$gjo vidi vadibu. Tadgjadi uzn€mums pilnveidojas un pakapeniski virzas
cauri dazadiem posmiem, lai sasniegtu pilnigu integraciju. Péc autores domam, minéto IMK
Iimenu koncepciju var izmantot biznesa prakse.

Cetru integrétas marketinga komunikacijas Iimenu koncepciju piedava V. F. Van Raaijs
(W. F. Van Raaij):

1) uznémuma misijas, mérku un pamatveértibu integracija;

2) uzpémuma misijas, mérku un pamatvertibu integracija ar produkta/zimola
piedavajumiem konkrétai mérkauditorijai;

3) kompleksu marketinga komunikacijas zinojumu koncepcijas radosa izstrade p&c satura,
formas un stila konkrétam mérkauditorijam;

4) integrétas marketinga komunikacijas istenosana, ieskaitot logotipu, saukli, dizainu krasu

u.c. elementus.

P&c autores domam, no vienas puses, $is pieejas priekSrociba ir ta déveéta ,,vienas balss”
koncepcija, proti — IMK pilniga saistiba ar uzpémuma marketinga stratégiju. Bet, no otras puses,
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péc butibas tie ir IMK istenoSanas posmi, nevis attistibas limeni. Pieméram, tas, ko piedava
realizet ceturtaja limeni, autoresprat, biitu jarealize jau pirmaja attistibas liment.

Citu IMK attistibas limenu koncepciju piedava Sulcs un P. I. Kit&ens (Shoultz and P. 1.
Kitchen):

1) marketinga komunikacija maz vai vispar netiek balstita uz mérkauditorijas vajadzibam,
bet tas veidi savstarp&ji tiek saistiti tikai taktiski, nevis stratégiski. Tiem ir galvenokart
masveida raksturs, marketinga komunikacija izstrades un izplatiSanas nolika uzp€mums
izmanto tikai iek$€jo personalu;

2) marketinga komunikacijas veidu komplekss vairak balstits uz patérétaju vajadzibam, jo
uznémums apkopo un apstrada plasu informaciju par mérkauditoriju un to izmanto, lai
veiktu personisku marketinga komunikaciju. Saja noliika uznémums piesaista attiecigas
agentiras, konsultantus u.c.;

3) uzpémums veido un uztur datu bazes par dazadiem paterétaju segmentiem, plano un
isteno to lojalitates programmas. Dati tiek efektivi ieklauti marketinga komunikacijas
planoSana un ievieSana, lai datus par patérétajiem parveidotu par zinasanam par tiem;

4) tiek realizéta marketinga komunikacijas, uznémuma strat€gijas un finansiala plana
integracija, kad tiek novertéta un prognozeéta integrétds marketinga komunikacijas
tetekme uz uznémuma darbibas rentabilitati.

Atkal jakonstaté, ka mingta koncepcija drizak atspogulo IMK attistibas posmus. 4. posma
beidzot IMK tiek Tstenota, bet 1. posma pat netiek runats par IMK. Praktiski uznémumi var
izmantot So IMK koncepcijas veidoSanu, pievérSot uzmanibu gan iek$gjai, gan ar€jai integracijai.

V. F. Arens (W. F. Arens), M. F. Veigolds (M. F. Weigold) un C. Arens (C. Arens) piedava
citadu pieeju IMK Iimeniem:

1) uznémuma zimola/produkta t€la veidoSana, integrégjot MK un uznémuma attistibas

strateégiju ar marketinga komunikacijas palidzibu;

2) marketinga komunikacijas zinojumu planoSana un koordinéSana dazadam

mérkauditorijam pat€rina un lietiSkaja tirgi;

3) IMK planosana un istenoSana, balstoties uz datu bazi par patérétajiem, atgriezenisko saisti

un ilgtermina attiecibu veidosanu ar tiem,;

4) IMK veidoSana ne tikai ar uznémuma produkta/zimola patérétajiem, bet ar ar plasakiem

sabiedribas slaniem, neformalam grupam, ka arT apzina par sabiedribu un vidi.

Jaatzimé, ka autori saista IMK ne tikai ar patérétajiem un marketinga mikss elementiem,
bet arT ar argjo vidi, lai paaugstinatu uzgpémuma reputaciju un socialo korporativo atbildibu.
Ieksgja integracija paredz darbinieku radoSo darbibu, pieméram, attieciba uz jauninajumu
ievieSanu, jauno marketinga komunikaciju, korporativo identitati, apkalposanas kvalitati vai arl
stratégiskajiem partneriem. Savukart argja integracija nozimé nepiecieSsamibu rapigi izveléties
sadarbibas partnerus — marketinga komunikacijas agenttiras, konsultantus u.c.

Apkopojot informaciju par IMK attistibas Iimeniem, var secinat, ka uznémumi var reali
izmantot jebkuru piemé&rotu koncepciju. Tas jadara pakapeniski, lieckot uzsvaru uz nepartrauktu
procesu un ilgtermina skatijumu. Noteiktu IMK attistibas pieejas izveli ietekmé uzpémuma
misija un mérki, produkta/zimola 1patnibas, ta dzives cikls, patérétaju zinasanas un informétiba,
ka arT citi aspekti.

Autores pieeja IMK attistibas Itmeniem ir $ada:

e IMK attistibas Iimeni izriet no tas butibas, kas ir atspogulota definicija;

e jaatskir IMK planoSana un isteno$ana no visas uznémuma darbibas integracijas ar ieksgjas
un argjas vides elementiem;

e jaatskir noteikts IMK attistibas process no ta izmantosanas rezultatiem.

Izejot no min&tajiem priekSnosacijumiem, autore piedava sadu cetru l[imenu IMK attistibas
koncepciju, kas balstita uz IMK bitibu:

1) masu un personisko marketinga komunikacijas veidu un izplatiSanas kanalu integracija ar
mérki apmierinat uznémuma produkta/zimola patérétaju vajadzibas;
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2) masu un personisko marketinga komunikacijas veidu un izplatiSanas kanalu ciesa integracija
arT ar visiem marketinga mikss elementiem, balstoties uz tirgus segmenté$anu un patérétaju datu
bazes veidoSanu;

3) masu un personisko marketinga komunikacijas veidu un izplatiSanas kanalu cieSa integracija
arl ar citiem tirgus dalibniekiem — partneriem, starpniekiem u.c., lai apmierinatu dazadu
meérkauditoriju vajadzibas patérina un lietiskaja tirgd;

4) IMK koordingSana ar uznémuma t€la veidoSanu, reputacijas un socialas korporativas
atbildibas limena paaugstinasanu.

Par IMK 1stenoSanas rezultatiem var spriest péc:
e faktisko rezultatu un planoto raditaju salidzinajuma;
e faktisko rezultatu salidzinajuma ar ieprieksgja laika perioda rezultatiem;
e faktisko rezultatu salidzinajuma ar konkurentiem un citiem pozitiviem paraugiem.
Autore piedava uzgpémuma izSkirt $adus integrétas marketinga komunikacijas istenoSanas
limenus (posmus) (sk. 1.3. att.):

Nulles Nepamatota, drizak Pamatota, bet Pamatota un
_ Iimer,la_l_ dalgja pilniga
Integracija integracija integracija

A 4
\ 4
Y

intuitiva integracija

1.3.att. Uzpémuma integrétas marketinga komunikacijas TstenoSanas Iimeni (posmi)
(izveidoja autore).

So limenu sistému var pasniegt ari ka uznémuma IMK isteno$anas posmus. Nulles limena
integracija nozim& koncentré$anos tikai uz vienu vai diviem marketinga komunikacijas veidiem
(visizplatitakie varianti — reklama un produkta realizacijas veicinaSanas panémieni). Nepamatota,
drizak intuitiva integracija nozimé méginajumus veikt marketinga komunikacijas veidu un
izplatiSanas kanalu integraciju, bet bez patérétaju vajadzibu iev@roSanas, datu bazes par tirgus
segmentiem izveido$anas un bez saskanosanas ar citiem marketinga mikss elementiem.

Pamatota, bet dalgja integracija ir méginajums izmantot integréto pieeju, proti-marketinga
komunikacijas veidu savstarp&ju saskanosanu un koordin€Sanu, balstoties uz paterétaju
vajadzibam, integraciju ar marketinga mikss elementiem un tirgus dalibniekiem. Tomér
integracija tick veikta tikai taktiski, bez saistibas ar stratégisko planoSanu, ieskaitot uzpémuma
mérkus, t€lu un reputaciju.

Pamatota un pilniga integracija nozimé visu marketinga komunikacijas aktivitasu
saskanoSanu ar esoSajiem un potencialajiem paterétajiem, balstoties uz datu bazes datiem un
uznémuma marketinga stratégiju. Pie tam integréta marketinga komunikacija paredz dazadu
barjeru parvaréSanu un elastigumu, nemot véra mainigu tirgus situaciju.

Lai gutu pilnigu izpratni par IMK, uzpémumam ir lietderigi istenot katru no mingtajiem
posmiem, optimizgt integrétas marketinga komunikacijas procesu no izmaksu samazinaSanas un
efektivitates palielinasanas viedokla. Apzinati vai neapzinati jebkura Latvijas uzpémuma ir
sasniegts kads noteikts IMK limenis, tacu netiek izstradata un ieviesta kompleksa sist€ma,
orientéta uz patérétaju vajadzibu apmierina$anu. Saja zina uznémumiem japilnveido sava iek$gja
darbiba, 1pasu veribu pieveérSot darbinieku apmacibai, motivacijai veiksmigi komunic€t ar
patérétajiem. Péc butibas IMK attistibas limenus no 1. 1idz 4. objektivak var novertét piesaistiti
eksperti un/vai darbinieku, patérétaju u.c. aptaujas.

Viens no faktoriem, kas ictekmé IMK attistibas Itmeni, ir uznpémuma orientacija uz
patérétaja kapitala veidoSanu un palielinaSanu.
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2. INTEGRETA MARKETINGA KOMUNIKACIJA PATERETAJA KAPITALA
VEIDOSANAS KONTEKSTA

Péc pétnicku marketinga joma viedokla (F.Kotlers (P.Kotler), K.L.Kellers (K.L.Keller),
P.Bergers (P.Berger), R.Boltons (R.Bolton), R.L.Olivers (R.L.Oliver), R.T.Rasts (R.T.Rust),
K.N.Lemons (K.N.Lemon), V.A.Zeidamls (V.A.Zeithaml), V.Praude), pirkSanas procesa
patérétaja riciba vienmér ir orientéta uz maksimalas patérina vértibas (PV) iegiisanu. ST vértiba
veidojas ka starpiba starp iegiitiem patérina labumiem (PL) un kop&jam patérina izmaksam (PI).
Tadgjadi, PV=PL- PI.

P&c minéto autoru viedokla, jaatskir PVr (reali iegiita patérina vértiba) un PV(g (gaidama
patérina vertiba). Péc kada patéripa laika patérétajs salidzinas PVg ar realo PVr un izdaris
attiecigus secinajumus. Uzp€mumiem nepartraukti jakontrol€ un janoveért€ paterétaju
apmierinatibas pakape, izmantojot dazadas vérteSanas metodes. Uznémumiem ka galveno mérki
jaizvirza PL > Pl un PVg>PVr rezultatu sasniegSana.

PL ieklauj:

- preces kvalitati (tehniskus raksturojumus, dizainu, iepakojumu u.tml.);

- apkalpoSanas kvalitati ( garantijas, piegadi u.tml.) ;

- zimola veértigumu (pozicionéSana tirgi, prestizs u.tml.);

- uznémuma telu sabiedriba (reputacija, kvalitates garantija u.tml.)

PI iek]au;:

- preces pirkSanas cenu;

- apkalpo$anas cenu;

- izteretu pirkSanas laiku;

- preces piegades izmaksas;

- citas izmaksas (moralas, patérina risks u.c).

Pienemsim, ka paterétajs, izv€loties nepiecieSamo vinam produktu, salidzina alternativus
variantus no kvalitates raksturojuma, apkalpoSanas limena, zimola prestiza un uzpémuma
reputacijas, kas liecina par produkta sabiedribas atzinumu, viedokla. Tas attiecas uz pat€rina
labumiem. Bet patérétajs vienlaikus no verté arl iesp&jamas pateripa izmaksas, ieskaitot
produkta cenu, piegades izmaksas, produkta mekl€Sanas un vértéSanas laiku u.c. un salidzina to
ar savu budzetu. Sis process notiek gan patérina, gan biznesa tirgdi, nemot véra katras tirgus PL
un PI patnibas.

Nepaaugstinot katram produktam vid€jo PI, var palielinat to realizacijas skaitu, pateicoties
Sadiem faktoriem: pirc€ju piesaistiSanai, lojalo pirc€ju skaita un pirkumu/ darfjumu apjoma
palielinasanai. Uzpémumam ar IMK palidzibu jacenSas ne tikai piesaistit jaunus, bet ar1 noturét
jau esoSus patéretajus. Lietderigi aprékinat un planot patérétaju noturéSanas koeficientu, ka art
zaud@to pelnu sakara ar patérétaju aizieSanu pavisam vai uz kadu laika periodu (monografija tika
ieklauti V.Praudes aprékini).

Jebkur§ uzpémums var paaugstinat piedavato tirgd PV, izmantojot $adus iesp&jamos
pan€mienus.:

- palielinat PL, tas ir - labot preces un apkalpoSanas kvalitati, paaugstinat zimola vértibu
un/vai uzpémuma reputaciju, pieméram, piedavajot meérktirgi pievilcigus marketinga
pasakumus;

- samazinat PI, tas ir- piedavat cenu atlaides, bezmaksas piegadi, izstradat un realizet
patérétaja laika ietaupijuma metodes.

Protams, uznémumam jasalidzina piedavatos PL un PI ar konkurentiem un meérktirgus
vajadzibam.

Nemot vera patérétaju noturéSanas svarigumu, japieveérS uzmaniba patérétaja vértibai
uzpémumam (PVU), kas parada iegiitu pasreiz&ju pelnu, pateicoties patérétaju aktivitatém un
lojalitatei. Patérétaja vertiba uzpémumam ir sagaidama/faktiska vertiba naudas izteiksmée, ko
aprékina ka starpibu starp ienakumiem, ko var sagaidit/ieglit no paterétajiem, un izdevumiem,
kas saititi ar patérétaju apkalpo$sanu un noturéSanu (V.Praudes definicija). Uzpémumi var
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prognozét PVU ari ilgtermina perspektiva, pieméram, 3-5 gadu laika perioda, npemot veéra
inflacijas, valiitas kursa, nodoklu un citu argjo faktoru ietekmi. Lietderigi planot un realizet
specialas pateérétaju lojalitates veidoSanas programmas, ieskaitot paterétaju attiecibu vadiSanu.

Patérétaja kapitals (PK) atSkiras no PVU, jo tas ir uznémuma ilgtermina un pastavigu
attiecibu ar patérétajiem sist€ma, kas veido nematerialus aktivus un paaugstina uznémuma tirgus
vertibu. Ka jau jebkuram kapitalam, PK arT ir pasreiz€ja un nakotnes vertiba (monografija tika
ieklauti V. Praudes aprékini).

Lojalie patérétaji veido uznémuma patérétaja kapitala pamatu, tapéc IMK ir liela nozime
patérétaju lojalitates veidoSana un noturéSana. Uzp@muma paterétaja kapitala, paterétaju
lojalitates un IMK mijiedarbiba ir paradita 2.1.att€la:

Uznémuma patérétaja kapitals (PK)

A

Patérétaju apmierinatiba un lojalitate

Patérina riska minimizéSana Patérina vértibas (PV)

A
\ 4

maksimizéSana
Marketinga aktivitasu pilnveidoSana Integrétas marketinga komunikacijas
pilnveidoSana

e Produkta/zimola raksturlielumu e Marketinga komunikacijas  veidu
pilnveidosana; o integracijas pilnveido$ana;

e Cenu veidoSanas pilnveidoSana, t.sk. e Marketinga komunikacijas
cenas atbilstibas kvalitatei | izplatiSanas  kanalu  integracijas
nodroSinasana; pilnveido3ana;

. P_rodul_ituv sadales sistémas e Marketinga aktivita$u integracijas
pilnveidosana; pilnveidosana;

e Produktu virziSanas tirgdl strategijas e Tirgus dalibnieku integracijas formu
pilnveidoSana. pilnveidoSana.

A

»
L

Uznémuma marketinga petijumi

Pat@rétaju apmierinatibas petijumi;

Pat@rétaju uzvedibas un lémuma par produkta pirkumu pienemsanas faktoru pétiSana;
Gaidita efekta no produkta paterina p&tiSana;

Uzp@muma marketinga vides pétiSana;

Konkurentu marketinga stratégijas pétiSana u.c. pétisanas virzieni.

2.1.att. Paterétaja kapitala un IMK mijiedarbibas modelis (izveidoja autore).

Uzpémuma patérétaja kapitala veidoSanas pamata, péc autores viedokla, ir marketinga
petijumi par marketinga vidi un pirc€ju ricibu. Savlaicigas informacijas esamiba veicinas
uznémumam veikt korekcijas marketinga strat€gija, paaugstinat patérétaja kapitalu, proti -
minimizét paterina risku un maksimizét pateripa vertibu. Rezultata veidosiet pozitivs
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uznémuma/produkta/zimola téls sabiedriba, pieaugs paterétaju apmierinatiba, palielinasies lojalo
paterétaju skaits un §1 situacija pozitivi ietekmes paterétaja kapitalu kopuma.

