Yy PErvoOHOB W MYHMUUMNANMTETOB OTCYTCTBYIOT CTUMYMbl M OlogxeTbl Ans (POpMUPOBaHUSA U
NCMONb30BaHWsA apeHOHOrO XUIbsi COLUANbHOrO UCMONb30BaHWS.

B HacTosiwee Bpems npobnema obecrneqyeHus >XUNbEM HEKOTOPbIX KaTeropui rpakaaH,
KOTOpble MPETEHAYIOT Ha MOAAEPKKY CO CTOPOHbI rocydapcTBa B cdepe XUIMON HEeOBMKUMOCTH,
peanu3yeTcsd C MOMOLLbI WMOTEYHOrO >KUIULLHOIO KpeaWTOoBaHudA, a Tawkke 6narogaps
couManbHbIM XUIULLHBIM NporpaMmmaM. K coxaneHuio, B HacTosiLLee BPpeEMS yXKe CYLLECTBYHOLLMN
¢oHO couManbHOro XUrbs He cnocobeH pewnTb npobnemy obecneyeHus rpaxaaH >XUbew,
KOTOpble WMET nNpaBO Ha yhyylleHVe >KUNULHBIX YCMOBUKW, 3a cyeT deaepansbHoro,
pernoHanbLHOro nnn MyHuumnansHoro 6rompxketa [4].

Takvum 06pa3oM, AOCTYMHOCTb >XUIbSA SBASETCA BaXXHENLMM COoLUanbHO-3KOHOMUYECKUM
WHOWKaTOPOM, KOTOpbIN oTpaxaet nemorpadmyeckue, coumanbHO-3KOHOMUYECKMe
XapaKkTepPUCTUKM TEeKyLero YpoBHA ©OnarococToaHMst HaceneHus, napameTpbl OaXKeTHO-
HOPMaTMBHOW W KpPeOUTHO-(PUHAHCOBOW CUCTEMbI, LEHOBOW W TapudHOM NonuTukm B cdepe
XWUMULLHOIO CTPOUTENbCTBA.
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Abstract. Digitalization allows companies to implement new analytical technologies and big
data to develop companies’ competitive advantages. This abstract discovers the role of analytics
in every stage of strategic marketing.
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Strategic marketing can be described as a long-term marketing strategy that provides the
context and objectives needed to maximize the value of the existing communications. Being
future-oriented strategic marketing requires both creativity and rational analysis based on data
including big data. Strategic marketing is usually based on accurate and relevant measures, such
as big data [4].

The concept of big data can be defined in many ways. In this thesis, big data is going to be
referred to as a very large amount of data that can be analyzed by computers to identify patterns,
trends, and relationships, especially concerning human behaviour and interactions. The
technological term in this interpretation is closely related to the socio-humanitarian component, so,
concerning the original definition, there is an evolution of big data towards its humanization.
Therefore, the content of the concept is slowly changing towards the practical possibilities of
analyzing human activity [2]. In marketing, such data is often used to studying demographics,
analyzing traces of consumer behaviour in the records and the customers in the databases. The
processed data allows extracting valuable information that, for example, could help to divide the
initial target audience into profiles of buyers with a low, medium or large demand in certain
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products, which is very useful for fetching special promotions or loyalty programs.

The goal of integrating data mining and analysis into the strategic marketing processes is to
improve the effectiveness of sales and customer support management by better understanding
their behaviour. With the increasing availability of data in the current information age, companies
have recognized the competitive advantages of big data management and analytics, which has
contributed to its development and extensive research [1]. In this context, the use of specially
developed algorithms and advanced analysis methods revolutionize sales and marketing methods.
Analysis based on the knowledge extracted from a set of big data can be used to predict the future
behaviour of clients, which has a great impact on targeting and positioning in strategic marketing
processes.

The data-driven approach has multiple advantages, such as the ability to make the price
optimization process more accurate; ability to provide a clearer view of the customer profile, which
could help to increase the profit leverage; ability to help increase the customer loyalty and shape
the competitive advantage for the industrial leaders. Such advantages explain the fact that over
79% of advertisers use their own data management platforms and almost 88% external analytics
platforms in strategic planning [3].

Big data management and analytics aim to provide more information to businesses that will
lead to better results. Good data access as it is may not provide the most effective strategy, but it
could provide the right insight, to be more efficient and competitive in the market. Data analysis
provides accurate metrics of marketing effectiveness. Using metrics, the marketing team and the
company could determine exactly how marketing affects revenue. Besides, these analytics is a
management tool that helps to optimize marketing efforts.

Data analysis in strategic marketing. According to Kotler, the formula «segmentation, targeting,
positioning» is the essence of strategic marketing [5]. Each stage of strategic marketing could use
the implementation of big data analysis.

Segmentation can be described as the process of dividing buyers into subgroups so that the
members of each segment group would display a similar reaction according to certain criteria.
However, some data can contain such a complex structure that even the most effective data
mining technologies are not able to identify meaningful patterns. There are several algorithms and
formulas designed for segmentation, one of the most well-known is the clustering algorithm based
on finding a fixed number of clusters that are defined in the proximity of the data point to each
other based on the Euclidean distance formula or the theory of relational analysis. Typically,
companies perform segmentation based on demographic, geographical, or psychographic
characteristics.

