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THEORETICAL AND METHODOLOGICAL
IDENTIFICATION OF THE CONCEPT
OF “MARKETING COMMUNICATIONS”
(ARCHETYPAL APPROACH)

Abstract. In the article its determined that instruments of prospective mar-
keting communications are an effective means of providing to the mechanisms
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of public administration the dynamics of development, trends of which should
meet the complex of needs and requests of citizens-consumers; analysed the
features of formation and development; indicated on that marketing provides
communications, eventually, more gravity toward the formation of civil society
through democratization of governance mechanisms.

Keywords: marketing communications, public administration, archetypal ap-
proach, civil society and the state.

TEOPETUKO-METOIOJIOTTYHA JIEHTUMIKAIIS
MIOHSITTS “MAPKETUHTOBA KOMYHIKAIIIST”
(APXETUITHUIT MIIXIN)

AHoTamis. Y cTarti BU3HAYEHO, MO iHCTPYMEHTH TEPCIeKTUBHUX MapKe-
TUHTOBUX KOMYHIKAIiil CTAaHOBJISATH e(eKTUBHI 3acOOM HajaHHS MeXaHi3Mam
JIePKaBHOTO YIIPaBJiHHS JAMHAMIKM PO3BUTKY, HAIIPSIMKM SIKOTO TMOBUHHI BiITO-
BijlaTH KOMILJIEKCY TIOTped Ta 3amuTiB TPOMa/IH-CIIOKUBAYIB; TIPOAHATI30BAHO
0cOOJIMBOCTI IXHBOTO CTAHOBJIEHHSI Ta PO3BUTKY; BKa3aHO, 1[0 MAPKETHHTOBI KO-
MyHIKaIlil 3a0e311e4yI0Th BPEIITi-peliT Bee OibIine TSHKiHHS B OiK (hopMyBaHHS
TPOMA/ITHCHKOTO CYCITLJIBCTBA Yepe3 /IEMOKPATU3AIlI0 MeXaHi3MiB /1€PKaBHOTO
VIPaBJIiHHS.

KimouoBi cioBa: MapKeTHMHTOBI KOMYHiKallii, iep;KaBHe YIIPaBJiHHS, apXe-
TUTTHUHN T/IX1/T, [POMaJITHChKE CYCIIJIbCTBO, JIEPsKaBa.

TEOPETUKO-METOOJIOTUYECKAA NAEHTNOUKAIINA
INOHATUA “MAPRETUHIOBbBIE KOMMYHUKAIIUN”
(APXETUIIMYECKUU I10AXO/M)

AHHOTaH,I/I}I. B crarbe OIIpe/IeJIEHO, YTO MHCTPYMEHTDI ITEPCIIEKTUBHBIX Map-
KETHMHI'OBbIX KOMMyHI/IKaHI/Iﬁ COCTaBJIAIOT S(b(beKTI/IBHbIe CpeaCTBa OKa3aHUsA
MEXaHHU3MaM TOCyAapCTBEHHOI'O YIIpaBJIEHUA JUHAMUKHW Pa3BUTHA, HallpaBJie-
HHA KOTOPOTro AOJIZKHbI COOTBETCTBOBATH KOMIIJIEKCY HOTpe6HOCTEI>,I " 3allpoCoB
Fpa)KI[aH-HOTp€6I/IT€JIef/,I; ITpOaHaJIN3NPOBAaHbI 0COOEHHOCTU UX CTAHOBJIEHUS U
Pa3BUTUA; YKA3aHO, YTO MaPKETUHTOBbIE KOMMYHUKaIlUH obecIieynBaoT B KOHIIEe
KOHIIOB BCe€ OoJIbllIee TATOTEHUE B CTOPOHY (bOpMI/IpOBaHI/IH rpa)/1aHCKOTO O6HI€-
CTBa 4€pe3 IEMOKPATU3all 0 MEXaHU3MOB I'OCY/IapCTBEHHOI'O YIIpaBJI€HUA.

KioueBbie cioBa: MapKE€TUHTOBbIE KOMMYHUKaAIlUH, TOCYAapCTBEHHOE
ylpaBJi€HUE, apXETI/IHI/I‘leCKI/Iﬁ noaxon, rpakaaHCKoe O6HIeCTBO, TrocyaapCTBO.

munication structures and processes
that led to a change in the social and
communicative environment of a mod-

Target setting. Today, the issue of
public-civil partnership becomes of na-
tional importance.

