Bropas mpobiema cBsi3aHa ¢ HEJOCTATOYHOW TOYHOCTBHIO U TOHH-
MaHHMEM KOHTEKCTa TEeKCTa KOMIIBIOTEpHBIMHU cuctemamu. Hecmotps Ha
3HAYUTENBHBIE yCIIEXW B 00JIACTH TITyOOKOTo OOydeHHsI M HEHPOHHBIX
ceTel, MHOTHE CHUCTEMBI BCE €lIE HUCHBITHIBAIOT TPYAHOCTH B MPaBHIIb-
HOM HHTEPIPETUPOBAHUU CMBICIA TEKCTa, OCOOCHHO B CiIydae JBY-
CMBICJIEHHOCTH WJIU CJICHTA.

Tpetbst pobiieMa, 0 KOTOPOH CTOUT YMOMSIHYTh, — 3TO TpoOiemMa
KOH(QUACHIMAIBHOCTH U Oe30macHOCTH JaHHBIX. C yBequ4eHueM 00b-
€MOB TEKCTOBBIX JAHHBIX, COOMPAEMBIX M aHATU3UPYEMbIX KOMIBIOTEP-
HBIMU CHUCTEMaMHM, BO3ZHHUKAET PUCK yTeUeK JIMYHON MHPOpMaIK 1 Ha-
pyLeHni KOHPHUISHIUATEHOCTH. DTO BBI3BIBAET CEPhE3HBIE OMACEHHUS
cpenu Toib3oBareneil m TpedyeT pa3paboTku d(H(HEKTHBHBIX METOOB
3aLIUTHl JAHHBIX.

Hecmotpst Ha 3TH po0iIeMbl, COBpeMEHHAs1 KOMITbIOTEPHAs! JIMHT BUCTH-
Ka HPOJOJDKAET Pa3BUBATHCS M CTPEMUTHCS K HOBBIM JOCTWOKeHHsAM. Perte-
HHE 3THX Mpo0OJeM TpeOyeT COBMECTHBIX YCHIIMI JIMHIBUCTOB, POrpaMMH-
CTOB, CICIMAIMCTOB 110 UH()OPMAIIMOHHOW 0€30MIaCHOCTH | IPYTHX Tpodec-
croHaoB. TONBKO Yepe3 KOJUIEKTUBHYIO paboTy MbI CMOKEM TPEOOJIETh
BBI3OBBI, CTOSIIIIHE TIEpe] HaMH, U co3/1aTh Ooree 3(heKTHBHBIE 1 Oe3omac-
HBIC TEXHOJIOTUU 00Pa0OTKH SI3bIKA.

UDC 316.28:33
Pavel Kisun
(The Republic of Belarus)
Scientific supervisor L.V. Zakharyeva,
PhD in Pedagogy, associate professor
Belarusian State Agrarian Technical University

FORMS OF MARKETING COMMUNICATIONS
FOR AGRIBUSINESS COMPANIES

The need for marketing communications in agribusiness companies has
increased in recent years. Marketing communications (Marcom) are channels
and tools a company uses to communicate the necessary message to the target
group. They cover PR, branding, advertising, packaging, social media, and
more. Marcom allows customers to understand a company and product it of-
fers and a brand to reduce the sales cycle.
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There are different forms of Marcom for various types of agribusiness
companies.

1) Digital Marketing. 1t uses the internet and other forms of digital com-
munication such as email, social media, and web-based advertising to reach
potential customers.

2) Public Relations. 1t is suited for brands with agricultural products
to offer. The PR agency acts as a third party to support claims of prod-
uct excellence, good user experience and uninterrupted customer sup-
port. In addition to influence customer decision-making, PR also helps
create brand reputation.

3) Advertising. 1t is the promotion of products through paid media such
as TV, radio, social media, Google Ads and other channels. It is an adver-
tisement designed to attract a wide range of audiences and drive
sales/conversions.

4) Social Media. This form of Marcom is recognized as the most power-
ful channel for promotion. It allows brands to gain wide reach at a low cost,
particularly with platforms such as Facebook, Instagram, and YouTube
where ads may be placed.

5) Direct Marketing. It involves the preparation of contents and special
messages for a pre-selected audience. It is a marketing strategy which allows
an agribusiness company to respond to customer needs at a specific period.
Some examples of direct marketing are vouchers, discounted products, spe-
cial offers and many more.

6) Sales Promotion. 1t is suited for well-established companies and new
brands. This type of marketing communications includes giveaways, loyalty
programs, referral programs, free delivery, and other methods that can help
sell old products, as well as make room for new ones.

7) Customer Recommendations. They are also known as word-of-mouth
marketing. It relies on customers to promote a brand for free to the people
they know. These are the satisfied customers who voluntarily promote a
product because of the positive experience they had with a brand.

8) Sponsorship. It implies that the sponsor provides funds, goods, services
and know-how. The sponsor will help the sponsor with communications objec-
tives such as building brand awareness or reinforcing brand or corporate image.

10) Point-of-purchase communications are communications at the point
of purchase or point of sales (i.e. the shop). It includes several communica-
tions tools such as displays, advertising within the shop, merchandising, arti-
cle presentations, store layout, etc.

11) Exhibitions and trade fairs. These forms are of great importance in
agricultural markets for contacting prospects, users and purchasers. They are
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established where participants can negotiate the sale and the purchase of dif-
ferent agricultural goods. Every exhibition is an eye-opening experience and
also a method to advertise products. Such events help to establish profitable
contacts and promote mutual understanding among different nations.

12) E-communications offer new ways to communicate interactively
with different stakeholders. The internet, together with e-commerce, com-
bines communicating with selling. Mobile marketing uses the possibilities of
text, video and sound transfer to mobile phones. Interactive digital television
has the potential to transform traditional advertising into interactive commu-
nication on television.

13) Personal selling. 1t is the oral presentation or demonstration of one or
more salespersons aimed at selling the products or services of an agribusiness
enterprise. It is a personal contact between an agribusiness enterprise repre-
sentative and a customer.

Thus marketing communications activity is a complex and multi-channel
system of human interactions. It is a process of transmission and perception
of information with the help of various verbal and non-verbal communicative
tools in both interpersonal and mass communication.

Marcom helps to achieve various objectives of agricultural companies: to
deliver the key message and idea to the target group; to introduce the product
to the audience; to initiate a brand switch; to allow the brand to be competi-
tive in the marketplace; to increase awareness of the product and the brand; to
influence purchasing decisions; encourage customers toward the purchase of
the product; to create a positive brand image; to achieve brand recognition,
trust and transparency.

YK 398.91:63
Jap’a KnimsinkoBa
(Pacmy6utika benapycs)
HasyxoBsl kipayHik A.l. BiTkoyckasi, CT.BBIKJIQTIBIK
benapycki m3sip>kayHbI arpapHBI TOXHIYHBI YHIBEPCITAT

AJTIOCTPABAHHE CEJIbCKATACIIAJIAPYAM JI3BEHHACII
¥V IPBIKA3KAX I IPBIMAVKAX BEJIAPYCKAI'A HAPOJA

[peika3ki i mpbIMayki — raTa >kKaHpbl BYCHA HAapOAHAH TBOpYACII],
a00 >kaHPbI HATBKIOPY.
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