Patérina riska minimiz€Sana ir viens no svarigakiem paterétaja kapitala veidoSanas
faktoriem. Pat@rina riskam Saja sakariba ir $adi iemesli:

* produkts var neatbilst noteiktiem kvalitates standartiem, normam (piemé&ram, partikas
produkti satur neatlautus konservantus u.tml.);

* produkts var neatbilst izplatitiem apgalvojumiem par kvalitati, ipatnibam utt. (pieméram,
uznémums marketinga komunikacija apsolija kadu patérina efektu, bet patieSam produkts to
nenodrosingja);

» produkts var neattaisnot gaidamu patérina efektu, ieskaitot labumus, izdevigumu
patérétaju acis (pieméram, pircgjam liekas, ka citam automobilim, kuru vin$ var€tu nopirkt, ir
labaks dizains);

* produkta cena var neattaisnot ta kvalitati, ieskaitot galvenas funkcijas, 1pasibas, dizainu.

Tapéc japievers lielaka uzmaniba IMK saturam un ta atbilstibai produkta/zimola uztverei
no patérétaju viedokla, jo marketinga komunikacija sp&j samazinat patérina risku.

Ar mérki noveértét IMK un citu faktoru ietekmi uz uzpémuma patérétaja kapitalu autores
vadiba 2009.gada aprili bija veikta Latvijas patérétaju aptauja. Bija izmantota telefonaptauja,
elektroniska aptauja un personiska aptauja. Bija aptaujati 1318 respondenti no 9 Latvijas
pilsétam. Bija izmantota nejausa izlase. Aptauja bija veikta Riga, Jarmala, Jelgava, Ventspil,
Liepaja, Valmiera, Césis, Daugavpili, Ludza.

Péc veiktas aptaujas rezultatiem bija sastadits patérétaja kapitala marketinga faktoru
reitings (2.2.att.):
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2.2. att. Patérétaja kapitala veidoSanas faktoru reitings (péc autores veiktas aptaujas
rezultatiem)
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Ka ir redzams 2.2.att., tieSi personiga pozitiva patérina pieredze (69%), draugu un pazinu
rekomendacijas (55%) ir vissvarigakie patérétaja kapitala faktori. P&c tam seko viens no
marketinga komunikacijas veidiem-reklama. Reklamas ietekmi tika noverteta ar 38%, kas nav
slikts raditajs.

Zimola popularitatei, razotaja un tirgotaja t€lam, p&c respondentu viedokla, arT ir liela
nozime. Satura marketinga ka interaktivas marketinga komunikacijas veida nozimi 2009.gada
akcentgja 24% respondentu. Tadgjadi, veikta Latvijas pat€rétaju aptauja paradija marketinga
komunikacijas lielu nozimi patérétaja kapitala veidoSana, 1pasi akcent&jot uzmanibu uz zimola
un uzpémuma marketinga komunikaciju, uz reklamas kvalitati, ka ar1 uz satura marketingu. Lai
varétu efektivak ietekmét paterétajus, nepiecieSama integréta pieeja marketinga komunikacijai,
kuras pamata ir sinergijas efekts.
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3. INTEGRETAS MARKETINGA KOMUNIKACIJAS SINERGIJAS EFEKTS

Sinergijas efekts veidojas dazadu sistému vai vienas sist€mas elementu apvienosanas
rezultata, kad ,viens vesels nav vienads ar ta elementu summu”. Tas nozimé, ka
sistemu/sist€mas elementu apvienoSanas rezultata pec bitibas veidojas jaunas kvalitates sisteéma.

Sinergijas efekts saistits tieSi IMK ka procesu, kur ikviens elements pastiprina citus,
tadejadi panakot lielako rezultatu. legiitais rezultats (pieméram, piesaistito patérétaju skaits,
atkartoto pirkumu skaits) no dazadu marketinga komunikacijas veidu vienlaicigas IstenoSanas un
apvienosanas var bt lielaks neka gadijuma, ja katrs no tiem tiktu stenots atseviski un p&c tam
iegltais rezultats summeéts. Tadgjadi, ja tick izmantoti dazadi marketinga komunikacijas veidi un
to izplatiSanas kanali, kas tiek pastiprinati ar komunikacijam ,,no mutes mute”, tad kopuma tie
vairo efektu, kas tiek iegits tikai no kontakta ar medijiem. Attiecigi patérétajs dod prieksroku
kadam zimolam p&c tam, kad jau vairakas reizes ir bijusi saskarsme ar marketinga komunikacijas
zinojumiem, tie prata paliek ilgaku laiku un parliecinosak ietekmé lémuma par pirkSanu
pienemsanu. Savukart, nepardomata IMK izmantoSana var izraisit pretéju — negativu — efektu,
paterétajs to var uztvert ka uzbazigu iejaukSanos vina riciba.

IMK sinergijas efekta maksimizgsana veidojas pateicoties piecam dimensijam:

e marketinga komunikacijas veidu, izplatiSanas kanalu, marketinga kompleksa
elementu un tirgus dalibnieku ricibas saskanoSana marketinga menedzmenta procesa;

e marketinga komunikacijas veidu integracija, istenojot to nevis mehaniski, bet saskana
ar produkta/zZimola pozicion€Sanu un tirgus segmentéSanu, merktirgus patnibam un
komunikacijas mérkiem;

e marketinga komunikacijas izplatiSanas kanalu integracija, Tistenojot to nevis
mehaniski, bet saskana ar marketinga komunikacijas veidiem, mérkauditorijas
Ipatnibam, produkta/zimola pozicionéSanu un komunikacijas mérkiem;

e |MK saskana ar produkta/zimola raksturojumiem, produkta cenu un sadales kanaliem;

e |MK saskana ar partneriem, citiem tirgus dalibniekiem uz liguma pamata.

Pozitivs sinergijas efekts izpauzas pakapeniski:

e ka papildus paterétaju piesaistiSana, esoSo paterétaju atkartotu pirkumu skaita
palielinasana un lojalo patérétaju patsvara palielinaSana kop@&ja patérétaju skaita;

e kauznémuma paterétaja kapitala palielinasana,;

e ka uzpémuma finanSu un marketinga raditaju — apgrozijuma, pelnas, tirgus dalas —
palielinasana.

Protams, pozitivs sinergijas efekts neveidojas automatiski. Japievér§ uzmaniba IMK
veidoSanas procesa iesp&jamiem SkérSliem, kas kave efektivu integrétas pieejas stenosanu:

e cso08as uznémumu organizatoriskas struktiiras lielakoties ir sakartotas péc funkcionala
un/vai specializacijas kritérija, kas apgriitina marketinga menedzmenta koncepcijas,
t.sk. IMK, istenoSanu;

e uzpémumu darbinieku pretestiba parmainam, kas apgrutina marketinga koncepciju
istenoSanu, savstarpéju saskanoSanu un informacijas apmainu IMK joma;

e uzpémumi IMK plano lielakoties Tsam laika periodam, lai noteikta laika posma tirg
gitu kadas prieksrocibas, tas ir pretruna ar IMK koncepciju, kuras uzmanibas centra
ir tiesi paterétajs un ilgtermina attiecibu veidosana ar to;

e agentlras u.c. uznémuma partneri, kas nodarbojas ar marketinga komunikaciju,
joprojam ir parak specializéti kada virziena (piem&ram, reklamas, sabiedrisko
saskaru, tie$a marketinga joma) un nav spg&jigi realiz&t integréto pieeju marketinga
komunikacijai.

2008. gada maija autores vadiba tika veikta ES valstu — Latvijas, lgaunijas un Lietuvas—
155 lielo un vidgjo uznémumu aptauja. Tika izmantota nejausa izlase. Komunikacijas metode
tika izmantota kombinéta — e-pasta aptauja un intervija pa talruni. P&tijuma meérkis bija noteikt
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IMK sinergijas efektu ietekm&josos faktorus un to ietekmes pakapi. Par sinergijas efekta (YY)
rezultatu tika izvel€ts piesaistito pirc€ju skaits.

Aptaujas rezultata tika sastadits IMK sinergijas efektu ietekmé&joso faktoru reitings (1-8):
1) zinasanas par IMK sinergijas efekta sasniegSanu (91% uznémumu parstavju, kas piedalijas
aptauja, novertgja o faktoru ka vissvarigako (X1);
2) marketinga specialistu kompetence un profesionalisms (78%) (X2);
3) IMK sinergijas efekta kvalitativas un kvantitativas vértéSanas metodikas izstrade (73%) (X3);
4) uznémuma finansialais stavoklis (68%) (x4);
5) savlaicigas un uzticamas informacijas par tirgus situaciju pieejamiba (65% (Xs);
6) argjas vides faktoru relativa stabilitate (51%) (xg);
7) uznémuma funkciong$anas/darbibas tirgt ilgums (42%) (x7);
8) uznémuma icksgjas vides faktoru relativa stabilitate (33%) (Xs).

Lai noteiktu mingto astonu faktoru IMK sinergijas efekta sasniegSanas ietekmes pakapi,
uznémumu parstavjiem tika piedavats tas novertét péc 10 ballu skalas. Rezultata tika sastadits
regresijas vienadojums:

Y =0,13 + 0,32x; + 0,25%, + 0,21X3 + 0,19%4 + 0,16%5 + 0,11%g + 0,07X7 + 0,05Xs (31)

No regresijas vienadojuma izriet, ka zinaSanas par IMK sinergijas efekta sasniegSanas
metodém un ta specifiku marketinga joma ir svarigakais faktors, kas reali ietekmé sinergijas
efektu uzp@émuma marketinga darbiba (regresijas koeficients 0,32). Tacu pétijjuma procesa tika
noskaidrots, ka 97% uznémumu triikst So zinaSanu.

Otrs svarigakais faktors ir marketinga specialistu profesionalitates un kompetences limenis
(regresijas koeficients 0,25). Jaatzimé, ka pirmais faktors — zinaSanu trikums — saistits arT ar
specialistu profesionalismu, proti, tika noskaidrots, ka darbiniekiem nepietiek kompetences
sinergijas efekta sasniegSanai marketinga kompleksa (t.sk. IMK) izmantoSanai.

TreSais svarigakais faktors ir atbilstoSas metodikas izstrade un izmantoSana (regresijas
koeficients 0,21). Tika noskaidrots, ka tikai 12% uzpémumu ir méginajusi veikt kvantitativu
sinergijas efekta vertg§jumu. Pargjie ir aprobezojusies ar kvalitativu analizi vai metodikas
trokuma dg], vispar nav méginajusi vertet.

Ceturtais svarigakais faktors ir uznémuma finansialais stavoklis (regresijas koeficients
0,19). Tas nozimé, ka tieSi marketinga budzeta nepietickamiba it ka nelauj reali istenot IMK
sinergijas efektu (to noradija 48% uzpe€mumu). P&c autores domam, $is faktors tika uzsverts
nepietickamu zinasanu dé] (1. faktors), jo tieSi IMK un tas rezultats — sinergijas efekts — lauj
uznémumam ietaupit finansu resursus. Pieméram, efektiva marketinga komunikacijas veidu un
izplatiSanas kanalu integracija veicina efektivaku marketinga budzeta izmantoSanu.

Par piekto svarigako faktoru tika uzskatita informacijas pieejamiba (regresijas koeficients
0,16). Informacijas nepietickamibu atzim&ja 71% uzpémumu. Nenoliedzot uzpeémumu
nodroSinasanas ar informaciju svarigumu, autore uzskata, ka liela méra $is faktors ir atkarigs no
pasa uznémuma, un iemesls nesp&jai laikus iegtit, apstradat un izanaliz€t nepiecieSamo
informaciju actmredzot ir nepietickama specialistu kompetence (2. faktors).

Attieciba uz argjas un ieks¢jas vides faktoriem jasecina, ka lielaka dala uzn€mumu noradija
uz to nestabilitati, bet to ietekmes pakapi uz IMK sinergijas efekta ieglisanu atzina par saméra
nelielu (regresijas koeficienti attiecigi 0,11 un 0,05). Autore uzskata, ka to var izskaidrot ar
uznémumu nesapratni par sinergijas efekta un vides saistibu. Pieméram, izradas, ka uzpémumi
praktiski neapskata integracijas iesp&ju starp visiem marketinga kompleksa elementiem, bet
sinergijas efektu saista tikai ar MK veidu un izplatiSanas kanalu integraciju.

P&c pieciem gadiem — 2013. gada aprili autores vadiba veiktie petijumi par IMK planoSanu
un istenoSanu Latvijas uzp@mumos (tika aptaujati 403 uzp@mumu parstavji) arl paradija
integrétas pieejas marketinga komunikaciju istenoSanu kav€joSos aspektus atkariba no
uznémuma lieluma. Izradas, ka salidzinajuma ar 2008.gadu nav mainijusies IMK un sinergijas
efekta TstenoSanu kavéjosSie aspekti. Joprojam, neatkarigi no uznémuma lieluma, ka galvenais
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iemesls tika minéts zinasanu un specialistu kompetences trikums. FinanSu resursu trikumu ka
IMK sinergijas efektu kavgjoSo aspektu mingja 8% no lielajiem, 14% no vidgjiem, 20% no
mazajiem un 25% no mikrouznémumiem. Attiecigi — 13%; 16%; 10%; 7% — uzradija planosanas
un savstarp&jas saskanoSanas sarezgitibu (argja vide) un 23%; 9%, 2% un 7% — uz ieksgjas vides
nesakartotibu. P&c bitibas uznémumi, neatkarigi no lieluma, uzradija vienus un tos pasus
kav€josos aspektus, attiecigi atSkiras tikai to ietekmes pakape.

No veiktajiem pétijumiem var secinat:
1) IMK sinergijas efekta isteno$ana, kas izpauZas piesaistito pirc€ju skaita paliclinasana,
neveidojas nejausi, bet ta ir mérktiecigas uznémuma darbibas rezultats un ir atkariga no
uznémuma spé&jas veikt parmainas iek$€ja vid€ un pielagoties arejai videi;
2) jarisina aktuala marketinga kompetences un profesionalisma trilkuma probléma. Sim noliikam
japilnveido augstskolu/koledzu studiju kursu programmas, jaorganizé seminari, konferences,
janodroSina attiecigas publikacijas;
3) IMK veido$ana un sinergijas efekta iegtiSana nav tik daudz atkariga no finansu resursiem (kas
vienmér bis nepietiekami), ka no efektivas to izmantosanas.
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4. INTEGRETAS MARKETINGA KOMUNIKACIJAS VADISANA

IMK vadisanas modelis ir atspogulots shémas veida (4.1.att.):

: 1. Uzpé€muma 4. Integrétas 5. Integrétas :
: integrétas marketinga marketinga :
| mirketinga Integrétas marketinga komunikacijas . komunikacijas |
: komunikacijas komunikacijas analitiska izplatiSanas 7| izplatisanas procesa :
I ieks§gjas un argjas funkcija procesa kontrole efektivitates I
: vides analize un korigéSana vertejumi :
I I
————— r———-

' |

L= . !

I I

2. Integrétas 3. Integrétas | |

marketinga marketinga | I

komunikacijas komunikacijas I I

planosana izplatiSanas l l

organizéSana un I I

istenoSana : :

A I I

| |

| I

Marketinga specialistu un tirdzniecibas personala motivacija

4.1.att. Integrétas marketinga komunikacijas vadiSanas modelis (izveidoja autore).

Integrétas marketinga komunikacijas vadiSanas sakumposms ir uznpémuma ieks$gjas un

argjas vides analize. Péc autores viedokla, IMK planoSanas procesu var sadalit vairakos
starpposmos:

OO ~NOUAWNBRE

. pirc€ju mérkgrupu noteiksana;

. pirc€ju ricibu tirgli modelésana;

. IMK meérku noteiksana;

. IMK planosanas saskanoSana ar uzn€muma meérkiem;

IMK budZeta planosana;
IMK izstrade un izvéle péc satura, struktiiras un formas;

. IMK izplatiSanas lidzeklu izv€le un planoSana;
. efektiva kontaktu ar mérkauditoriju biezuma noteikSana;
. IMK kalendara plana grafika sastadiSana.

Monografija tiek aprakstits katrs no minétajiem posmiem, pievérSot uzmanibu to

logiskiem saskanojumiem.

IMK planosana lietderigi izcelt $adus IMK veidus:

uzpemuma IMK, ko plano un realizé ikviens uzpémums neatkarigi no nozares, darbibas un
ipasuma veida. Sis IMK ietver: uznpemuma produktu reklamu (ieskaitot to 1paibas, labumu,
sortimentu, dizainu, zimolu u.c. konkuretspgjas priekSrocibas), uznémuma tela veidoSanas
komunikaciju, uzpémuma télu (imidza reklama), sabiedriskas saskarsmes, sponsorésanu,
produktu realizacijas veicinasanu, piedalisanos izstadgs;

specifiska razotaja IMK, ko plano un realizé produktu raZotaju (ieskaitot materializ&tus un
nematerializetus produktus). Sts IMK ietver: razotaja tirdzniecibas personala stimulgsanu,
tirdzniecibas uzpémumu stimulésanu, patérétaju izméginajumu un atkartotu pirkumu
motiveésanu;
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e specifiska tirgotaja IMK, ko plano un realizé produktu tirgotaji (galvenokart
mazumtirgotaji). Sis IMK ietver: veikala iek3gjo iekartojumu, gaisotni, reklamas zinojumus,
produktu demonstrésanu, cenu atlaides, produktu markesanu, interaktivu tirdzniecibu;

e tiesas IMK ar pateretajiem, ko plano un realizé visi uznémumi, kas vélas veidot tieSos
sakarus ar savu produktu paterstajiem un veikt MK bez starpniekiem. Saja shema atseviski
tiek izceltas sadas IMK: datu bazu marketings, pircéju lojalitates programmas, interaktivas
komunikacijas, personiska apkalpoSana.