The use of modern means of commu-
nication, in this case, is the subject of
research and development of new com-

ern democratic society.
During the last quarter of the centu-
ry, marketing shows a strong tendency
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to expand of their approaches, ways of
thinking, and communicative technolo-
gies in activity of state bodies. That is
why it is important to evaluate the real
prerequisites of the use of marketing
communications in government, but
also summarize some of the trends of
their development and formation.

Analysis of the recent publica-
tions. Some theoretical and practical
principles of the use of marketing com-
munications in the mechanisms of gov-
ernance explored in the works of such
scholars as V. Homolska, S. Dubenko,
A. Tvanytska, 1. Koliushko, Kravchen-
ko, S. Martov, R. Naumenko, M. Okla-
nder, K. Romanenko, Y. Romanenko,
Y. Romat, V. Tymoshchuk, T. Fedorov,
I. Chaplay and others.

The purpose of the article is the
reasoning of the archetypal approach to
theoretical and methodological deter-
mination of the definition of "market-
ing communications."”

The main material research. Ad-
equate understanding of the essence of
marketing communications is essential
in today’s conditions because it can cor-
rectly identify goals, objectives, types
and their function as a means of bring-
ing of the activity of the central and lo-
cal government bodies and their appa-
ratus in the line with the needs of social
groups, acting as against the object of
said activity.

The results of the study lead to the
following conclusions:

1. Among the scientists, marketing
specialists from the state marketing has
no universally accepted definition of
the term “marketing communications”.
Marketing communications are con-
sidered as philosophy and tools of the
activity of public authorities, resulting
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from the theory and practice of various
scientific schools of public administra-
tion and marketing [ 1, p. 107].

2. Marketing communications is a
set of related marketing tools that per-
form information, teamwork, integra-
tion and persuasive role in government.
Inside the body of the government
plays an important role hierarchical
division of responsibilities between
employees, forming the specific needs
of communications, community and
two sided intentions of the workers,
especially the rules of communication.
Hierarchical system of communication,
writ-prescriptive should be reformat-
ted to the system socially determined
by the needs and demands of citizens’
communications [2].

3. Marketing communications as the
system has its functions, methods, tasks
for implementation types. The main
functions of marketing communica-
tions are the following:

« information — the transfer of data
from public authorities to citizens;

* interactive (motivational) — the
interaction between citizens and public
services, coordination, impact on atti-
tudes and beliefs, behavior, through the
use of various forms of influence and
manipulation;

* perceptive — public perception of
the media and the establishment on this
basis of understanding;

* expressive — the changing nature
of excitation or emotional unrest of cit-
izens [3].

Under the methods of marketing
communication a set of means of com-
munication influence that provides
administrative reform by the social
content and system-procedural na-
ture is understand. And then there is




the mechanism of gradual orientation
of public administration in general, on
the needs of society and social actors.
It provides, in the end, more gravity
toward the formation of civil society
through the democratization of gover-
nance.

However, because of this process is
overcome of insertions of the shares of
improvement of new tools of marketing
communication of public administra-
tion. So this is not about narrowing of
the functions of government, but rather
of giving it a social dimension in the
context of the formation of social and
market factors of management activi-
ties [4; 5.

Regarding of the tasks of implemen-
tation of marketing communications,
they require the formation and further
providing of the scientific foundation of
the realization of principles and mecha-
nisms of government by the marketing
communications, based on the achieve-
ments of modern ICT world level [6].

Consider some types of marketing
communications that currently allow
to provide the exchange of information.

The first type — interpersonal. At
this stage, the main task of commu-
nication is the transfer of data and in-
formation from one person to another.
In the mechanisms of governance this
interpersonal exchange process is most
important, since clearly perfected the
system allows to instantly react on the
slightest change, search and posing of
new challenges. All this allows qualita-
tively coordinate goals and objectives
with employees. In terms of interper-
sonal communication feedback plays
the main role. This feedback makes
two-way communication process. With
the help of feedback manager or coordi-

nator can give a correct assessment of
how clearly and effectively it communi-
cates and, therefore, increase the work
of signals [7].

The second type — a small group
communication. Typically, these groups
formed with several people who receive
or send some information. Often in
the mechanisms of government small
groups called “departments” or “divi-
sions”. Departments and divisions are
important for state and local agencies,
because of their activities in a large ex-
tent depends the effectiveness of the
mechanisms of governance.

The third type — public communica-
tion. In this type of communication one
speaker transmits announcement to the
audience where feedback is practically
nonexistent. Public communication
links are quite common in the mecha-
nisms of government as meetings, con-
ferences, ceremonies and simple assem-
bly.

The fourth type — internal opera-
tional communication. This is struc-
tured communication within the de-
partment, that directly aimed on the
achieving of the objectives of gover-
nance mechanisms in the form of indi-
vidual development plans.

