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nomomp KommaHyAM. OHa yIpolaeT Ipolecc IOMCKa Heo6xoayuMol MH(OpMauuy KINEHTOM, CO3laeT KOM-
GOPTHBIT U YEOBIETBOPUTENbHBIN OIBIT KOMMYHUKAINK C KOMIIAHUEN 1 [ePCOHAMU3UPYET KKADbI KIMeHT-
CKMIT 3aKa3, afalTUPYACh IO, MHAVBY/yaIbHble IOTPEOHOCTH KIIMEeHTA.

Texnomorust VIHTepHeTa Belleil TakXKe MMeeT 3HAUUTETbHYI0 MPOTHOCTNYECKYI0 (YHKIMIO. BO3MOXHOCTH
HIOfITOTaB/IMBATh 3apaHee B3BEIICHHbIE CTPAaTEerNYecKle pellieH s, a He pearnpoBarTh Ha y>Ke BO3HUKIIME Ipo6ie-
MBI SIB/LSIETCSI BXKHBIM (DAKTOPOM, CIIOCOOHBIM IOffIePXKUBATh YPOBEHD MTOTPEOUTEIbCKOI TOSIBHOCTH Ha CTa-
OVMIIbHO BBICOKOM YPOBHE.

OpnHaxo B TO )Xe BpeMsi He0OOXOAVMO OIpeIe/INTh OTPAHNYEeHISI TEXHOIOTUY VIHTepHeTa Belleil B TOM acIeKTe,
YTO HeNb3s He CUUTATLCA C BOIPOCaMu KibepOe30IIacHOCTH U 3alNThI IIePCOHATbHBIX JaHHBIX KMneHToB. Heo6-
XOJVIMO TaK)XKe CHEePXKIBATh CIMIIKOM CIMIBbHOE JJaB/IeHNe Ha ITIOTpeOUTeNIel], TaK KaK OllylieHye Ipyboro BTopKe-
HIsI B IMYHOE TIPOCTPAHCTBO, arPecCUBHAs U JIMIICHHAA IeTMKAaTHOCTY CHCTeMa PeKOMEH/ALNIT CIOCOOHa CKO-
pee OTIYTHYTb NO/NIb30BaTelNd, YeM IPUBIEYb €r0 Ha CBOI0 CTOPOHY.
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Bespoke Trends in Infrastructure Development of EAEU

The rise of electronic commerce and digital communications has provided a huge pressing on transport
infrastructure and supplies chains for immediate integration. Actually, these technologies have created the demand
for digital communications in all areas of the Integrated Transport and Logistic System (ITLS). A truly ITLS is
based on an open and global system of transport and logistics assets, hubs, resources and services operated in an
open environment of EAEU and framework conditions of some companies.

While the traditional logistics concept has supposedly always focused on the efficiency in delivering, the
practice of ITLS has provided the major effort to put the business customer in the centre of the system’s activities.
Developing the ITLS, many governments have found that they literally have to turn its transport infrastructure
programs upside-down, starting with business customers and their needs, not infrastructure elements and services.
Practically all members of EAEU try to implement bespoke approach to infrastructure development combining
efforts from the view of the business customer.

We identified 5 key bespoke trends in infrastructure development of EAEU:

1. Logistics, transport infrastructure and supply chains are converging into holistic systems. It is not possible
to view transport sphere separately from manufacturing and distribution. Developments such as Integrated
Transport System (ITS), e-commerce and cross chain control may have a huge effect on the demand for transport
services. The ITS consist of a lot of elements like vehicle to network (V2N), vehicle to infrastructure (V2I),
vehicle to vehicle (V2V), vehicle to cloud (V2C), vehicle to pedestrian (V2P), vehicle to device (V2D), vehicle to
grid (V2G) [1, p. 48]. For example, V2I is a communication model that allows vehicles to share information with
the components that support a country's highway system. Such components include RFID readers and cameras,
traffic lights, parking meters.

2. Innovative technologies of EAEU develop really fast responding to a changing world: blockchain, Industry 4.0,
3D printing, automation, robotics, IoT, Big Data, Future Internet, Physical Internet, machine learning and others.