IMK' 1stenoSanas process nepartraukti ir jakontrol€é un, nepiecieSamibas gadijuma, ir
jakorigé planosanas posma pienemtic lémumi. Piem&ram, var izcelt $adus marketinga
komunikacijas izplatisanas lidzeklu plana koriggjosus faktorus:

- marketinga komunikacijas izplatiSanas lidzekla nesavienojamiba ar komunikacijas zinojumiem

par produktu/zimolu;

- konkurentu marketinga komunikacijas izplatiSanas lidzekla aktiva izmantoSana;

- komunikacijas zinojuma paradiSanas laika nesaskanosana ar uzn€muma interesém;

- komunikacijas zinojuma skaita nesaskanoSana ar uzn€émuma interesém;

- komunikacijas zinojuma elementu (raksturojumu) nesaskanos$ana ar uznémuma interesém;

- komunikacijas zinojuma ievietojuma nesaskanosana ar uznémuma interesém.

Marketinga specialistu un tirdzniecibas personala motivacija ir viens no svarigiem IMK
efektivitates faktoriem, kuram japievers uzmaniba marketinga komunikacijas vadiSanas procesa.

2007.gada aprili autores vadiba bija veikta Latvijas uznémumu augstaka Itmena vaditaju
aptauja ar mérki noteikt marketinga komunikacijas vadiSanas problémas un atrast iesp&jas to
risinaSanai. Bija izmantota nejausa izlase. Bija veikta 418 lielo un vid&jo uznémumu parstavju
aptauja piecas Latvijas pilsétas: Riga, Jelgava, Liepaja, Valmiera un Daugavpils.

Veiktas aptaujas rezultata tika sastadits Latvijas uznémumu IMK vadiSanas problému
reitings (4.2.att.).
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Marketinga Nepietiekama Nepietiekams Zemas MK Gratibas MK Zema Neoptimalas Gratibas
informacijas sistémpieejas marketinga efektivitates efekta sinergijas MK minimala un
trokums (71%) izmanto3ana komunikacijas risks (59%) noteik$ana efekta risks integracijas maksimala
IMK vadisana bud?ets (65%) (53%) (46%) risks (42%) efektivitates
(68%) bieZuma

aprékina (33%)

4.2.att. Latvijas uznémumu integrétas marketinga komunikacijas vadiSanas problému
reitings (p&c autores veiktas aptaujas rezultatiem)

Galvenas marketinga komunikacijas vadiSanas problémas ir saistitas ar nepiecieSamas
marketinga informacijas trilkumu, ar nepietickamu sistémpieeju marketinga komunikacijai.

Vairakas problémas (zemas marketinga komunikacijas efektivitates risks, griittbas marketinga
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komunikacijas efekta noteikSana, zema/negativa sinergijas efekta risks, neoptimalas marketinga
komunikacijas integracijas risks un grutibas minimala un maksimala efektivitates biezuma
aprékind) ir saistitas ar marketinga specialistu nepietickamo kompetences limeni. Tadgjadi,
marketinga komunikacijas vadiSanas efektivitates paaugstinasanas nolukam uzpémumos
japievérs uzmaniba integrétajai pieejai, informativajam nodroSinagjumam un marketinga
specialistu kompetenceli.
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5. INTEGRETAS MARKETINGA KOMUNIKACIJAS PETISANA UN
EFEKTIVITATES VERTESANA

IMK joma, Iémumu pienemsanas efektivitate liela méra ir atkariga no informacijas apjoma
un tas precizitates. Savukart, nepiecieSamo informaciju biezi vien ir iesp&ams iegit tikai
petljuma procesa. Starp marketinga komunikacijas pétiSanas metodém var izcelt kvalitativas un
kvantitativas metodes.

Darba autore piedava $adu marketinga komunikacijas kvalitativo p&tijumu definiciju:

Marketinga komunikacijas kvalitativie pétijumi ir nestrukturizétas petnieciskas metodes,
kas balstas uz mazu izlasi, lai noteiktu marketinga komunikacijas lomu pirc€ju ricibas
motivacija, optimizétu marketinga komunikacijas planosanas, marketinga komunikacijas
zinojumu izstrades un marketinga komunikacijas izplatiSanas kanalu izvéles procesus.

Kvalitativas metodes (fokusa grupas, dzili personiskas intervijas, projektivas metodes)
palidz marketinga specialistam orientéties patérétaja aktivitaSu un intereSu sarezgitiba un
dazadiba, lai izstradatu optimalu marketinga komunikacijas strat€giju. Kvalitativas metodes tiek
izmantotas ar noliiku izzinat informaciju, kuru nevar tiesi noveérot un novertét, pieméram, izjiitas,
domas, nodomi un uzvediba, kuras nevar iegit tikai ar kvantitativam datu vakSanas metodém.
Lidz ar to, kvalitativas metodes tiek uzskatitas par izp€tes metodém, kas palidz izdibinat dzilaku
patérétaju ricibu tirgi.

Kvalitativo metozu nozimi marketinga uzsvéra vairaki pétnieki: G.A.Cerdils
(G.A.Churchill), T.I.Brauns (T.l.Brown), N.K.Malhotra (N.K.Malhotra), C.McDaniels
(C.McDaniel), R.Geits (R.Gates), R.A.Kruegors (R.A.Kruegor), G.Ereauts (G.Ereaut), M.Imms
(M.Imms), M.Callinghams (M.Callingham). Apkopojot attiecigo materialu par kvalitativam
metodém, autore ir nonakusi pie secinajuma, ka kvalitativo p&tijumu mérki ir $adi:

1) noteikt optimalo mérkauditoriju marketinga komunikacijai un tas raksturlielumus (t.sk.
runas stilu). Rezultata uzpémums nodro$ina sev marketinga komunikacijas efekta
maksimizeSanu, minimiz€jot marketinga komunikacijas izmaksas. Mérkauditorijas runas stila
pétisana var ictekmét to, cik labi patérétaji uztvers marketinga komunikacijas koncepciju un
zinojuma pasniegto informaciju;

2) noskaidrot majsaimniecibu locek]u lomu sadalfjumu lémumu par pirkumu piepemsanas
procesa;

3) izveidot pircgju ricibas modeli (konkrétam produktu kategorijam, konkrétiem produktu
zimoliem);

4) izpetit marketinga komunikacijas mérkus (pircéju informétibas pakapi par
produkta/zimola raksturlielumiem, pirc&ju attiecksmi pret produktu/zimolu). Rezultata var izvirzit
optimalos marketinga komunikacijas mérkus un izstradat efektivo marketinga komunikacijas
stratégiju, jo kvalitativas petljumu metodes laus noskaidrot kadi produkta/zimola izdevigumi un
pirkuma motivi jaakcenté marketinga komunikacijas zinojuma;

5) izpétit marketinga komunikacijas koncepciju un testét komunikacijas zinojumu;

6) noteikt marketinga komunikacijas izplatiSanas kanalu izvéles stratégiju;

7) izpétit marketinga komunikacijas komunikativo efektivitati.

Kvantitativie pétijumi (fiziologiskas metodes, aptaujas metodes, novéroSanas metodes,
ekspertu analizes metodes, eksperimenti) ir nepiecieSami, lai papildinatu kvalitativo pétijumu
rezultatus ar kvantitativiem datiem ar noliiku paaugstinat marketinga komunikaciju efektivitati.

Darba autore piedava $adu marketinga komunikacijas kvantitativo p&tijjumu definiciju:

Marketinga komunikacijas kvantitativie pétijumi ir strukturizétas pé€tnieciskas metodes,
kas balstas uz lielu izlasi, statistiskas analizes metodém, lai noteiktu kvantitativos raditajus par
tirgus situaciju, mérkauditorijas lielumu, struktiiru utt.

Kvantitativo metozu nozimi marketinga uzsvéra vairaki pétnieki: G.A.Cer¢ils
(G.A.Churchill), T.1.Brauns (T.L.Brown), N.K.Malhotra (N.K.Malhotra), C.McDaniels
(C.McDaniel), R.Geits (R.Gates). Apkopojot attiecigo materialu par kvantitativam metodem,
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autore ir nonakusi pie secinajuma, ka marketinga komunikacijas kvantitativo p&tijumu mérki ir
Sadi:

1) pircgju segmentéSana peéc lojalitates noteiktam zimolam un katras meérkgrupas
kvantitativo lielumu noteikSana. Tas ir nepiecieSams, lai istenotu diferenc€tu pieeju marketinga
komunikacijai ar dazadam pirc€ju grupam;

2) Zimola izdevigumu ranzéSana katra mérkgrupa;

3) pircgju profila sastadisana péc demografiskiem, socialekonomiskiem un psihologiskiem
raksturlielumiem;

4) pircgju atbildes reakcijas uz noteikto marketinga komunikaciju p&tisana;

5) pircéju kontaktu ar marketinga komunikaciju bieZuma pétiSana.

Lai nodro$inatu IMK vadiSanas procesu ar izsmeloSu un ticamu informaciju lietderigi
kombingét kvalitativas un kvantitativas metodes. Kvalitativas metodes palidz atklat likumsakaribu
mehanismu, kas konstatéts ar kvantitativo metozu palidzibu. Kvalitativa izp&te var bt lielisks
pamats un planosanas riks kvantitativas izp€tes nodrosinasanai. Ta var palidzet labak definét un
izprast marketinga komunikacijas problémas, ka ar1 noteikt hipot€zes pirms tiek ierosinata
kvantitativa izpéte. Tomér informativais nodroSindgjums ir viena no aktualakam marketinga
komunikacijas vadiSanas problémam Latvijas uzgémumos miisdienas, par ko liecina autores
vadiba veiktas aptaujas rezultati.

Viena no svarigakiem marketinga aktivitatem ir IMK efektivitates mérisana un vertésana,
kas ir pedgjais posms IMK planosanas un realizéSanas procesa.

AtbilstoSi paterétaju ricibai tirgii, autore piedava vertet tris IMK efektivitates veidus:

e komunikativa efektivitate;

e ckonomiska efektivitate;

e sociala efektivitate.

Visi mingtie efektivitates veidi atSkiras peéc raditajiem un pétiSanas metodeém, bet starp
tiem pastav arl mijiedarbiba: komunikativa efektivitate ietekmé ekonomisko efektivitati un Sie
divi efektivitates veidi savukart ietekme socialo efektivitati. Visus efektivitates veidus var saistit
arl kvantitativi, jo komunikativa efektivitate raksturo uznémuma patérétaja kapitala izmainas
(pieaugums vai samazinasanas), ekonomiska efektivitate — uznémuma finansu kapitala izmainas
(pieaugums vai samazinasanas), bet sociala efektivitate raksturo uznémuma abu divu kapitala
veidu attistibas potencialu.

IMK komunikativa efektivitate ir mérama no uzn€émuma patérétaju kapitala pieauguma vai
zaud@juma viedokla, proti, pat€rétaju piesaistiSanas, noturSanas un saglabasanas limena
salidzinajuma ar IMK izmaksam noteikta laika perioda. Starp marketinga komunikacijas
komunikativas efektivitates pétiSanas virzieniem autore izcel sadus:

e marketinga komunikacijas izplatiSanas kanalu efektivitate un popularitate dazadas

mérkauditorijas;

e konkreta produkta/zimola atpazistamiba, atceré$anas un attieksme pret to;

e marketinga komunikacijas zinojuma iedarbigums uz mérkauditoriju;

e marketinga komunikacijas zinojuma efektiva biezuma aprékins;

e Uznémuma t€ls un ta izmainas marketinga komunikacijas ietekmg;

e marketinga komunikacijas zinojuma sinergijas efekts atkariba no dazadu komunikacijas

izplatiSanas kanalu izmantoSanas;

e paterétaju riciba marketinga komunikacijas ietekmé.

IMK ekonomiska efektivitate tieck meérita ka uzn€émuma darbibas rezultatu attieciba pret
IMK izmaksam (realizacijas apjoms, pelna, tirgus dala u.c.) noteikta laika perioda.

IMK sociala efektivitate tiek meérita ka uzpémuma ieguldijums sabiedribas attistiba (t. sk.
no patérina, dzives veida, socialas atbildibas un atbalsta viedokla) attieciba pret IMK izmaksam
noteikta laika perioda.

2013.gada aprili autores vadiba bija veikta 400 Latvijas uznémumu parstavju aptauja. Bija
izmantota nejausa izlase. P&tjjuma mérkis: novertét IMK pielietoSanu un attistibu Latvijas
uznémumos. Petijuma uzdevumi:
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1) noskaidrot, kas uznémumos atbild par marketinga komunikacijas planosanu un
realizaciju, cik ilgam laika posmam tas tiek planotas;

2) noskaidrot uzp@mumu pieeju marketinga komunikacijai un citam marketinga aktivitateém
atveleta budzeta izmantoSanai;

3) izanalizét, vai istenotas marketinga aktivitates veicina uzpnémumu izvirzito mérku
sasniegSanu, vai MK 1stenoSanai atvéletie budzeta Iidzekli tiek teréti efektivi;

4) izanaliz&t, vai uzp€mumi ir izjutusi sinergijas efektu no IMK lietoS§anas un uzzinat
viedokli par to, kada lieluma uzpémumi Latvija izmanto IMK;

5) izanalizét, kas kave vai gluzi pretgji — veicina IMK ievieSanu, istenoSanu, talaku attistibu
Latvijas uznémumos;

6) noteikt, kurus IMK raksturojosos aspektus uzpémumi var attiecinat uz savu darbibu, ka
ar1 noteikt, kuriem no marketinga komunikacijas aspektiem uznémumiem japievers
lielaka vériba un kas $ai nolika jadara;

7) noskaidrot uznpémumiem aktualos p&tijumu virzienus, ka ari noteikt izaicinajumus tuvako
piecu gadu laika saistiba ar marketinga komunikaciju.

Latvijas uzpémumu pieeja marketinga komunikacijai atkariba no uzpémuma lieluma ir
paradita 5.1.attela:

liels (250 un vairak darbinieku) o 32% B koncentrédanis uz kadu noteiktu
marketinga komunikaciju veidu
vid&js (50-249 darbinieki) . 76% i} W haotiska, intuitiva, nesaskanota pieeja
marketinga komunikaciju veidiem

mazs (10-49 darbinieki) 48% . uznémums censasizmantot daZadus

marketinga komunikaciju veidus, bet
tam nav pilnigasizpratnes partiem

mikro (<10 darbinieki) - 33% . ® marketinga komunikaciju aktivitates

tiek riipigi planotas, tasir savstarpgji
saskanotas

0% 20% 40% 60% 80% 100%

5.1.att. Uzpémumu pieeja marketinga komunikacijai atkariba no uznémuma lieluma (péc
autores veiktas aptaujas rezultatiem)

Ka ir redzams 5.1.att€la dalgja integracija pamata novérojama Vidgjos uznémumos (76%),
savukart 53% lielo uzn@mumu parstavji uzskata, ka to marketinga aktivitates tiek riipigi planotas
un ir savstarpgji saskanotas (biitiba tajos ir IMK). Sadi rezultati liela méra saistiti ar to, ka lielaki
uznémumi var atlauties algot kvalificétakus un kompetentakus marketinga specialistus. Nereti
lielakie uzn@mumi darbojas tirgt ilgaku laika posmu. Turklat pietiekami liela nozime ir ar1 tam,
ka tajos, lielaka meéra ir ilgtermina skatfjums uz marketinga komunikaciju/tas saistitajiem
aspektiem. Sajos uznémumos ir izstradata noteikta marketinga stratégija, kas tiek integréta
kop€ja uznémuma darbibas stratégija. Tas attiecigi sekmé integrtas pieejas marketinga
komunikacijam istenoSanu.

5.2.att€la ir atspoguloti integrétas pieejas marketinga komunikacijai TstenoSanas kavéjosie
aspekti atkariba no uznémuma lieluma.

Jaatzimé, ka mikrouznémumi ka kav&joSo aspektu noradijusi ierobezotos finansialos
resursus. IMK tie saista ar lieliem, nevis zemiem izdevumiem un iesp&ju finanSu resursus
parvaldit efektivak, ko var€tu ietekmét tieSi specialistu kompetence $aja joma un izpratnes par
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IMK Iidz galam trukums. Lidziga situacija novérojama arl mazos uzpémumos. Autore uzskata,

ka tiem lielaka méra japieversas IMK.

Aplukojot datus péc uznémumu darbibas sféras, var noradit, ka raZoSanas uzneémumi
salidzinajuma ar par¢jiem vairak norada uz planoSanas un savstarp&jas saskanosanas sarezgitibu.
Ikviena no darbibas sferam ka nozimigakais IMK kav&josais aspekts tika noradita tiesi
marketinga specialistu kompetence attieciba uz IMK istenosanu. Atkariba no uznémumu

darbibas ilguma tirgii nozimigas atskiribas netika konstatétas.
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5.2.att. Integrétas pieejas marketinga komunikacijam istenoSanas kavéjo
atkariba no uznémuma lieluma (p&c autores veiktas aptaujas rezultatiem)
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5.3.att. Integretas pieejas marketinga komunikacijam IstenoSanas veicinoSie aspekti
uzpémumu lieluma griezuma (p&éc autores veiktas aptaujas rezultatiem)
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Ka redzams 5.3. att€la, visvairak tiesi lielos uznp@émumos marketinga specialisti pilnveido
savas zinasanas. Visos uznémumos ka nozimigs IMK veicinoSs aspekts ir vadibas iesaistiSanas
marketinga komunikacijas planosana un realizacija, kur visvairak to atzimé tieSi
mikrouznémumi, kas zinama méra saistits ar to, ka $ada lieluma uznémumos par marketinga
jautajumiem atbild viens cilveks, tostarp uzpémuma vaditajs, kas attiecigi lemj par noteiktu
marketinga pasakumu realiz€Sanu. Péc autores domam, ja papildus arl uznémuma vadiba ir
kompetenta IMK jautajumos, ka ar1 ir ieintereséta un gatava parmainam, tas pozitivi atsaucas uz
virzibu uz IMK un to 1stenoSanu uznémuma.