Fifth — communications networks.
Network are created directly by man-
agers and consist of three types of com-
munication: diagonal, horizontal and
vertical. These links can be established
between the leadership and carried out
between parts of the structure or equal
to the level of individuals. The net-
work of this relationships forms the real
structure of governance mechanisms.
The objective of this structure — to
provide to the communication flows
right direction. If the management will
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be able correctly calculate and create a
certain network, you can see how well
developed communication and how
they affect on the management of the
system of public administration in gen-
eral [7].

One of the main points is that the
human communication takes place via
verbal and nonverbal communication.
In verbal communication information
is transmitted in different ways: in the
dialogue, in negotiations, meetings,
telephone conversations, that is when
the largest amount of relevant infor-
mation is passed to each other through
voice communication.

It’s no secret that the man during
intercourse, uses only 10 % of the deve-
loped communications. Non-verbal com-
munication made through speech and
language of gestures. Language of the
gestures — the main component of non-
verbal communication, because it uses
up to 55 % of all communications. To the
body language is possible to include ev-
erything that we experience during the
eye contact, gestures, posture, posture,
facial expressions, gestures, the distance
between those who speak.

Possesses by the professional skills
of the work of non-verbal communica-
tion, public servants can achieve high
quality of interaction with each other
using a communication connection for
all types for the negotiation, because
the lack of self-control of communica-
tions is often the main obstacle on the
way of achieving of the effective activ-
ity of the governance mechanisms [8].

Important aspects of communica-
tion in public administration mecha-
nisms are:

1. Without communication cannot
produce and execute solutions, to ex-
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ercise feedback and adjust goals and
stages of activity of public authorities;

2. All functions and types of com-
munication — essential elements of
the making of activities of government
agencies;

3. Managers and subordinates
should make communication as the
main condition on the way of achieving
efficiency in their operations [9].

Thus, if state employees are paid
enough attention to all the subtleties of
communication and improve their skills
in this area, the work with population
of the public will be faster and better,
communication transfer becomes more
correct and meaningful, many processes
in the mechanisms of government will
be accelerated [10].

Summarizing the existing approach-
es to the definition of marketing com-
munications, their features we can dis-
tinguish their general specific features
used in the system of public administra-
tion (Table).

Due to the development of pros-
pects of marketing communications,
they need to be addressed as issues of
management by them at the state and
corporate levels, and clarifying of the
question: what should be the right to be
able to effectively regulate social rela-
tions in cyberspace.

As the D. V. Kislov stresed, its pos-
sible that simultaneously with the de-
velopment of the theory and practice of
network rights its necessary to develop
a theory of network marketing commu-
nications [6]. This theory has already
started to be developed in Russia: it
offers for providing of network mar-
keting communications, not passive
instruments use “card” and personal
terminals that can ensure the preser-




Ne | General specific features of marketing communications in public administration

1 | is a function of social regulation of public administration from the standpoint of value
creation for blog

2 | identification of the interests and requests of citizens, and as a result, a focus on provid-
ing of the the entire complex of needs of the population

3 | non-market nature of the relationship, which is due mediation of exchange, and focus
on achieving marketing communications meet the needs and expectations of broad
social groups

4 | limitations in the means and resource capabilities as marketing communications in
government depend on budget financing

5 | magnitude in scope and tend to settle on a long periods

6 | stable conditions for the implementation of marketing communications in government
than in commercial sphere

7 | establish effective social communication

8 | Depending on the decisions of state bodies and political situation

Source: author’s research results

vation and processing of information,
interaction with owners and entrepre-
neurs. These terminals provide an op-
portunity to discuss the proposals with
both consumers and other subjects of
network in real time.

Thus, actively marketing communi-
cations tool is applied that can be used
at home, at work, on the move, any-
where for the direct feedback with all
structures of such network marketing
communications.

Conclusions. So, summarizing the
outcomes of investigation of the main
theoretical and methodological foun-
dations of marketing, we found that
they use involve the implementation
of a much more coherent, simple and
personalized approach in the process of
delivering of public services and infor-
mation to the public which means re-
structuring of the functioning of state
institutions and their interaction with
citizens, private companies and own
employees.

During the implementing of market-
ing communications and their subse-

quent implementation, the focus should
be paid to ensuring of the full use of ac-
curate, comprehensive and timely in-
formation in all areas of public admini-
stration. Their use, every year, should
lead to the convergence of public to the
government bodies, allowing each inde-
pendently and process information, to
participate directly in the discussion of
the public concerned draft documents
submitted for this by the government.
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