3. E-commerce, product customization, electronic proof of delivery guide transport demand to small size
shipments that were challenging for traditional management of logistics, but achievable for ITLL

4. Economical and political integration is pushing EAEU to develop a position and a clear network strategy in
the development of the main connectors to other world regions, including Central Europe, the Middle East, Africa,
Asia [2, p. 74].

5. Governmental push for a better usage of existing infrastructure rather than building new infrastructure
elements influence much more. We must refine that instable military situation and socio-demographic changes in
EAEU like urbanization and migration can change the demand for transport either negatively or positively.
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The greatest transport and logistics infrastructure impact will be achieved if all the elements involved are
integrated into a unified whole. Bespoke approach is absolutely implementable, relevant and valid within the
context of ITLI. Clearly identified integrated objectives can help to achieve integration between transport, logistics,
infrastructure and a business customer as a part of this system. By integrating the range of elements so that they
work in harmony or synergy with each other, opportunities are created to improve the effectiveness of all members
of EAEU not only in commerce but also in internal and external integration.
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Crparermyeckas poib MapKeTUHTA B IeSITeTbHOCTIU
0eMoPYCCKUX OpPraHM3aIii

Paspaborka 9¢ppeKTUBHBIX MapKeTHHIOBBIX PEeLIeHNII CTAHOBUTCS 3aJI0TOM yCIleXa JyId MHOIMX 0eJIopyCCKUX
OpraHm3anyil. YMeHVe YeTKO CTaBUTh JOITOCPOYHBIE U KPaTKOCPOYHbIe MapKeTUHIOBBIE e, (POpPMUPOBATDH
HeoOXOfuIMble JUI VX TOCTVDKEHMVSI peCypcChl M BBIOMPATh COOTBETCTBYIOLE MAPKETUHIOBbIe MIHCTPYMEHTBI 00e-
CIledyBaeT YCTONYMBOE KOHKYPEHTHO IPEUMYILECTBO M CIOCOOCTBYET YHep>KaHMI0 KOHKYPEHTHBIX IIO3UIINIL B
CTOJIb CJIOKHBIN MepyOf] SKOHOMITIECKIUX U IIOUTIYEeCKUX MoTpsceHuil. C OHOI CTOPOHBI, pa3BUTIE MapKeTHH-
ra 6asupyercs Ha BHeIPEHUY U MCIIOIb30BaHUY OOJIBIIOTO KOIMYeCTBa MapPKETVHIOBBIX TeXHOJIOI ML (HaIpasJie-
Hue martech), ¢ Bpyroil — obecreyeHO OCO3HAHUEM POIU MHTEPHET-MapKEeTUHIA B JOCTVDKEHNU 3HAYMMBbIX 9KO-
HOMMYECKVIX Pe3y/IbTaToB (HalpaBieHue performance marketing).