Other characteristics can also be defined through the big data analysis, for example, the
industrial or commercial activity companies are engaged in. Evaluating market segments requires
strategists to determine the characteristics and needs of consumers, analyzing the similarities and
differences between consumers and creating profiles of consumer groups. Segmentation of
consumer markets is easier than segmentation of industrial markets or service markets since the
latter two are intended for all consumers without any additional option [5]. A company can operate
in different segments by developing several effective strategies to determine the origin of more
accurately identify niche market segments as new business opportunities and optimize marketing
efforts.

The next stage of strategic planning is targeting. Depending on the degree of segmentation,
one can further differentiate the wishes and preferences of consumers at different times and at the
same time determine the profitability of each segment and the number of target segments in which
companies want to participate. The more homogeneous a group is, the easier it is to establish the
preferences of its members and the easier it would be to succeed in the next stages for that
segment. Data mining techniques also allow solving the prospect of value for the customer.

The last step of strategic marketing — positioning may be the most difficult to determine by
metrics, given its relative nature and the difficulty to quantify the measurements. The positioning
strategy covers a wide range of marketing practices: product, support services, sales channels,
prices, and promotions. The actual brand positioning is determined by the customer's current
perception of it. Some promising results have been achieved by models that include sale periods
combined with marketing program data. Companies are constantly reinventing themselves to
achieve market leadership. This way technological advancements have become the predominant
role in obtaining and managing information that improves strategies and minimizes marketing
efforts.

Recent research and development are encouraging the usage of big data that allows the
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analysis of large databases that cannot be deeply processed by humans without the support of
these tools. This study aims to demonstrate the potential of big data management, artificial
intelligence, and analytics in the field of strategic marketing. Companies with better access to
information can better choose their markets, develop a better quality of products, develop better
product suggestions for consumers and plan better marketing communications. Each company
must organize and distribute a continuous flow of information for its marketing.

The use of specially developed algorithms and advanced analysis techniques in the digital age
is becoming a must for every marketing strategy. Analytics allows organizations to significantly
increase profits at all levels, regardless of the organization size. Therefore, big data analytics are
becoming a vital part of strategic marketing.
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MCMNOAb3OBAHWUE TAPTETUPOBAHHOWM PEKAAMbI AAfl PbIHKA
CNOPTUBHBLIX YCAYT

lIpoxopeHkoea U.A., M.3.H., acn.

Benopycckuli 20cydapcmeeHHbIlU 3KOHOMUYECKUU yHUsepcumem,
2. MuHck, Pecnybrniuka benapyco

Pedepar. B cmambe onpederneHbl posib U 3Ha4YeHUEe MapKemuH208bIX KOMMYHUKaUul Ha
pbiHKe cropmueHbix ycnya. OB60CcHO8aHbI MpeuMyw,ecmsa Mmapeemupo8aHHOU peknaMmbl 8
coyuarnbHbix cemsx. [lposedeHO cpasHeHuUe B03MOXHOCMEU HacmpoUKU mapaemuposaHHOU
peknambl yepe3 rnpunoxeHue «lnstagram» u coyuasnbHyto cemb Facebook, cdenaH ebigod O
Haubornee aghghekmueHOM criocobe KOMMyHUKayud.

KnioyeBble cnosa: PbIHOK CMOPTUBHbIX YyCHNyr; Lll/ld)pOBaﬂ OKOHOMUKA; MapKEeTUHIOBblEe
KOMMYHUKaUuunn; TapretTupoBaHHaA peknama, TapreTuHr.

YpoBeHb pasBuUTUSA (PU3MYECKOM KYNMbTypbl M CMOpTa B pasnUyHbIX CTpaHax KoppenuvpyeTtcs.
UuncneHHOCTb Nuy, 3aHMMaloLLMXcs hrusmyeckon KynbTypor u cnoptom B Pecnybnuke Benapycs,
coctaBuna 24 % (2337 Teic. yen.) B 2019 r. n nmeeT TEHAEHUMIO K pOCTy [1], YTO OTpaXeHo Ha
pUcyHke 1.

MonoxutenbHas AMHaMMKa POCTa YUCIIEHHOCTU 3aHMMAIOLLMXCHA FOBOPUT O MEPCMNEKTUBHOCTU
N pasBUTUM PbIHKa MHOYCTpUM cnopTa, apdPEKTUBHOCTU BNIOXKEHUSA CPEACTB B HEE, B TOM YuUCrie B
MapKETUHIOBbIE KOMMYHMKaLIMN.

PblHOK peknambl B coumanbHbIX CETAX [AWHaMMYeH U MOCTOSHHO pasBuBaeTca. Ha
CEroAHsLIHNA OeHb 3TO: KOHTEKCTHas peknama (nouckosas), 6aHepHasn, nuaoreHepauusd, 6roru,
¢dopymbl u  T. . BoctpeboBaHHbIM U COBPEMEHHBIM WHCTPYMEHTOM  MAapKETUMHIOBbIX
KOMMYHMKaLWA ONsi  pasBuUTUA  cnopta B YCNOBMAX LM(POBON  3KOHOMUKM  SBNSETCS
TapreTMpoBaHHas peknama.

TapreTuHr — 37O pekfaMHbIi MexaHu3M, MO3BONSLWNA BblAENUTb U3 BCEW MMelLencs
ayanTopmmM TONMbKO Ty 4acTb, KOTopas YAOBMETBOPSET 3adaHHbIM KputepusMm (LeneByto
ayauTopuIo), U NokasaTb peknamy UMEeHHO ew [2].
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