Kopuma no veikta pétijuma izriet $adi secinajumi:

1) pietickami liela dala (68%) uznémumu ir orientéti uz patérétajiem, kas ir nozimigs IMK
aktivitasu sakuma punkts, lai talak izstradatu marketinga strategiju;

2) parsvara Latvijas uznémumiem ir istermina skatfjums uz marketinga aktivitasu
planosanu, toties IMK paredz ilgtermina pieeju;

3) IMK uznémumos tiek uzskatita drizak par izdevumiem, nevis investicijam, un tam
atvéléto budzeta apméru ietekmé vispargja valsts ekonomiska situacija un uzn€muma darbibas
rezultati;

4) pietickami nozimiga dala uznémumu koncentrgjas tikai uz kadu atsevisku marketinga
komunikacijas veidu vai arT marketinga komunikacijas aktivitates isteno haotiski, intuitivi un
nesaskanoti, taja pasa laika, uzp€émumiem kliistot lielakiem, novérojams, ka tajos lielaka mera
paradas virziba uz IMK un tas 1stenosanu;

5) uzpe@mumu Tstenotas marketinga aktivitates lielakoties sekmé& izvirzito mérku
sasniegSanu, ka ar1 to 1stenoSanai atvéletie [idzekli tiek teréti diezgan efektivi, tomer $aja zina vel
aizvien novérojams pilnveidoSanas potencials;

6) parsvara uznémumi apzinas, ka efekts no marketinga komunikacijas veidu savstarp&jas
kombin&s$anas un saskanosanas ir lielaks neka tad, ja tie tiek realizeti atseviski, un ka galvenais
uzsvars jaliek tiesi uz pozitiva sinergijas efekta sasniegSanu;

7) kopuma IMK attistibu kavé dazadi aspekti, no kuriem var akcentét marketinga
specialistu kompetences trikumu, istermina skatijumu uz marketinga komunikaciju, ka ari
planosanas un savstarpgjas saskanosanas sarezgitibu;

8) IMK istenosanu sekmé tas, ka uznémuma augstaka pozicija tiek izvirzita attiecibu
veidoSana ar patérétajiem, specialisti regulari pilnveido savas zinaSanas, ka ar1 vadibas
iesaistiSanas marketinga komunikacijas planosana un realiz€Sana, kur jo seviski liela loma ir
vaditaju izpratnei par IMK;

9) ka aktualakie p&tijumu virzieni ir patérétaju apmierinatiba ar uznémuma piedavajumu,
marketinga komunikacijas efektivitate un to attistiSana ilgtermina, savukart ka nozimigus
izaicinajumus sava darbiba uznémumi saskata lojalitates veidoSanu un noturéSanu, ka ari
tehnologiju attistibu/digitalizaciju un to sniegto iesp&ju izmantosanu;

10) veikta pétijuma rezultati rada, ka uznémumos nav pietiekamas izpratnes par IMK, tas
Ipatnibam un sniegtajam priekSrocibam.

2014.gada autores vadiba bija veikta ekspertu vert§jumu analize ar mérki noskaidrot
Latvijas marketinga profesionalu vértéjumu par marketinga efektivitates metozu lietoSanas un
marketinga raditaju analizes praksi Latvijas uzn€mumos un to ietekmé&joSajiem faktoriem.

Situaciju analiz€a un novérteja 9 piesaistitie eksperti, t.sk. SIA Reach Marketinga
agentaras, SIA Internet Marketing Group vaditaji, Marketinga stratégiskas agentiiras mCloud un
biedribas Latvijas Marketinga profesionalu kolégijas valdes locekli, kam ir liela pieredze un
plasas zinasanas marketinga p&tijumu joma.

Latvijas uzn€mumu novertejuma iegiitie rezultati atspogulo zinamu vienpratibu par vairaku
marketinga mériSanas grupu un to lictoSanas biezumu. Visi aptaujatie eksperti uzskata, ka
visbiezak Latvijas uznpémumi mériSanai izmanto finanSu raditajus: kopgjais pardosanas apjoms,
pelna, tira pelna, pelpa no kapitala ieguldijuma (ROI), ekonomiska pelpa (EVA), ieksgjas
atdeves koeficients (IRR), pelna no marketinga investicijam (ROMI) u.c. Sis ekspertu vértgjums
saskan ar daudzos literatiiras avotos, zinatniskos rakstos un publikacijas atzito, ka uzn€mumi
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lielakoties palaujas tieSi uz finanSu raditaju mérjjumiem, lai kontrolétu un noveértetu ari savu
marketinga aktivitasu efektivitati un kop€jo uznémuma sniegumu, pieskirot raditajai ienakumu
plusmai vislielako nozimi. Bet, ja uzne@mums vélas pilnvertigi attistities ar ilgtermina strat€gisku
orientaciju, ar finansu raditaju merisanu vien nepietiek.

P&c ekspertu vértgjumiem, dazadu marketinga mérisanas raditaju izmantoSanas biezumu
Latvijas uznémumos, iepriekSminétas raditaju grupas var sarindot sadi:

1) finanSu mériSanas raditaji. Vidgjais ekspertu novertejums 1,33 — visbiezak izmantotie raditaji
marketinga efektivitates kontroles un novertésanas ietvaros;

2) raditaji, kas attiecinami uz produkta novert€jumu. Vidgjais verte§jums 3,33 — diezgan biezi
izmantoti raditaji;

3) tirgus mérisanas raditaji (piemé&ram, tirgus aptvere, kopgjais tirgus ienesigums, potencialo
pircgju skaits tirgt u.c.). Vidgjais ekspertu vertéjums 3,33 — diezgan biezi izmantoti raditaji;

4) komunikacijas efektivitates mérisanas raditaji (pieméram, klikska izmaksas (CPC), 1000
ekspoziciju izmaksas (CPM), sasniedzamiba (reach), reklamas dala (SOV) u.c.). Vidgjais
ekspertu vert€jums 4,78 — samera biezi izmantoti raditaji;

5) sadales kanalu efektivitates mériSanas raditaji (pieméram, plaukta dala lielveikala, kanala
efektivitate, kanala tirgus dala u.c.). Vidgjais novertéjums 5.78 — samera reti izmantoti raditaji;

6) paterétaju domu, uzskatu un attiecksmju mériSanas raditaji (pieméram, lietpratibas Iimenis,
velme iegadaties, vélme meklet u.c.). Vidgjais vertejums 7.22 — diezgan reti izmantoti raditaji;

7) Raditaji, kas attiecinami uz zimolu novért€§jumu ( pieméram, informé&tiba par zZimolu, zimola
vertiba u.c.) vidgjais vert§jums 7.33 — reti izmantoti raditaji;

8) patérétaju uzvedibas mériSanas raditaji. Vidéjais ekspertu novertéjums 7.89 — reti izmantoti
raditaji.

Eksperti vislielako nozimi vidéja termipa marketinga stratégiskas planoSanas un
realizacijas konteksta pieskir patérétaju uzskatiem, attieksmei un uzvedibai, ka arl tirgus
mérisanas raditajiem. Tas nozimé, ka Latvijas uznémumiem vismaz reizi tris gados ir ieteicams
veikt marketinga pétijumus, lai labak izprastu izmainas tirgii, patérétaju uzvediba un attiecksmé,
lidz ar to sp&jot adekvati reagét uz konstatétajam izmainam.

Ekspertiem vajadz&ja novertét astonu faktoru ietekmi uz Latvijas uznémumu vajadzibu un
sp&ju praktiski un stratégiski pamatoti lictot marketinga efektivitates mérisanas raditajus. Minétie
faktori ir sadi:

1) Latvija pastavoSais marketinga vaditaju un specialistu zinaSanu limenis par marketinga
aktivitaSu mériSanas raditajiem,;

2) Latvija pastavoSais uznémumu augstaka Itmena vadibas zinaSanu limenis par marketinga
aktivitaSu mériSanas raditajiem,;

3) uznémumu vélésanas [imenis investét papildu [idzeklus marketinga efektivitates mérisana;

4) uznémumu darbibas nozaru Tpatnibas;

5) uznémumu reputacijas ietekme;

6) kopgjas paterina Ipatnibas Latvija;

7) kopgjais patérina apjoms Latvija;

8) Latvijas tirgu raksturojosas pazimes — lielums, demografiska situacija, lémuma par pirkumu
pienemsanas Tpatnibas u.c.

P&c ekspertu viedokla, marketinga mériSanas raditaju lietoSanu negativi ietekmé augstaka
limena vaditaju zinaSanu Itmenis par marketinga efektivitates mériSanas raditajiem, ka art par to,
ka nekadu ietekmi uz marketinga mériSanas praksi, péc visu triju ekspertu domam, neatstaj
Latvijas uzn€mumu darbibas nozaru Ipatnibas.

Tadgjadi, veicot IMK pétijumus, vért§jot marketinga komunikacijas efektivitati, var
izmantot dazadas kvalitativas un kvantitativas pétiSanas metodes un to kombinaciju. Galvenais,
konkrétam pétijuma mérkim izvéleties atbilstosu zinatniski pamatotu metodologiju.

30



PROMOCIJAS DARBA (MONOGRAFIJAS) GALVENIE SECINAJUMI

UN PRIEKSLIKUMI

Pamatojoties uz darba veikto pétijumu, autore ir nonakusi pie sekojoSiem galvenajiem

secinajumiem:

1.

Misdienas, 1stenojot IMK, uzn€mumi var integrét Sadus 8 marketinga komunikacijas
veidus: reklama, produktu realizacijas veicinasana, sabiedriskas saskarsmes,
sponsorésana, izstades, tieSais marketings, interaktivais marketings, personiska
apkalposSana, analiz&jot tos masu un personiskas marketinga komunikacijas griezuma.
Misdienu skatijums uz IMK ir daudzpusigs: no vienas puses ta ir paradiba, no otras
puses — process, bet neatkarigi no tas izskatiSanas aspekta, IMK ir saistita ar marketinga
komunikacijas veidu integraciju, ar marketinga komunikacijas izplatiSanas kanalu
integraciju, ar marketinga aktivitasu integraciju, ar tirgus dalibnieku integraciju.
Uzpémuma marketinga komunikacijas integracijas procesa var izcelt $adus posmus:
nulles ITmena integracija; nepamatota, drizak intuitiva integracija; pamatota, bet dal&ja
integracija; pamatota un pilniga integracija. Apzinati vai neapzinati jebkura Latvijas
uzneémuma ir sasniegts kads noteikts IMK limenis.

Patérétaja kapitals ir uzn€muma ilgtermina un pastavigu attiecibu ar patérétajiem sist€éma,
kas veido nematerialus aktivus un paaugstina uzpémuma tirgus vertibu, ka art nodroSina
ta ilgtsp&jigu attistibu. Lojalie patérétaji veido uznémuma paterétaja kapitala pamatu,
tapéc IMK ir liela nozime patérétaju lojalitates veidoSana un noturé$ana.

Uzpémuma patérétaja kapitala veidoSanas modeli notiek $adu elementu mijiedarbiba:
patérétaju kapitals, patérétaju lojalitate, marketinga p&tijumi un IMK.

Latvijas pat€rétaju aptauja paradija marketinga komunikacijas lielu nozimi paterétaja
kapitala veidoSana, ipasSi akcent€jot uzmanibu uz zimola un uzpémuma marketinga
komunikaciju, uz reklamas kvalitati, ka ar1 uz satura marketingu.

IMK un sinergijas efekta isteno$ana ir mérktiecigas uznémuma darbibas rezultats un ir
atkariga no uznémuma sp€jas veikt parmainas ieksgja vidé un pielagoties argjai videi.
Istenojot integréto pieeju marketinga komunikacijai, var radit gan negativo, gan pozitivo
sinergijas efektu.

Zinasanas par IMK sinergijas efekta sasniegSanas metodém un ta specifiku marketinga
joma ir svarigakais faktors, kas reali ietekmé sinergijas efektu uznémuma marketinga
darbiba. Latvijas, Lietuvas un Igaunijas uznp€mumu aptaujas rezultata tika noskaidrots, ka
97% uzn€mumu trikst So zinasanu.

IMK veidosana un sinergijas efekta iegtiSana nav atkariga tik daudz no finansu resursiem
(kas vienmér biis nepietiekami), ka no efektivas to izmantoSanas.

10. Marketinga specialistu un tirdzniecibas personala motivacija ir viens no svarigiem IMK

efektivitates faktoriem, kuram japieverS uzmaniba marketinga komunikacijas vadiSanas
procesa.

11. Galvenas marketinga komunikacijas vadiSanas problémas ir saistitas ar nepiecieSamas

marketinga informacijas trikumu, ar nepietickamu integréto pieeju marketinga
komunikacijas vadiSanai. Vairakas problémas (zemas marketinga komunikacijas
efektivitates risks, griitibas marketinga komunikacijas efekta noteikSana, zema sinergijas
efekta risks, neoptimalas marketinga komunikacijas integracijas risks un griitibas
minimala un maksimala efektivitates biezuma aprékina) ir saistitas ar marketinga
specialistu nepietickamo kompetences limeni.

12. IMK joma, léemumu pienemsanas efektivitate liela mera ir atkariga no informacijas

apjoma un precizitates, t.i. no izvélétas metodes zinatniska pamatojuma un atbilstibas
petijuma mérkim.

31



13. Diezgan liela Latvijas uzp€mumu dala ir orientéta uz patérétajiem, kas ir nozimigs IMK
aktivitasu priekSnosacijums, tomer, parsvara Latvijas uznp€mumiem ir istermina skatijums
uz marketinga aktivitaSu planoSanu, toties IMK paredz ilgtermina pieeju.

14. IMK Latvijas uzpémumos tiek uzskatita drizak par izdevumiem, nevis investicijam, un
tam atveleto budzeta apmeru ietekmé vispargja valsts ekonomiska situacija un uzpémuma
darbibas rezultati. Tapéc liela dala uzpémumu koncentréjas tikai uz kadu atsevisku
marketinga komunikacijas veidu vai ar1 marketinga komunikacijas aktivitates Isteno
haotiski, intuitivi un nesaskanoti, taja paS$a laika, uznémumiem klustot lielakiem,
noverojams, ka tajos lielaka méra paradas virziba uz IMK un tas TstenoSanu.

15. Parsvara Latvijas uzpémumi apzinas, ka efekts no marketinga komunikacijas veidu
savstarp&jas kombinéSanas un saskanoSanas ir lielaks neka tad, ja tie tiek realizéti
atseviski, un ka galvenais uzsvars jaliek tieSi uz pozitiva sinergijas efekta sasniegSanu.

16. Kopuma IMK attistibu kavé dazadi aspekti, no kuriem var akcentét marketinga
specialistu kompetences trilkumu, Tstermina skatijumu uz marketinga komunikaciju, ka
ar1 planosanas un savstarpgjas saskanosanas sarezgitibu.

17. Visbiezak Latvijas uzp€émumi mérisanai izmanto finanSu raditajus: kop€jais pardosanas
apjoms, pelna, tira pelna, pelna no kapitala ieguldijuma (ROI), ekonomiska pelna (EVA),
ieksgjas atdeves koeficients (IRR), pelna no marketinga investicijam (ROMI) u.c.

18. P&c ekspertu viedokla, marketinga mériSanas raditaju lietoSanu negativi ietekme augstaka
limena vaditaju zinaSanu limenis par marketinga efektivitates merisanas raditajiem.

19. Promocijas darba izvirzitie uzdevumi ir izpilditi un meérkis ir sasniegts. Darba veikta
zinatniska izp€te un analize apstiprina darba izvirzito hipotézi, ka IMK, kura ir orienteta
uz paterétaja kapitala veidoSanu un pozitiva sinergijas efekta radisanu, nodroSina Latvijas
uznémumu darbibu atbilstos$i paterétaju vajadzibam.

Balstoties uz darba veikto analizi un izdaritajiem secinajumiem, autore izvirza $adus
priekslikumus:
1. Latvijas uzp@émumu marketinga struktiirvienibam:

e Tstenot katru no marketinga komunikacijas integracijas posmiem, optimizgjot
integrétas marketinga komunikacijas procesu no izmaksu samazinasanas un
efektivitates palielinasanas viedok]a;

e integrétajai marketinga komunikacijai nodroSinat orienteto uz patérétaju kapitala
veidoSanas pieeju;

e integrétas marketinga komunikacijas T1stenoSanas procesa izvertet dazadas
integracijas dimensijas, iespgjama sinergijas efekta pétisanas konteksta;

e nodroSinat marketinga pétijjumu un integrétds marketinga komunikacijas
mijiedarbibu patérétaja kapitala veidoSanas procesa, 1pasi akcent€jot uzmanibu uz
zimola un uzgpémuma marketinga komunikaciju, uz IMK zinojuma kvalitati, ka ar1
uz interaktivam marketinga komunikacijam.

2. Latvijas uznémumu marketinga specialistiem:

e pieverst lielako uzmanibu IMK saturam un ta atbilstibai produkta/zimola uztverei
no pateérétaju viedokla, jo marketinga komunikacija sp€j samazinat patérina risku;

e regulari pilnveidot savas zinaSanas, t.sk. par IMK sinergijas efektu un ta
sasniegSanas metodém, par IMK efektivitates mérisanas metodém, jo nozares
attistiba notiek loti strauji;

e kombinét kvantitativas un kvalitativas pétiSanas metodes atbilstoSi pétijuma
mérkim, veicot IMK pétijumus.