B xoH1e 2021 r. mpoBefeH ompoc 6ornee 200 mpencTaBuTenel 6eIOPYCCKUX KOMIIAaHMIL Ha IIpefMeT Pa3BUTUA
MapKeTHHra, B KoHIle 2022 T. MbI IIOBTOPW/IM UCCIEOBaHNe, 0XBaTuB Oosee 350 kommanumit. B ompocax npuHsiin
y4acTye MapKeTVHI-CIIeIMa/ICTDL M PYKOBOAUTENN CIY>KO MaJIbIX, CPEIHIUX Y KPYIHBIX KOMIIAHUI OT JIOKaJIbHO-
TO 10 MEXIYHAPOJHOTO YPOBHA NpUCYTCTBUA. B 2021 1. 6 % ONpOIIeHHbIX CIeUaNniCTOB ONPENeNNIn YPOBEHb
PpasBUTHA O€IOPYCCKOrO MapKeTHHTa KaK IIPOJBUHYTHI, B 2022 I. TAKOBBIX OKa3anoch Bcero 4,4 %; Ho 37,4 % B
2022 nocyuTaIM ero BBICOKVIM B CpaBHeHUM ¢ 6omee ckpoMHbIMI 29,4 % B 2021 r. HeocTaTOYHO BBICOKUM €ro
coumn 53,7 % B 2021 1. u 50,4 % cnennanuctos B 2022-M. JIugepamu B Ip¥MeHEHMY MapKETVHTOBBIX T€XHOMTOTUI
CBOM KOMIIaHUM HasBamm 15,9 % crnenuanucros B 2021-M, a 54,2 % pecloH/IEHTOB OTMETM/IN, YTO UX KOMIIAaHUN
CTapaloTCs IPUMEHATD MepeloBble MaAPKETUHIOBbIC TeXHOJIOTMM, YTO B OOIIeil CIOKHOCTY COCTaBUIO NOPsAKa
70 % xomnanuit. B 6omee ueM 60 % KOMIaHUII yenAeTCA FOCTATOYHO OOMbIIOe BHYIMAaHMe MapKeTUHTY, TOTa KaK
TONBKO 7,2 % CIIelManiCTOB OTMETWU/IN, YTO MX KOMIIAHU! He IPUIAIOT BECOMOI ponu MapKeTuHry. Eciu roso-
PUTD O IepCIIeKTUBAX pa3BuUTUA performance marketing B bemapycu, To 87,1 % crenyanucToB OTBeTWIN «abco-
JIIOTHO COITIACEH» VI «COITIACeH» C YTBepXK/ieHeM « MapKeTVHI-aHa/IUTIKa UIPaeT BXXHYIO POb B 9P PeKTUBHO-
CTM MapKeTVHTa KOMIIaHNY; 76,4 % BBIpasyIi COIIacye ¢ yTBepx/eHneM « MapKeTHHT-K/II04eBoil pakTop ycIe-
Xa KOMIIaHUW», a 60,5 % — He COITIaCWINCD C YTBep>KaeHNeM «MapKeTUHT He UTpaeT BaXKHOII poji B obecriede-
HYM PMHAHCOBBIX pe3y/IbTAaTOB OM3Heca.

Hanpasnenue martech mocraTrodHo BocTpeOoBaHO U B 06macTi Gemopycckoro Mapkerunra. Ompoc mosBo-
JIVI BBIABUTD HalbOJIee YacTo VCIOIb3yeMble ) IIepCIeKTIBHbIe MapKeTUHIOBbIe TexHonornu. CRM, TapreTuHr,
SMM, xoutekctHas peknama u SEO ocrarorcsa Hanbosiee IOMY/IAPHBIMA B MCIO/Ib30BAHUY OETOPYCCKIMI KOM-
nanuAMu. [Topsanka 40 % KOMITaHMIT MICIIONB3YIOT 9T TEXHOIOTM Ha IIOCTOSAHHONM OCHOBE. B MeHbIeit Mepe npu-
OeraroT K TaKMM TexHOoruaM, kak RTB, Data Mining u BUpycHbIII MapKkeTHHT. Ec/iu K HepBbIM BBUAY JOPOTOBU3-
HBI U OTPaHMYEeHHOTO MCIIONIb30BaHMA B pecIy0/IuKe, TO K IIOCTIeHIM — BBUIY OTPAaHIYEHHOCTH pellleHNs Map-
KeTVMHTOBBIX 3afiad. [IpyMedareieH pocT MONMY/IAPHOCTY TEXHOIOTMII 3alUThI II€PCOHAIBHON MH(OpMaLny, BU-
Ieo v MoOWIbHOrO MapKeTuHra. Ilocrenenso ampo6bupyercsa u CEM kax ycoBeplieHcTBOBaHHBI BapuaHT CRM.
B Benapycu He mpeficTaB/IeH BeCh CIEKTpP HOOOHBIX pelleHNI, KOTOPBIX B Mupe HacuuThiBaeTcs 6omee 9000, HO
Oaropiaps1 pa3BUTHIO AaHAIUTUYIECKIX U PEKJIAMHBIX BO3MOXKHOCTel! IIOMCKOBYIKOB U COLIMA/IbHBIX CeTell, HeKOTO-
pble pellleHN B YaCTV TapreTUHIA ¥ MAPKEeTUHT-aHa/IMTUKY YK€ aBTOMAaTU3MPOBAHbI U BKIIOYEHbI KaK JIOTIOTHMI-
TelbHble GYHKINY B peK/IaMHBIX KabuHeTax Google, Yandex, Facebook, Instagram.