3. Latvijas uznémumu marketinga vaditajiem:

e |IMK vadiSanas procesa izmantot sistempieeju, veidojot marketinga datu bazi un

nodro$inajot atbilstoSu marketinga informaciju.
4. Latvijas uznémumu vadibai:
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veikt sadarbibu ar marketinga struktiirvienibu vaditajiem marketinga specialistu un
tirdzniecibas personala motivacijas sistémas izstradg, jo tas ir viens no svarigiem
IMK efektivitates faktoriem marketinga komunikacijas vadiSanas procesa;
iesaistities IMK vadisana, lai nodroSinatu IMK sinergijas efektu, kas izpauzas
paterétaju piesaistisSana, noturéSana un saglabasana,

pilnveidot uzpémuma ieks$€jo komunikacijas vidi, TpaSu véribu pievérsot
darbinieku apmacibai, motivacijai, kKomunikacijai ar paterétajiem.

5. Latvijas augstskolam:

nodrosinat nepartrauktas marketinga specialistu kompetences paaugstinasanu. Sim
nolikam regulari pilnveidot studiju kursu programmas, organizét seminarus,
konferences, t.sk. par IMK sinergijas efektu un ta sasniegS8anas metodém, par IMK
efektivitates meriSanas metodém, veikt marketinga pétijjumus par IMK
aktualitatéem un nodroSinat attiecigas publikacijas.

6. Marketinga agentiram:

istenojot uznémumu IMK planoSanu, izmantojot sistémpieeju, veikt dazadu
integracijas dimensiju izvertéSanu pozitiva sinergijas efekta radiSanas un
uzpémuma patérétaja  kapitala veidoSanas konteksta, kas nodroSinas
uznémeéjdarbibas attistibu atbilstosi patérétaju vajadzibam.

7. Marketinga pétfjumu agentiram:

veikt pétijumus konkrétajas sferas par dazadu IMK izplatiSanas kanalu ietekmi uz
patérina vértibu un uznémuma paterétaja kapitalu, petijumus par marketinga
komunikacijas dazadu dimensiju integracijas sinergijas efekta radisanas varbitibu
€s08aja tirgus situacija.
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DOCTORAL THESIS (MONOGRAPH) ABSTRACT

The aim of the doctoral thesis (monograph) is to develop theoretical basis and procedural
guidelines for the implementation of integrated marketing communication and study of its
efficiency, based on the results of analysis of special economic literature and marketing
communication of Latvian companies, and to make proposals for the improvement of marketing
communication of Latvian companies.

The doctoral thesis has been developed as scientific monograph. The scientific monograph
“Integrated Marketing Communication” (2015) is a peer-reviewed scientific book (reviewers:
prof., acad. B.Rivza, prof. B.Sloka, prof. 1.Stecenko, assoc. prof. D.Zelmenis), that is devoted to
a single theme, and it is available internationally in scientific information repositories (Library of
Congress of the USA and National Library of Latvia); it contains a bibliography and a summary
in foreign language. The monograph is set out on 872 pages (1% volume - 464 p., 2™ volume -
408 p.). There is a written confirmation of J.Salkovska’s contribution to the preparation of the
monograph, estimated at 50%, received from prof. Valérijs Praude, the co-author of the scientific
monograph (V.Praude - 436 p., J.Salkovska - 436 p.).

The scientific monograph is set out in six parts. The first part gives an explanation of
integrated marketing communication (IMC); the factors, influencing internal and external
environment, are considered; IMC-making process is examined. The second part is devoted to
marketing communication planning, coordination and management, including budgeting. The
authors especially emphasize the determination of consumer target audiences, consumer
behavior market modeling, the determination of communication objectives and the importance of
product/brand positioning in IMC-making process. The basics of IMC development according to
the stipulated communication objectives are also considered. The third part deals with all types
of mass IMC - advertising, product sales promotion, public communication, sponsorship and
exhibitions - and the analysis of the advantages, disadvantages and application possibilities of
each of these IMC types. The particularities of manufacturer’s and seller’s IMC are emphasized.
The fourth part deals with the types of personal IMC - direct marketing communication,
interactive marketing communication, and personal service. The fifth part is devoted to the
selection, planning and organizing of integrated marketing communication distribution channels.
The sixth part is devoted to the problems of IMC research and efficiency valuation as well as
ethical aspects of marketing communication.

The doctoral thesis (monograph) comprises 167 figures and 170 tables. The list of
bibliography contains over 360 information sources.

Keywords: integrated marketing communication, advertising, product sales promotion,
direct marketing communication, interactive marketing communication, public communications,
sponsorship, personal service, exhibitions, synergy effect, consumption value, consumer capital,
consumer loyalty.
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GENERAL CHARACTERISTIC OF THE DOCTORAL THESIS
(MONOGRAPHY)

The doctoral thesis (monograph) actuality. Nowadays, the consumer-oriented marketing
concept is very popular. In such circumstances, only open systems can achieve the desired result,
actively communicating with other market entities. Of course, the efficiency of communication
is influenced by several factors, amongst which in particular integration of marketing
communication may be noted. Nowadays, it is necessary to provide flexible, adaptive and, at the
same time, also innovative marketing communication, as consumers’ demands to goods and
services are growing steadily. Therefore the provision of IMC is important for market entities in
both public and private sector. The topicality of research of IMC implementation problems is
also determined by the following factors:

- In Latvia, no in-depth research in scope of IMC has been conducted;

- The development of competitiveness and sustainability of Latvian market entities is
essential both in local market and in the market of the European Union (EU);

- IMCs relate not just to business entities and individual consumers, but also to public
interest in general.

After Latvia’s integration with the EU and introduction of euro, theoretical and
methodological aspects of IMC have become even more essential due to increased competition
for consumers. In course of time the consumer himself or herself becomes becoming wiser,
pickier and more demanding; he or she wants to get extensive truthful information about the
products, existing in the market and the new ones. For this purpose, he or she both uses the
proposed marketing communication types and communicates with other consumers himself or
herself. Latvian companies insufficiently use integrated approach to marketing communication in
their business. Consequently, the research of IMC problems is a very topical theme also from the
practical point of view. IMC help the company to resolve the problems that exist in the market in
order to attract, maintain and retain consumers for their products/brands.

IMC research problem is recognized in scientific literature and scientific papers. Amongst
Latvian scientists those that have researched IMC are V. Praude, A.Batraga. Abroad a variety of
integrated marketing communication aspects has been investigated by P.Kotler, K.L.Keller,
T.A.Shimp, P.1.Kitchen, D.E.Shultz, W.F. Van Raaij, I.Brignell, T.Li, C.S.Jones, K.E.Clow,
D.Baack, I.Barnett, C.Moriarti, 1.Rossiter, L.Percy, W.M.Pride, O.C.Ferrell, M.D.Hartline, P. De
Pelsmacker, M. Geuens, I. Van den Bergh, N. Capon, I. Mac Hulbert, M. McDonald, M.
Christopher, G. Matserman, H. E. Wood, W.F.Arens, M.F.Weigold, and C.Arens. The author
C.Fill in his IMC researches emphasized interactive marketing communication, but P.R.Smith
and Ze Zook — marketing communication in social media. T.Ambler’s researches on marketing
communication efficiency valuation methods arouse interest. However, there is a lack of
complex approach to theoretical and methodological aspects of IMC as well as in-depth study of
IMC implementation by Latvian companies. The disadvantages of the mentioned researches
determined the choice of the subject of the doctoral thesis (monography) and its topicality.

The aim of the doctoral thesis (monograph) is to develop theoretical basis and
procedural guidelines for the implementation of integrated marketing communication and study
of its efficiency, based on the results of analysis of special economic literature and marketing
communication of Latvian companies, and to make proposals for the improvement of marketing
communication of Latvian companies.

The following tasks have been set forward to accomplish the aim of the doctoral research
thesis (monograph):

The dissertation (monograph) to achieve the following tasks:

1. To carry out special economic literature analysis on IMC theoretical aspects;
2. To analyze marketing communication, implemented by Latvian companies;
3. To investigate IMC in the context of consumer capital formation;

4. To conduct an IMC research in the context synergy effect development;
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5. To carry out the analysis of IMC efficiency valuation methodologies, used by
Latvian companies;

6. To develop procedural guidelines for IMC management;

7. To develop proposals for Latvian companies to improve marketing communication.

The research object is IMC.

The subject of the research is IMC management methodology.

Research hypothesis: IMC, oriented on consumer capital formation and the development
of positive synergy effect, ensure the functioning of Latvian companies according to consumer
needs.

The research period is from 2005 to 2015. The selected time period is sufficiently long to
analyze marketing communication development trends and problems of their implementation in
Latvian market.

Characteristics of literature and data sources. Theoretical, methodological and
informational basis of the doctoral thesis is special economic literature, foreign and Latvian
scientists’ published scientific works and researches, regulation of the Republic of Latvia,
official statistical data, Latvian Advertising Association data, marketing agency TNS researches,
as well as the results of empirical researches, conducted by the author.

Research methods. The following research methods have been applied in the doctoral
thesis:

1. Abstract analysis of literature;

2. Quantitative research method - interrogation (survey of the population of Latvia, Latvian
companies’ managers and marketing specialists survey, and survey of representatives of
companies of neighboring countries (Estonia and Lithuania), including also using panel
method;

3. Qualitative research methods - expert interview, focus group discussion;

4. Statistical analysis methods - data grouping, comparison, regression analysis and
correlation analysis.

The data, collected as the result of interrogation, have been processed by Microsoft Office Excel
and SPSS program.

The grounds of the doctoral thesis (monograph) content. The doctoral thesis has been
developed in the form of scientific monograph (authors: V.Praude and E.Shalkovska). The
scientific monograph is set out in six parts. The first part gives an explanation of integrated
marketing communication (IMC); the factors, influencing internal and external environment, are
considered; IMC-making process is examined. The second part is devoted to marketing
communication planning, coordination and management, including budgeting. The authors
especially emphasize the determination of consumer target audiences, consumer behavior market
modeling, the determination of communication objectives and the importance of product/brand
positioning in IMC-making process. The basics of IMC development according to the stipulated
communication objectives are also considered. The third part deals with all types of mass IMC
- advertising, product sales promotion, public communication, sponsorship and exhibitions - and
the analysis of the advantages, disadvantages and application possibilities of each of these IMC
types. The particularities of manufacturer’s and seller’s IMC are emphasized. The fourth part
deals with the types of personal IMC — direct marketing communication, interactive marketing
communication, and personal service. The fifth part is devoted to the selection, planning and
organizing of integrated marketing communication distribution channels. The sixth part is
devoted to the problems of IMC research and efficiency valuation as well as ethical aspects of
marketing communication.

Doctoral thesis (monography) volume. The monograph is set out on 872 pages (1%
volume - 464 p., 2" volume - 408 p.). There is a written confirmation of J.Salkovska’s
contribution to the preparation of the monograph, estimated at 50%, received from prof. Valérijs
Praude, the co-author of the scientific monograph (V.Praude - 436 p., J.Salkovska - 436 p.). The
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doctoral thesis (monograph) comprises 167 figures and 170 tables. The list of bibliography
contains over 360 information sources.

Author’s scientific and practical contribution. The author of the doctoral thesis
(monograph) has developed the following novelties within the doctoral thesis (monograph):

1) An original complex IMC research has been conducted in Latvia for the first time.
Previously mostly researches of corporate marketing communication with customers without
integration context or researches of certain types of marketing communication had been
conducted.

2) A conceptually new theoretical approach to IMC management, based on company’s
consumer capital formation, is proposed. Consumer capital and IMC interaction model is
developed.

3) An IMC definition, as well as company’s integrated marketing communication
implementation stages are proposed; an IMC model is developed, that includes 8 types of
marketing communication: advertising, product sales promotion, public communication,
sponsorship, exhibitions, direct marketing, interactive marketing, and personal service.

4) A conceptually new theoretical approach to IMC management, based on positive
synergy effect development, is proposed,;

5) An IMC management model is developed, that emphasizes IMC analytic function and
its interaction with other management functions. Such an approach promotes consumer loyalty to
the company/brand.

Author’s contribution to practical novelties of the doctoral thesis (monograph):

1) The impact of integrated marketing communication and other factors on the formation of
consumer capital of Latvian companies has been evaluated for the first time in Latvia.

2) The factors, influencing integrated marketing communication synergy effect in Latvian,
Lithuanian and Estonian large and medium-sized enterprises and their impact has been evaluated
for the first time in the Baltic market.

3) Certain problems of integrated marketing communication management have been
revealed for the first time in Latvia; proposals to address them are developed.

4) The level of integrated marketing communication application and development in
Latvian companies has been evaluated as well as the efficiency of marketing methods application
and the practice of analysis of marketing performance indicators in Latvian companies and its
influencing factors have been investigated for the first time in Latvia.

5) As the result of the research, conducted in scope of the doctoral thesis (monograph),
proposals to marketing departments and business executives of Latvian companies, marketing
professionals, marketing agencies and marketing research agencies are developed.

6) The results of the study are included in the course “Integrated Marketing
Communication” of Master in Management Science program of the Faculty of Economics,
University of Latvia, and are reflected in a number of scientific publications and presented at
international scientific conferences.

The doctoral thesis (monograph) sets the following theses for defense:

1) IMC management should focus on consumer capital formation in order to ensure the
company’s performance in accordance with consumers’ needs and long-term
relationships with consumers (thesis evidence is mainly reflected in paragraph 3.1,
paragraph 3.2 and chapter 15 of the doctoral thesis (monograph)).

2) IMC should be based on positive synergy effect development in order to ensure the
company’s competitiveness (thesis evidence is mainly reflected in paragraph 1.2,
paragraph 1.4 and paragraph 3.4 of the doctoral thesis (monograph)).

3) In management of IMC, one should emphasize analytical function and its interaction with
other IMC management functions that stimulate company development according to the
needs of consumers (thesis evidence is mainly reflected in part 2, paragraph 3.3, chapter
18, chapter 22, and chapter 23 of the doctoral thesis (monograph)).
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Approbation. Theoretical and practical results of the research have been discussed on
June 18, 2015, during extended meeting of the Department of Marketing of the Faculty of
Economics and Management, University of Latvia.

The main results of the research have been presented to a wide range of scientists,
specialists and managers:

e In the research process 22 scientific articles in Latvian and English, and 2 textbooks in
Latvian have been prepared and published,;

e Based on the key thesis of the doctoral thesis (monograph), 13 papers have been presented in
international scientific conferences and 17 papers — in local scientific conferences;

e In study process, giving lectures to students and conducting seminars for master program
students, as well as leading academic practice and bachelor’s and master’s final examination
work in the Faculty of Economics and Management, University of Latvia;

e Consultations to small and medium business entities on marketing communication
development and efficient implementation are provided.
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THE MAIN APPROACHES OF THE DOCTORAL THESIS

(MONOGRAPH)
1. THEORETICAL ASPECTS OF INTEGRATED MARKETING COMMUNICATION

Between 2002 and 2015 there have been significant changes in economy, marketing
techniques and technologies, which undoubtedly influenced marketing communication system
development. In order to provide a comprehensive overview of the types of marketing
communication, the author has generalized the opinions of leading researchers of the USA and
Europe in this field: P.R.Smith, Ze Zook, P.Kotler, K.L.Keller, T.A.Shimp, P. De Pelsmacker,
M. Geuens, I. Van den Bergh, (N. Capon, I. Mac Hulbert, M. McDonald, M. Christopher, G.
Matserman, H.E. Wood, and C. Fill. Tthe following conclusions can be made from this
generalization: overall, 12 types of marketing communication are mentioned; each individual
author / group of authors mentioned 7-11 marketing communication forms, all authors / groups
of authors mention 8 main types. As the result of the analysis of the opinions, the author suggests
to consider the following types of marketing communication in marketing communication
system (Figure 1.1.):

Mass marketing Personal marketing
communication communication

Advertisement Directt
marketing
Interactive
— marketing [
Product sales _
promotion — Personal service
Exhibition
Public
communications

Sponsorship

Figure 1.1. Classification of Types of Marketing Communication (by the Author)

Figure 1.1 shows the types of communication breakdown into personal and mass
communication. Practically there are no strict boundaries between these two groups. For
example, advertisement (TV advertisement with an immediate response) or product sales
promotion (customer card) can have personal character, and vice versa — direct marketing can be
also mass (for example, a database created is not used efficiently). As regards interactive
marketing, the communication characteristics — personal or mass — is totally dependent on the
decision of information sender (for example, an e-mail is personal, but a conventional banner is
mass communication). However, the general marketing communication system development
trend, in the opinion of the authors of the book, is associated with increasing role of personal
communication. Taking into account the characteristics of particularities of marketing
communication system, the author proposes marketing communication system model (Figure
1.2):
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Figure 1.2. Marketing Communication System Model (by the Author)

The proposed model differs from other authors’ models. First, there are 8 types of marketing
communication reflected. Secondly, the types of communication are divided into two groups -
personal and mass communication. Thirdly, the communication between consumers “from
mouth to mouth” are reflected, that indirectly affect the marketing communication system
process.

In the process of choice of information distribution channel the use of integrated marketing
communication and combination of different media are becoming increasingly crucial; new
marketing communication distribution channels through which it would be possible to address
effectively the selected target audience and to attract their attention and thus to enhance product
sales results are being looked for.

There are various definitions of IMC essence, and scientists’ and experts’ views on this
subject vary. One quite popular opinion is that IMC are “integration of all forms of marketing
communication so that they function as an integral whole, an attempt to combine the elements of
marketing communication mix, using some kind of benefits, in order to compensate thus the
other kinds of deficiencies” (P.l. Kitchen, I.Brignell, C.S. Jones). The author in substance agrees
with this view, however, it should be noted that this IMC definition is limited to the types of
marketing communication, ignoring the other marketing mix elements - product management,
pricing and distribution of the product. Other authors define IMC concept as “coordination and
integration all types of marketing communication, tools and sources into a unified corporate
program, that maximizes the impact on consumers with minimal costs” (K.E.Clow, D.Baack), or
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as “the process associated with planning, creation, integration, as well as use of different types of
marketing communication in order to convey information to the target audience in certain time
period with a view to influence its behavior” (W.F. Arens, M.F. Weigold, C.Arens). The authors
of those definitions emphasize IMC a process that is directed to consumer needs. Supporting this
approach, it can be concluded, however, that according to the authors, is not associated with
other marketing mix elements.

Let us assume that IMC in the context of the mentioned definition will be successfully
implemented; however, product management of some other marketing mix element has serious
disadvantages. In case of discoordination of IMC with other marketing mix elements, the
company will hardly achieve the expected results and obtain its objectives. For example, a
company, on the one hand, positions as product as a high-quality offer, but, on the other hand,
often offers a large discount that causes doubts about the true value of the product and its quality.
It should be also noted that, as the result of interactive communication development, it is
sometimes difficult to distinguish IMC from other marketing mix elements even in theory (not to
mention the practical application), because they are proposed and applied simultaneously, when,
for example, internet store communicates with consumers. Acknowledging the necessity of
integration of all marketing mix elements, some scientists suggest a definition of IMC that takes
into account also other marketing activities (P. De Pelsmacker, M. Geuens, I. Van den Bergh).
However, the author believes that efficient integration of marketing mix elements is not feasible
without the relation of a specific company with other market participants. Namely, each
company has suppliers, intermediaries and partners with whom it is appropriate to carry out
common integrated marketing communication. For example, when a product/brand manufacturer
is engaged in common integrated marketing communication with dealers who sell these
products, it is not only creates a positive company’s/organization’s image, but also stimulates
attracting consumers and increase of product sales.

Summarizing information on IMC characteristics, it can be concluded that IMC concept
and integrated marketing communication process should be distinguished. Accordingly, it is
appropriate to mention two definitions:

IMC in essence is application of marketing communication types and distribution channel
complex, in combination and in coordination with other marketing mix activities and market
participants.

IMC as a process is planning, organization, management and control of marketing
communication types and distribution channel complex in accordance with the other marketing
mix activities and market participants.

IMC essence and process are associated with:

1) Integration of the types of marketing communication (advertising, product sales
promotion, public communication, sponsorship, direct marketing, interactive
marketing, personal services, exhibitions);

2) Integration of marketing communication distribution channels (TV, printed press,
internet, radio, video, and other channels);

3) Integration of marketing activities (product, price, distribution and placement,
promotion in the market);

4) Integration of market participants (manufacturers, suppliers, intermediaries, partners,
direct marketing participants, consumers/customers).

A mechanical merger of marketing communication and presentation of them as integrated

marketing communication is not acceptable in any case due to the following reasons:

e Creating IMC, those communication that are efficient in the given market situation,
should be chosen, taking into account the particularities of consumer target groups
and communication objectives;

e IMC should be coordinated with product positioning in the market, assortment, life
cycle, pricing, distribution channels and market placement;
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e The company should coordinate the IMC formation with its business partners
(suppliers, intermediaries, sellers, agencies, etc.), the situation in the sector and in
national economy as a whole;

e Planning IMC one should calculate their efficiency, the necessary costs should be
aligned with the company’s resources and marketing budget resources should be
distributed in accordance with all forms of communication.

IMC is not just a simple merging of marketing communication types and distribution
channels, but rather their mutual inclusion. Each monetary unit, invested in marketing
communication, will be justified from the company’s point of view if the total costs, calculated
per purchase or transaction, respectively, decrease. However, different consumer audiences
differently respond to separate types of IMC (such as TV advertising, purchase coupons,
telemarketing, interactive communication, etc.). Therefore, when planning IMC efficiency, those
types of marketing communication that are appropriate for individual target groups should be
used, in order to generally encourage consumers to buy more of the product.

For sure, the companies, adopting IMC conception, are unable to ensure its immediate
implementation. Gradually different levels of IMC development can be achieved. This feature of
IMC implementation in practice has been pointed out by several authors: P. De Pelsmacker, M.
Geuens, I. Van den Bergh, P.I. Kitchen, 1.Brignell, T.Li, C.S. Jones, W.F. Arens, M.F. Weigold,
C.Arens, P.1. Kitchen, D.E. Shultz, however, the emphasized levels and related criteria vary. For
example, P. Pelsmacker, M. Geuens and I. Van den Bergh highlight seven levels:

e Awareness;

e Integration of the company’s image;

e Functional integration;

e Coordinated integration;

e Customer-based integration;

e Stakeholders- (shareholders, etc.) based integration;
e Relationship management integration.

The first two levels are focused on corporate image building, brand awareness and recall,
its value through marketing communication complex. The next step is functional integration of
all marketing communication types, that is, merging within the same department/service/person.
In turn, on the next level, thanks to the results achieved on the previous levels, integration, based
on the existing and potential customers, is implemented, when the company conveys grounded
messages, based on the needs of the target audience, and conducts a dialogue with the audience.
Companies communicate not only with the customers (external environment), but also with other
stakeholders, such as shareholders (internal environment). On 7" level, integrated marketing
communication, that is already completely developed, is used to ensure that the company’s
relationship with the external and internal environment management. Thus, the company
develops, gradually moving through different stages in order to achieve full integration.
According to the author, the mentioned IMC level concept can be used in business practice.

W. F. Van Raaij offers a four-level integrated marketing communication concept:

1) Integration of company’s mission, goals and fundamental values;

2) Integration of company’s mission, goals and fundamental values with the product/brand
offers to specific target audience;

3) Creative development of complex marketing communication message concept, based on
content, form and style for specific target audiences;

4) Implementation of integrated marketing communication, including the logo, slogan,
design, color and other elements.

In the author’s opinion, on the one hand, this approach has the advantage of the so-called
“one-vote” concept, namely — IMC complete coordination with the company’s marketing
strategy. But on the other hand, in essence, these are IMC implementation stages, rather than the
levels of development. For example, from the author’s point of view, the actions that are
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suggested to be done on the fourth level, should be implemented already on the first level of
development.

Shoultz and P. I. Kitchen propose an alternative IMC development level concept:

1) Marketing communication is little or not based on the needs of the target audience, and
its types are mutually connected only tactically, not strategically. They are mainly of
mass character; the company uses only its own staff for marketing communication
development and distribution;

2) The complex of marketing communication types is rather based on the needs of
consumers as the company gathers and processes a wide range of information on the
target audience and it is used in implementation of personal marketing communication.
For this purpose, the company attracts the relevant agencies, consultants, etc.;

3) The company creates and maintains databases on various consumer segments, plans and
implements loyalty programs. The data is efficiently included in planning and
implementation of marketing communication, in order to transfer data on consumers into
knowledge about them;

4) Marketing communication, corporate strategy and financial plan are integrated, when the
impact of integrated marketing communication on company’s profitability is evaluated
and forecasted.

Again, it should be stated that the mentioned concept rather reflects IMC development stages.
On the 4" stage, IMC is implemented, but on the first stage IMC is not even mentioned at all. In
practice, companies can use this IMC concept formation, paying attention to both internal and
external integration.

W.F. Arens, W.F. Weigold and C. Arens offer a different approach to the levels of IMC:

1) The company’s brand/product image development, integrating MC and the company’s
development strategy with the help of marketing communication;

2) Planning and coordination of marketing communication messages for different target
audiences in consumer market and business market;

3) IMC planning and implementation, based on consumers database, a feedback and
establishing of long-term relations with them;

4) The creation of IMC not only with the consumers of the company’s product/brand to,
but also with a wider society, informal groups, as well as the awareness of the society and the
environment.

It should be noted that the authors associate IMC not only with consumers and marketing
mix elements, but also with the external environment in order to improve the company’s
reputation and corporate social responsibility. Internal integration involves creative activities of
employees, such as innovation, new marketing communication, corporate identity, quality of
service, or strategic partners. In turn, external integration implies the need to carefully choose
partners — marketing communication agencies, consultants, etc.

Summarizing information on levels of IMC development, it can be concluded that
companies can actually use any suitable concept. This should be done gradually, with an
emphasis on continuous process and long-term vision. The choice of certain IMC development
approach is affected by the company’s mission and objectives, the characteristics of the
product/brand, its life cycle, consumers’ knowledge and awareness, as well as other aspects.

The author’s approach to IMC development levels is as follows:

e IMC development levels resulting from their essence, which is reflected in the definition;

e One should distinguish IMC planning and implementation from integration of overall
company’s activities with internal and external environment elements;

e A certain IMC development process should be distinguished from the results of its
application.

Based on the mentioned se preconditions, the author proposes the following four levels of
IMC development concept, based on the essence of IMC:
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1) Integration of the types of mass and personal marketing communication and distribution
channels integration with the purpose of meeting the needs of the consumers of the company’s
product/brand,

2) Tight integration of the types of mass and personal marketing communication and
distribution channels also with all elements of the marketing mix based on market segmentation
and consumer database building;

3) Tight integration of the types of mass and personal marketing communication and
distribution channels also with other market participants - partners, intermediaries, etc., to meet
the needs of different target audiences in consumer market and business market;

4) Coordination of IMC with the company’s image building, improvement of reputation
and corporate social responsibility.

One can judge about the results of IMC implementation by:

e Comparison of actual results and projected performance;

e Comparison of actual results with the results of the previous periods;

e Comparison of actual results the actual results of the comparison with the competitors

and other positive examples.

The author suggests to distinguish the following company’s integrated marketing
communication implementation levels (stages) (see Figure 1.3):

Zero level Not grounded, Grounded, Grounded
integration »  rather intuitive »  but partly »  and full
integration integration integration

Figure 1.3. Levels (Stages) of Implementation of Company’s Integrated Marketing
Communication (by the Author)

This level system can be also presented as company’s IMC implementation stages. The zero
level of integration means focusing on just one or two types of marketing communication (the
most common variants — advertising and product sales promotion techniques). Nor grounded,
rather intuitive integration means attempts to implement integration of marketing communication
types and distribution channels; however, without taking into account consumers’ needs, without
creating market segments database of creation and without coordination with other marketing
mix elements.

Grounded, but partly integration is an attempt to implement integrated approach, that is,
mutual harmonization and coordination of marketing communication types, based on customers’
needs, integration with marketing mix elements and market participants. However, the
integration is performed only tactically, without correlation with strategic planning, including
company’s objectives, its image and reputation.

Grounded and complete integration means coordination of all marketing communication
activities with existing and potential customers, based on the database data and company's
marketing strategy. In addition, integrated marketing communication assumes overcoming of
various barriers and flexibility, taking into account changing market situation.

In order to get a complete understanding of IMC, it is expedient for the company to
implement each of the mentioned stages, and to optimize integrated marketing communication
process from cost reduction and efficiency improvement standpoint. Consciously or
unconsciously any Latvian company has reached a certain level of IMC, however, no complex
system, oriented on satisfaction of consumers’ needs, is developed and implemented. In this
respect, companies should improve their internal operation, paying particular attention to staff
training and motivation to successfully communicate with consumers. In essence, IMC
development levels 1 to 4 can be assessed more objectively by retaining experts and/or by means
of interrogation of employees, consumers, etc.

One of the factors that affect the level of development of IMC is company’s focus on
creation and increase of consumer capital.
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2. INTEGRATED MARKETING COMMUNICATION IN THE CONTEXT OF
CONSUMER CAPITAL FORMATION

According to the standpoint of the researchers of marketing P.Kotler, K.L.Keller,
P.Berger, R.Bolton, R.L.Oliver, R.T.Rust, K.N.Lemon, V.A.Zeithaml, and V.Praude, in purchase
process consumer’s behavior is always oriented on acquisition of maximum consumption value
(CV). This value is derived as the difference between consumer benefit (CB) acquired and the
total consumption expenditure (CE). Thus, CV = CB-CE.

According to the mentioned authors’ point of view CVr (actually acquired consumption
value) and CVe (expected consumption value) should be distinguished. After some time upon
consumption, the consumer will compare with the real CVe with the real CVr and make
appropriate conclusions. Companies should constantly monitor and assess the degree of
consumer satisfaction by using different valuation techniques. As the main objective the
companies should determine achieving the following results: CB> CE and CVe> CVr results.

CB include:

- Quality of good (technical characteristics, design, packaging, etc.);

- Quality of service (warranty, delivery, etc.);

- Brand value (market positioning, prestige, etc.);

- Company’s public image (reputation, quality assurance, etc.).

CE include:

- The purchase price of the good,;

- Service cost;

- Time spent on purchase;

- Delivery costs;

- Other costs (moral, consumer risk, etc.).

Let us assume that a consumer, choosing the product he or she needs, compares
alternatives from the standpoint of quality characteristics, service level, the brand’s prestige and
reputation of the company, that is the evidence of public recognition of the product. This relates
to consumer benefits. But at the same time the consumer evaluates also possible consumption
expenditure, including the price of the product, delivery costs, time to be spent on product search
and valuation etc. and compares them with his or her budget. This process takes place in both
consumer and business market, taking into account CB and CE particularities of each.

Without increasing the average CE for each product, one can increase the number of its
sales due to the following factors: attracting the customers; increase of the number of loyal
customers and purchase/transaction value. By means of IMC, companies should not just try to
attract new customers, but also retain the already existing customers. It is expedient to calculate
and to plan consumer retention ratio as well as the loss of profit due to the loss of consumers
completely or for a certain a period of time (calculations by V.Praude are made in the
monograph).

Any company can raise the CV, offered in the market, by using the following possible
approaches:

- To increase CB, that is, to improve goods and service quality, to enhance brand value
and/or the company’s reputation, for example, by offering attractive marketing measures in the
target market;

- To reduce CE, that is, to offer discounts, free delivery, to develop and implement
consumers’ time-saving techniques.

For sure, the company should compare the proposed CB and CE with the ones offered by
competitors and target market needs.

Taking into account the importance of consumer retention, one should pay attention to the
consumer value for the company (CVC) that reflects current profits, earned thanks to consumers’
activities and loyalty. Consumer value to the company is the expected/actual monetary value,
calculated as the difference between the income that can be expected/obtained from consumers,
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and expenses connected with consumer service and retention (definition by V.Praude).
Companies can forecast CVC for a long term, for example, for a say a 3-5-year period, taking
into account inflation, exchange rate, the impact fiscal and other external factors. It is expedient
to plan and to implement special customer loyalty programs, including consumer relationship
management.

Consumer capital (CC) differs from the CVC, as it is a system of company’s long-term and
sustainable relationship with consumers that forms intangible assets and increases the company’s
market value. Like any capital, CC has both current and future value (calculations by V.Praude
are made in the monograph).

Loyal consumers make the base of consumer capital of the company, therefore IMC plays
an important role in consumer loyalty building and retaining. The interaction of company’s
consumer capital, consumer loyalty and IMC is shown in Figure 2.1:

Company’s consumer capital (CC)

A

Consumers’ satisfaction and loyalty

A

Consumer risk minimization _ | Maximization of consumption value
e (CV)
/\
Improving of marketing activities Improving of integrated marketing
communications

e Improving  of  product/brand e Improving of integration of types of
characteristics; marketing communication;

e Improving of pricing, including e Improving of integration  of
prov_iding of price relevance to «— marketing communication
quality; distribution channels;

e Improving of product distribution e Improving of marketing activities
system; integration;

e Improving of product promotion e Improving of the forms of market
strategy. participants’ integration.

[
»

A

Corporate marketing researches

Researches on consumers’ satisfaction;

Researching factors of consumer behavior and product purchase decision taking;
Researching expected effect of product consumption;

Researching corporate marketing environment;

Researching competitors” marketing strategy and other fields of research

Figure 2.1. Consumer Capital and IMC Interaction Model (by the Author)

In the author's point of view, the formation of consumer capital of a company is based on
marketing research on marketing environment and customer behavior. Timely information will
stimulate the company to make corrections in marketing strategy to raise consumer capital,
namely, to minimize consumer risk and to maximize consumption value. As a result, a positive
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company/product/brand image in the society will be created, customers’ satisfaction will
increase, the number of loyal consumers will grow and this situation will positively affect
consumer capital as a whole.

Consumer risk minimization is one of the most important factors of consumer capital
formation. Consumer risk in this relation has the following reasons:

» The product may not meet certain quality standards, norms (for example, food contains
unauthorized preservatives, etc.);

e The product may not match the distributed statements regarding the quality,
characteristics etc. (for example, the company promised a certain consumption effect by means
of marketing communication, but the product has not actually provided it);

» The product may not justify the expected consumption effect, including benefits in the
eyes of consumers (for example, it seems to the customer that another car that he or she could
buy, has a better design);

» The price of the product may be not justified by its quality, including key functions,
features, or design.

Therefore, priority is IMC content and its compliance with product/brand perception by
consumers, as marketing communication can reduce the consumption risk.

In order to evaluate the impact of IMC and other factors on consumer capital of the
company, in April 2009 an interrogation of consumers was carried out in Latvia under the
author’s guidance. It included telephone survey, survey via electronic communication and
personal survey. Overall, 1,318 respondents from 9 Latvian cities have been interrogated. A
random sample was used. The survey was carried out in Riga, Jurmala, Jelgava, Ventspils,
Liepaja, Valmiera, Cesis, Daugavpils, and Ludza.

Based on the results of the interrogation, the rating of consumer capital marketing factors
has been made (Figure 2.2):
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Figure 2.2. Rating of the Factors of Consumer Capital Formation (by the Author)
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As it is shown in Figure 2.2, in particular personal positive consumption experience (69%)
as well as recommendations of friends and acquaintances (55%) are the most important
consumer capital factors. They are followed by one of the forms of marketing communication —
advertisement. Advertising effects were assessed with 38%, which is not bad result.

According to respondents' point of view, the popularity of brand and manufacturer’s and
seller’s image are also of great importance. The role of content marketing as interactive
marketing mode of communication in 2009 was highlighted by 24% of respondents. Thus, the
conducted interrogation of consumers in Latvia has shown a great importance of marketing
communication in consumer capital formation, in particular emphasizing the brand and
company’s marketing communication, the quality of advertisement, as well as content
marketing. In order to influence consumers more effectively, an integrated approach to
marketing communication, based on synergy effect, is needed.
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3. SYNERGY EFFECT OF INTEGRATED MARKETING COMMUNICATION

Synergy effect appears as the result of merger of various systems or the elements of the
same system when “a whole is not equal to the sum of its parts”. This means that the system/
system element combination essentially forms a new quality system.

Synergy effect is directly related to IMC as a process where each element reinforces the
other, thus achieving the greatest results. The result obtained (for example, the number of
consumers attracted; re-purchases) from simultaneous implementation and merger of different
types of marketing communication types may be greater than if each of them is implemented
separately and then the result obtained is summed up. Thus, if different marketing
communication types and their distribution channels are used, reinforced with “mouth to mouth”
communication, then it generally enhances the effect which is derived exclusively from contact
with the media. Accordingly, the consumer gives preference to some brand, after he or she had
contact with marketing communication messages several times; they remain in the mind for a
longer time and provide a more powerful impact on purchase decision taking. And on the
contrary: a not well-thought-out IMC may cause the opposite — negative — effect, the consumer
can perceive it as an intrusive interference into his or her actions.

IMC synergy effect is maximized thanks to the following five dimensions:

e Coordination of the types of marketing communication, distribution channels,
marketing complex elements and market participants’ actions in marketing
management process;

e Integration of the types of marketing communication, implementing them not
mechanically, but rather according to the product/brand positioning and market
segmentation, target market characteristics and communication objectives;

e Integration of marketing communication distribution channels integration,
implementing them not mechanically, but rather according to the types of marketing
communication, target audience particularities, product/brand positioning and
communication objectives;

e IMC accordance with the product/brand characteristics, price of the product and
distribution channels;

e IMC accordance with partners and other market participants on contractual basis.

A positive synergy effect develops gradually:

e As attraction of additional consumers, increase of the number of repeated purchases
and the portion of loyal consumers in the total number of consumers;

e As the increase of company’s consumer capital;

e As the increase of company’s financial and marketing indicators — turnover, profit,
market share.

Undoubtedly, a positive synergy effect is not generated automatically. Attention should be
paid to the possible obstacles in the process of IMC development process that may impede
efficient implementation of the integrated approach:

e The existing organizational structures of companies are largely arranged based on
functional and/or specialization criterion, which complicates the implementation of
marketing management concepts, including IMC;

e Company employees’ resistance to changes, which complicates the implementation of
marketing concepts, their mutual coordination and exchange of information in the
field of IMC;

e Companies mostly plan IMC for a short period of time, in order to gain some
advantages in the market in a certain time period, that contradicts with IMC concept
that focuses directly on the consumer and building long-term relations with them;

e Agencies and other company’s partners, which deals with marketing communication,
are still too specialized in one certain direction (such as advertising, public contact, or
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direct marketing sector) and are unable to implement an integrated approach to
marketing communication.

In May 2008, an interrogation of 155 large and medium-sized enterprises of the EU
countries — Latvia, Estonia and Lithuania — was conducted under the author’s guidance. A
random sample was used. The used communication method was combined - e-mail survey and
interview by phone. The objective of the investigation was to determine the factors, influencing
IMC synergy effect and to assess the level of impact. The number of customers attracted (Y) was
chosen as the result of synergy effect.

As the result of interrogation, a rating of factors, influencing IMC synergy effect (1-8) has
been made:

1) Knowledge of the achievement of IMC synergy effect (91% of company representatives
who participated in the interrogation, rated this as the most important factor) (x1);

2) Marketing specialists’ competence and professionalism (78%) (x2);

3) The development of methodology of qualitative and quantitative assessment of IMC
synergy effect (73%) (x3);

4) Company’s financial situation (68%) (x4);

5) Awvailability of timely and reliable information on market situation (65%) (x5);

6) Relative stability of environmental factors (51%) (x6);

7) Time period of company’s functioning/operation in the market (42%) (x7);

8) Relative stability of company’s internal environment factors (33%) (x8).

In order to determine the level of impact of the mentioned eight factors on achieving IMC
synergy effect, the companies’ representatives were offered to assess it, based on a 10-point
scale. It resulted in the regression equation:

Y =0,13 + 0,32x; + 0,25%, + 0,21X3 + 0,19%4 + 0,16%5 + 0,11%g + 0,07X7 + 0,05Xs (31)

The regression equation shows that knowledge of the methods of IMC synergy effect
achieving and its specifics in the field of marketing is the most important factor that actually
affects synergy effect in company’s marketing activity (regression coefficient 0.32). However, in
research process, it has been revealed that 97% of companies lack this knowledge.

The second most important factor is the professionalism and competence level of
marketing specialists (regression coefficient 0.25). It should be noted that the first factor — the
lack of knowledge — is also related to the professionalism of the staff, that is, it has been found
out that staff competence is insufficient to achieve synergy effect for the use of marketing
complex (including IMC). .

The third most important factor is the development and use of appropriate methodology
(regression coefficient 0.21). It has been revealed that only 12% of companies have ever tried to
make a quantitative assessment of synergy effect. Others were limited to qualitative analysis or,
due to the lack of methodology, have not tried to evaluate it at all.

The fourth most important factor is company’s financial position (regression coefficient
0.19). This means that the lack of direct marketing budget seems to impede actual
implementation of IMC synergy effect (stated by 48% of companies). In the author’s opinion,
this factor has been highlighted due to insufficient knowledge (first factor), because IMC and
their result — synergy effect — actually enable the company to save financial resources. For
example, efficient forms of marketing communication and distribution channels integration
promote a more efficient use of marketing budget.

The fifth most important factor is considered to be the availability of information
(regression coefficient 0.16). Insufficiency of information was noted by 71% of companies. Not
denying the corporate information security importance, the author believes that to a large extent,
this factor depends on the company itself and the reason for failure to timely obtain, process and
analyze necessary information is obviously insufficient professional competence (second factor).
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As regards internal and external environment factors, it can be concluded that most
companies pointed to their instability, but their level of influence on acquisition of IMC synergy
effect was considered relatively low (regression coefficients of 0.11 and 0.05 respectively). The
author believes that this can be explained by the company’s incomprehension of synergy effect
and environment interrelation. For example, it turns out that the companies practically do not
even consider the possibility of integration between all marketing mix elements and associate
synergy effect only with the integration of MC and distribution channels.

The research on IMC planning and implementation in Latvian companies, conducted under
the author’s guidance five years later, in April 2013 (403 representatives of companies have been
interrogated) also showed the impediments of the implementation of integrated approach to
marketing communication, depending on the size of the company. It turns out that in comparison
with 2008 the hindering aspects of implementation of IMC and synergy effect have not changed.
Still, the lack of knowledge and professional competence regardless of the size of the company
was mentioned as the main reason. The lack of financial resources as IMC synergy effect
retarding aspect was mentioned by 8% of large, 14% of the average, 20% of small and 25% of
micro-enterprises. Respectively - 13%; 16%; 10%; and 7% mentioned the complexity of
planning and mutual coordination (external environment) and 23%; 9%; 2%; and 7% mentioned
the disorder of internal environment. In essence companies, regardless of size, pointed to the
same hindering aspects; only their level of influence was different.

The following conclusions can be made, based on the results of the conducted researches:

1) The implementation of IMC synergy effect that appears as the increase of the number of
attracted customers does not happen accidentally — it is a result of targeted company’s
operations and it depends on the company’s ability to make changes in the internal
environment and adapt to the external environment;

2) The actual problem of lack of marketing expertise and professionalism is to be solved.
For this purpose, university/college course programs should be improved, seminars and
conferences should be organized and relevant publications should be provided;

3) IMC creation and obtaining synergy effect is not so much dependent on financial
resources (which will always be insufficient); it rather depends on its efficient usage.
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4. INTEGRATED MARKETING COMMUNICATION MANAGEMENT

IMC management model is reflected as a scheme (see Figure 4.1):
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Motivation of marketing specialists and sales staff

Figure 4.1. Integrated Marketing Communication Management Model (by the Author)

The starting stage of integrated marketing communication is the company’s internal and

external environment analysis. In the author’s opinion, IMC planning process can be divided into
several milestones:

Determination of the target groups of customers;

Customers’ market behavior modeling;

Setting up IMC objectives;

IMC planning coordination with company’s objectives;

IMC budget planning;

IMC development and choice by content, structure and mode;

Choice and planning of IMC distribution tools;

Determination of frequency of efficient contact with the target audience;

. Drawing up IMC calendar plan.

In the monograph each of these stages is described with a focus on their logical

©CoNO~wWNE

adjustments.

It is feasible to distinguish I the following types of IMC in IMC planning:

Company’s IMC that are planned and implemented by any company regardless of the
sector, activity and type of property. The IMC include: company’s products advertising
(including their characteristics, benefits, assortment, design, brand and other competitive
advantages); company’s image-building communication; company image (image
advertising); public communications, sponsorship; product sales promotions; participation in
exhibitions;

Specific manufacturer’s IMC that planned and implemented by manufacturers of products
(including tangible and intangible products). The IMC include: motivation of manufacturer’s
sales staff; motivation of trade companies; consumer trial and repeated purchases
motivation;
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e Specific seller’s IMC that are planned and implemented by product sellers (mainly retailers).
The IMC include: store interior furnishings; ambience; advertising reports; product
demonstration; discounts; product labeling; interactive sales;

e Direct IMC with the consumers that are planned and implemented by all companies, willing
to establish direct contact with the consumers of their products and implement MC without
intermediaries. In this scheme, the following IMC are distinguished: database marketing;
customer loyalty programs; interactive communication; personal service.

IMC implementation process should be continuously controlled and, if necessary, to the
decisions taken at the planning stage should be adjusted. For example, the following corrective
factors of marketing communication distribution tools plan can be highlighted:

- Incompatibility of marketing communication distribution tool with communication
messages on the product/brand,;

- Active use of marketing communication distribution tool by competitors;

- Communication message appearance time mismatching with the company’s interests;

- The number of communication messages mismatching with the company’s interests;

- Mismatching of communication message components (characteristics) with the
company’s interests;

- Communication message placement mismatching with the company’s interests.

Marketing specialists and sales staff motivation is one of the important factors of IMC
efficiency, which should be focused on in marketing communication management process.

In April 2007, an interrogation of top managers of Latvian companies was conducted under
the guidance of the author in order to reveal marketing communication management problems
and to find the ways to solve them. A random sample was used. Overall, 418 representatives of
large and medium-sized enterprises in five Latvian cities: Riga, Jelgava, Liepaja, Valmiera and
Daugavpils were interrogated.

As the result of the conducted interrogation, a rating of IMC management problems in
Latvian companies has been made (Figure 4.2).
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management budget (65%) maximum
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Figure 4.2. Rating of IMC Management Problems in Latvian Companies (based on the
results of interrogation, conducted by the Author)
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The main marketing communication management problems are associated with the lack of
necessary marketing information, as well as the lack of system approach to marketing
communication. Several problems (the risk of low marketing communication efficiency;
difficulties in assessment of the effect of marketing communication; the risk of low/negative
synergy effect; the risk of non-optimal marketing communication integration; and difficulties in
calculation of minimum and maximum efficiency frequency) are associated with insufficient
level of competence of marketing specialists. Thus, in order to enhance marketing
communication management efficiency, the companies should pay attention to integrated
approach, providing of information and marketing specialists’ competence.
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5. INTEGRATED MARKETING COMMUNICATION RESEARCH AND
EFFICIENCY VALUATION

In the field of IMC, decision-taking efficiency is largely dependent on the amount of
information and its accuracy. In turn, it is often possible to get the necessary information only in
the process of research. Amongst marketing communication research methods qualitative and
quantitative methods can be distinguished.

The author proposes the following definition of qualitative research of marketing
communication:

Qualitative research of marketing communication are unstructured qualitative research
methods, which are based on a small sample, in order to determine the role of marketing
communication in customers’ incentives and to optimize the processes of marketing
communication planning, the development of marketing communication messages and choice of
and marketing communication distribution channels.

Qualitative methods (focus groups, deeply personal interviews, projective techniques)
help marketing specialist to orient in the complexity and diversity of consumer’s activities and
interests in order to develop an optimal marketing communication strategy. Qualitative methods
are used with a view to find out information which cannot be observed and evaluated directly,
such as feelings, thoughts, intentions and behavior, which cannot be obtained only by means of
quantitative methods of data collection. Thus, qualitative methods are considered to be the
methods of investigation, which help to elicit a deeper consumer behavior in the market.

Numerous researchers stressed the importance of qualitative methods in marketing, such as
G.A. Churchill, T.I. Brown, N.K. Malhotra, C. McDaniel, R. Gates, R.A. Kruegor, G. Ereaut,
M. Imms, and M. Callingham. Summarizing the material on qualitative methods, the author has
come to the conclusion that qualitative research has the following objectives:

1) To determine the optimal target audience for marketing communication and its
characteristics (including speech style). As the result, the company ensures marketing
communication effect maximization, minimizing the costs of marketing communication. The
research of the speech style of the audience can affect how well consumers perceive marketing
communication concept and information, presented in the report;

2) To clarify the roles of members of households in the process of the purchase decision
taking;

3) To develop a consumer behavior model (for certain categories of products or specific
product brands);

4) To investigate marketing communication objectives (degree of customers’ awareness of
product/brand characteristics, attitudes of customers to the product/brand). As the result, optimal
objectives of marketing communication can be set forth and efficient marketing communication
strategy can be developed, as qualitative research methods enable to find out which
product/brand benefits and purchase incentives should be emphasized in marketing
communication report;

5) To explore the concept of marketing communication and to test the communication
message;

6) To determine the strategy of selection of marketing communication distribution
channels;

7) To investigate communicative efficiency of marketing communication.

Quantitative research (physiological methods, interrogation methods, observation
methods, expert analysis, experiments) is required to supplement the results of qualitative
research with quantitative data with a view to enhance the efficiency of marketing
communication.

The author proposes the following marketing communication quantitative research
definition:
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Quantitative research of marketing communication are structured research methods, based
on a large sample and statistical analysis methods in order to determine quantitative indicators of
market situation, the size and structure of the target audience etc.

The importance of quantitative methods in marketing was highlighted by a number of
researchers: G.A. Churchill, T.I. Brown, N.K. Malhotra, C. McDaniel, and R. Gates.
Summarizing the material on quantitative methods, the author has come to the conclusion that
the objectives of quantitative research of marketing communication are as follows:

1) Segmentation of customers by loyalty to a certain brand and determination of
quantitative characteristics of each target group. It is necessary in order to implement a
differentiated approach to marketing communication with different groups of customers;

2) Brand advantage ranking in each target group;

3) Customer’s profile composition, based on demographic, socio-economic and
psychological characteristics;

4) Investigation of customers’ responses to a certain marketing communication;

5) Investigation of the frequency of customers’ contact with marketing communication.

To provide IMC management process with comprehensive and reliable information, it is
feasible to combine qualitative and quantitative methods. Qualitative methods help to reveal the
regularities mechanism, identified with quantitative methods. Qualitative research can be a great
foundation and planning tool for providing quantitative research. It can help to define and
understand marketing communication problems better as well as to define hypotheses before
quantitative research is initiated. However, nowadays the providing of information is one of the
most important problems of marketing communication management in companies, as evidenced
by the results of the interrogation, carried out under the author’s guidance.

Ones of the most important marketing activities are IMC efficiency measurement and
evaluation, which is the last stage of IMC planning and implementation process.

According to consumers’ behavior in the market, the author proposes to evaluate the
following three types of IMC efficiency:

e Communicative efficiency;

e Economic efficiency;

e Social efficiency.

All of these types of efficiency differ by indicators and research methods, but among them
there are also interactions: communicative efficiency influences economic efficiency and both
these types of efficiency in turn affect social efficiency. All types of efficiency can also have
quantitative relations, as communicative efficiency characterizes changes in company’s
consumer capital (increase or decrease), economic efficiency — changes in company’s financial
capital (increase or decrease), while social efficiency reflects the development potential of the
two forms of company’s capital.

IMC communicative efficiency is measured in terms of company’s consumer capital gains
or losses, namely by consumers’ attraction, retention and keeping level relative to IMC costs
within a specified time period. Amongst the directions of research of communicative efficiency
of marketing communication the author highlights the following:

e The efficiency of marketing communication distribution channels and their popularity
in various target audiences;

Particular product/brand recognition, remembrance and attitude towards it;

The level of impact of marketing communication message on the target audience;
Calculation of effective frequency of marketing communication message;

Company’s image and its changes, influenced by marketing communication;

Synergy effect of marketing communication message, depending on the usage of
different communication distribution channels;

e Consumer behavior under the influence of marketing communication.

IMC economic efficiency is measured as company’s performance relative to IMC costs
(sales, profit, market share, etc.) within a specified time period.
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IMC social efficiency is measured as company’s contribution to the development of
society (including from the viewpoint of consumption, lifestyle, social responsibility and
supports) relative to IMC costs within a specified time period.

In April 2013, an interrogation of 400 representatives of Latvian companies was conducted
under the guidance of the author. A random sample was used. The objective of the research was
to assess IMC application and development in Latvian companies. The tasks of the research were
the following:

1) To find out which persons in the companies are responsible for marketing
communication planning and implementation and for how long period they are planned;

2) To reveal the companies’ approach to marketing communication and other marketing
activities within the budget allocated;

3) To analyze whether the implemented marketing activities contribute to the achievement
of the companies’ objectives; whether the budget funds, allocated for MC, ae spent
efficiently;

4) To analyze whether the companies have experienced synergy effect from the use of IMC
and to learn their opinions on what size of Latvian companies use IMC;

5) To analyze what factors impede or, on the contrary — contribute to implementation and
further development of IMC in Latvian companies;

6) To reveal which IMC characterizing aspects the companies can associate with their
activity as well as to find out which aspects of marketing communication the companies
should pay more attention on and what should be done;

7) To reveal topical fields of research for the companies, as well as to identify challenges
for the next five years in relation to marketing communication.

The approach of Latvian companies to marketing communication, depending on the size of
company is shown in Figure 5.1:

Large (250 and more employees) 0% 32% m Focus on some certain type of
marketing communication

Medium (50 —249 employees). 76% * n Chaot_ic, intuitive, non-
coordinated approach to

marketing communication

Small (10 — 49 employees) -. 48% . Company tries to use different types
of marketing communication, but
lacks full understanding of them

Micro (<10 empl = Marketing communication activities
icro (<10 employees) - 33% . are thoroughly planned and

mutually coordinated

0% 20% 40% 60% 80% 100%

Figure 5.1. Company’s Approach to Marketing Communication Depending on the Size of
Company (based on the results of interrogation, conducted by the Author)

As Figure 5.1 shows, partial integration is mainly observed in medium-sized enterprises
(76%), while 53% of large companies consider that their marketing activities are carefully
planned and coordinated (in essence they include IMC). These results are largely related to the
fact that larger companies can afford to hire more qualified and more competent marketing
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experts. Large companies also often operate in the market for a longer period of time. In
addition, the fact that they are more likely to have a long-term vision of marketing
communication/related aspects is also of great importance. These companies have developed a
certain marketing strategy that is integrated into the overall company strategy. This in turn
promotes an integrated approach to marketing communication implementation.

Figure 5.2 reflects the impeding aspects of integrated approach to marketing
communication, depending on the size of the company.

It should be noted that micro-enterprises pointed out limited financial resources as a
hindering aspect. They associate IMC with large, rather than low costs and the ability to manage
financial resources more efficiently, which could be affected directly by the competence of
specialists in this area and lack of complete understanding of IMC. The situation is similar in
small companies. The author believes that they should more focus on IMC.

Considering the data by business sector, it can be indicated that manufacturing companies
compared to the others more emphasize the complexity of planning and mutual coordination. In
all sectors marketing specialists’ competence with respect to the implementation of IMC was
mentioned as most important IMC impeding aspect. No significant differences depending on the
duration of company’s performance in the market have been revealed.

B Neglecting attitude and non-involve-

| ment of company’s management
Large . 8% 2306 4%6% ® Neglecting attitude and non-involve-
ment of company’s employees
u Specialists are not competent in MC’s,
especially in IMC implementation
¥ Dominating opinion that advertisement

14% 9% 3% has the most important role
u Complexity of planning and mutual

coordination
u Short-term vision of marketing

communication
- 20% 298% 2% Limited financial resources for

marketing communication
Lack of internal communication

. Company’s existing organizational
Micro 25% 7%3%49 structure

No impeding aspects

Medium

Small

[=)

0% 20% 40% 60% 80% 100% " Other

Figure 5.2. Aspects, Impeding the Implementation of Integrated Approach to Marketing
Communication Depending on the Size of Company (based on the results of interrogation,
conducted by the Author)

The aspects, facilitating integrated approach to the implementations of marketing
communication, depending on the size of the company are shown in Figure 5.3:
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Figure 5.3. Aspects, Facilitating the Implementation of Integrated Approach to Marketing
Communication Depending on the Size of Company (based on the results of interrogation,
conducted by the Author)

As shown in Figure 5.3, in particular in large enterprises direct marketing professionals
improve their knowledge. In all companies the involvement of management in marketing
communication planning and implementation is an important IMC facilitating aspect; it is
emphasized the most by micro-enterprises that to a certain extent is due to the fact that in
enterprises of this size one person is responsible for marketing issues, including the head of the
company, which accordingly takes decisions on implementation of certain marketing activities.
In the author’s opinion, if in addition company’s management is also competent in IMC issues
and is interested and ready for changes, it has a positive impact on striving for IMC and their
implementation in the company.

Overall, the following conclusions can be made, based on the research:

1) A sufficiently large portion (68%) of companies are focused on consumers, which is an
important starting point of IMC activities for further development of marketing strategy;

2) Most Latvian companies have a short-term view to planning of marketing activities,
while IMC assume a long-term approach;

3) Companies mostly consider IMC as expenses rather than investments, and the budget
allocated for IMC is affected by overall economic situation in the country and company’s
performance;

4) A sufficiently large part of companies either focus only on a particular type of
marketing communication or implement marketing communication activities chaotically,
intuitively and without proper coordination; however, it is observed that as the companies grow,
they tend to become more oriented on IMC and its implementation;

5) The marketing activities, implemented by the companies, largely contribute to the stated
objectives, and funds, allocated for their implementation, are spent quite efficiently; however a
significant potential for improvement is still observed;

6) Most of companies are aware that the effect of mutual combination and coordination of
all forms of marketing communication is greater than if they are implemented separately and that
the main emphasis should be put directly to the achievement of positive synergy effect;
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7) Overall, several aspects impede IMC development, of which lack of marketing
specialists’ competence, a short-term view to marketing communication, as well as the
complexity of planning and mutual coordination could be emphasized;

8) Implementation of IMC is facilitated by the following facts: building relations with
clients is set as company’s priority; specialists regularly improve their knowledge; the
involvement of the management in marketing communication planning and implementation,
where managers’ understanding of IMC has a particularly large role;

9) The most topical research directions are consumers’ satisfaction with the company’s
offer, marketing communication efficiency and development in the long-term, while as major
challenges in their activities the companies consider loyalty-building and consumers retention, as
well as the development of technology / digitization and use of opportunities provided;

10) The results of the conducted research show that companies do not have sufficient
understanding of the IMC, their features and benefits.

In 2014 under the author’s guidance an expert valuations analysis was carried out in Latvia
with a view to reveal marketing professionals’ opinion on the practice of application of
marketing efficiency methods and marketing indicators analysis in Latvian companies and their
influencing factors.

The situation was analyzed and evaluated by 9 invited experts, including SIA Reach
Marketing Agency, SIA Internet Marketing Group managers and Strategic Marketing Agency
mCloud and Latvian Association of Marketing Professionals College Board members, who have
vast experience and extensive knowledge of marketing research.

The results of assessment of Latvian companies reflect consensus on several marketing
measurement groups and their frequency of use. All the interrogated experts believe that Latvian
companies most often use for assessment the following financial indicators: total sales, profit, net
profit, return on investment (ROI), economic value added (EVA), internal rate of return (IRR),
return on marketing investment (ROMI), etc. This expert assessment conforms to the thesis of
numerous bibliography sources, scientific articles and publications that companies mostly rely in
particular on financial performance indicators to monitor and evaluate the effectiveness of their
marketing activities and the overall performance of the company, placing the greatest emphasis
on the revenues generated. However, if a company is willing to develop to the utmost with a
long-term strategic orientation, the financial performance measurement is not enough.

According to the experts’ assessments, the frequency of use of various marketing
measurement indicators in Latvian companies, the above mentioned indicator groups can be
ranked as follows:

1) Financial measurement indicators. Experts’ average rating of 1.33 — the most common
indicators used for marketing efficiency monitoring and evaluation;

2) Indicators attributable to the product assessment. The average rating of 3.33 — quite often
used indicators;

3) Market measurement indicators (such as market coverage, total market profitability,
number of potential customers in the market, etc.). Average experts’ rating — 3.33 - quite
often used indicators;

4) Communication efficiency measurement indicators (such as cost per click (CPC), costs of
1,000 expositions or costs per mile (CPM), reach, the percentage of advertising activities
or share of voice (SOV), etc. Average experts’ rating 4.78 — a relatively often use of
indicators;

5) Distribution channels efficiency measurement indicators (for example, part of the shelf in
the supermarket, channel efficiency, the channel’s market share, etc.). Average rating of
5.78 — a relatively rare use of indicators;

6) The consumers’ thoughts, beliefs and attitudes measurement indicators (for example,
level of proficiency, the will to purchase, the will to look for etc.). Average rating of 7.22
— quite rare use of indicators;
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7) Indicators attributable to brand assessment (such as brand awareness, brand value, etc.) -
average rating of 7.33 — rarely used indicators;

8) Consumer behavior measuring indicators. The average experts’ rating — 7.89 — rarely
used indicators.

In the contest of medium-term strategic marketing planning and implementation, the
experts placed the greatest emphasis on consumers’ beliefs, attitudes and behaviors, as well as
market measurement indicators. This means that it is recommended to Latvian companies to
carry out marketing research at least once in every three years for better understanding of the
changes in the market, consumer behavior and attitudes, that would enable them to respond to
the revealed changes adequately.

The experts needed to assess the impact of eight factors on the needs and ability of Latvian
companies to use marketing efficiency measurement indicators, practically and strategically
grounded. These factors are as follows:

1) The existing level of knowledge of Latvian marketing managers and specialists about
marketing activities measurement indicators;

2) The existing level of knowledge of top management of Latvian companies about
marketing activities measurement indicators;

3) The level of companies’ will to invest additional funds in measuring marketing
efficiency;

4) The particularities of business sectors;

5) The impact of reputation of the companies;

6) Common consumption characteristics in Latvia;

7) Total consumption volume in Latvia;

8) Latvian market characteristics — size, demographic situation, purchase decision taking
features, etc.

According to the experts, the use of marketing measurement indicators is negatively
influenced by the level of knowledge of top management about marketing efficiency
measurement indicators, as well as the fact that, according to the opinions of all three experts, the
specifics of the business sectors have no impact on marketing measurement practice; no impact
on the measurement of marketing practices.

Thus, various quantitative and qualitative research methods and combinations can be used
in IMC research for evaluation of the efficiency of marketing communication. The key issue is to
choose the appropriate scientifically grounded methodology for each specific objective of the
research.
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MAIN CONCLUSIONS AND PROPOSALS OF THE DOCTORAL THESIS

(MONOGRAPH)

Based on the results of the research, carried out within the doctoral thesis, the author has

made the following main conclusions:

1.

Nowadays, implementing IMC, the companies can integrate the following 8 types of
marketing communication: advertising, product sales promotion, public communication,
sponsorship, exhibitions, direct marketing, interactive marketing, personal services,
analyzing them in terms of mass marketing and personal marketing communication.

The modern view of IMC is multilateral: on the one hand, it is a phenomenon, on the
other hand — it is a process, but regardless of the aspect of consideration IMC are related
to the integration of marketing communication types, integration of marketing
communication distribution channels and integration of market participants.

The following stages can be distinguished in company’s marketing communication
integration process: zero integration; ungrounded, rather intuitive integration; grounded,
but partial integration; grounded and full integration. Consciously or unconsciously any
Latvian company has reached a certain level of IMC.

Consumer capital is a system of company’s long-term and sustainable relationship with
the consumers, which forms intangible assets and increases the company’s market value,
as well as ensures its sustainable development. Loyal consumers make up the basis of
company’s consumer capital; therefore IMC plays an important role in building and
retaining consumers’ loyalty.

In the model of company’s consumer capital formation interaction of the following
elements takes place: consumer capital, customers’ loyalty, marketing research, and IMC.
The consumers’ survey in Latvia has shown a great importance of marketing
communication in the formation of consumer capital, in particular emphasizing brand and
company’s marketing communication, advertisement quality, as well as content
marketing.

The implementation of IMC and synergy effect are the result of company’s targeted
operations and it depends on company’s ability to make changes in the internal
environment and adapt to the external environment. The implementation of integrated
approach to marketing communication may cause both negative and positive synergy
effects.

Knowledge of the methods of IMC synergy effect achievement and its specifics in the
field of marketing is the most important factor that actually affects the synergy effect of
company’s marketing activities. As the result of interrogation of Latvian, Lithuanian and
Estonian companies it has been revealed that 97% of companies lack this knowledge.
IMC development and achieving of synergy effect are rather dependent not on financial
resources (which will always be insufficient), but on the efficient use of them.

10. Marketing experts and sales staff motivation is one of the important factors of IMC

efficiency that should be focused on in marketing communication management process.

11. The main marketing communication management problems are associated with the lack

of necessary marketing information as well as the lack of integrated approach to
marketing communication management. Several problems (the risk of low efficiency of
marketing communication, difficulties in determining the effect of marketing
communication, the risk of low synergy effect, the risk of non-optimal marketing
communication integration and difficulties in calculation of the minimum and maximum
efficiency frequency) are associated with insufficient level of competence of marketing
specialists.
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12. In the field of IMC, the efficiency of decision taking is largely dependent on the scope
and accuracy of information and accuracy, i.e. the scientific basis of the chosen method
and its relevance to the research objective.

13. Quite a large part of Latvian companies are focused on the consumer, which is an
important precondition for IMC activities, however, most Latvian companies have a
short-term view to planning of marketing activities, while IMC assume a long-term
approach.

14. Latvian companies mostly consider IMC as expenses rather than investments, and the
budget allocated for IMC is affected by overall economic situation in the country and
company’s performance. Therefore sufficiently large part of companies either focus only
on a particular type of marketing communication or implement marketing
communication activities chaotically, intuitively and without proper coordination;
however, it is observed that as the companies grow, they tend to become more oriented
on IMC and their implementation.

15. Most of Latvian companies are aware that the effect of mutual combination and
coordination of all forms of marketing communication is greater than if they are
implemented separately and that the main emphasis should be put directly to the
achievement of positive synergy effect.

16. Overall, several aspects impede IMC development, of which lack of marketing
specialists’ competence, a short-term view to marketing communication, as well as the
complexity of planning and mutual coordination could be emphasized.

17. Latvian companies most often use for assessment the following financial indicators: total
sales, profit, net profit, return on investment (ROI), economic value added (EVA),
internal rate of return (IRR), return on marketing investment (ROMI), etc.

18. According to the experts, the use of marketing measurement indicators is negatively
impacted by the level of knowledge of top managers about marketing effectiveness
measurement indicators.

19. The tasks of the doctoral thesis are completed and the objective is reached. The scientific
research and analysis, carried out within the doctoral thesis, confirm the hypothesis that
was put forward, that IMC, oriented on consumer capital formation and the development
of positive synergy effect, ensure the functioning of Latvian companies according to
consumer needs.

Based on the analysis, carried out within the doctoral thesis, and the conclusions that have
been made, the author has developed the following proposals:
1. For marketing departments of Latvian companies:

e To implement each of the stages of marketing communication integration by
optimizing integrated marketing communication process from the standpoint of
costs reduction and the increase of efficiency;

e To provide integrated marketing communication with consumer capital formation
oriented approach;

e To assess different dimensions of integration in integrated marketing
communication implementation process, in the context of research of the potential
synergy effect;

e To ensure marketing research and integrated marketing communication interaction
in the process of consumer capital formation, with particular emphasis on the
brand and company’s marketing communication, the quality of IMC message, as
well as interactive marketing communication.

2. For marketing specialists of Latvian companies:

e To pay more attention to the content of IMC and their compliance with the
product/brand perception by consumers, as marketing communication is able to
reduce the consumption risk;
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e To improve their knowledge on a regular basis, including the knowledge on IMC
synergy effect and the methods of its achievement as well as IMC efficiency
measurement methods, as the development of the sector is very fast;

e To combine quantitative and qualitative research methods in IMC researches
according to the research objective.

For marketing managers of Latvian companies:

e To use system approach in IMC management process by developing marketing

database and providing the appropriate marketing information.
For top managers of Latvian companies:

e To cooperate with marketing departments managers in motivation system
development for marketing specialists and sales staff, as it is one of important
factors of IMC efficiency in marketing communication management process;

e To get involved in IMC management in order to ensure IMC synergy effect in the
form of consumers attracting, retaining and keeping;

e To improve the company’s internal communication environment, paying particular
attention to staff training, motivation, and communication with consumers.

For the high schools of Latvia:

e To ensure a continuous improvement of the competence of marketing
professionals. For this purpose study course programs should be improved,
seminars and conferences should be organized, including on IMC synergy effect
and its achievement methods, marketing researches on IMC related topical issues
should be organized and relevant publications should be provided.

For marketing agencies:

e To use a system approach in implementation of company’s IMC planning, to
assess various dimensions of integration in the context of creation of positive
synergy effect and company’s consumer capital formation, which will provide
business development in line with consumers’ needs.

For marketing research agencies:

e To carry out researches in specific areas on the impact of different IMC
distribution channels on consumption value and company’s consumer capital, as
well as researches on the probability of synergy effect of integration of various
dimensions of marketing communication in the current market situation.
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