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CLIENT GROUPS IN THE EARLY STAGE OF THE LIFECYCLE OF BUSINESS RELATIONSHIPS ON
THE ADVERTISING MARKET

The development of B2B relations is researched by many scholars. Besides dealing with the stages of the
lifecycle the aim of this study is to introduce client groups in Slovakia with the help of the factors that influence
relationships on the advertising market the most. After joining an international research group, besides dealing with
the above mentioned factors, in our primary research we set out to research Slovak client groups on the Slovak
advertising market and to describe them on the basis of their behaviour. We suppose that clients can be segmented
on the advertising market just like on every other market. Thus, our hypothesis is the following: There are distinctive
client groups in the early stage of the lifecycle model. In order to ensure comparability, in our survey we used a
questionnaire that was already successfully tested in Hong Kong. Our respondents were Slovakian advertising
agencies and their clients. Our research results showed that the researched Slovak businesses can be put into two
groups in the early stage of the business relations: the risk-averse segment and the risk taking segment. Thus, we
consider the carrying out of segmentation also on the advertising market important, which can result in offering
customised services to clients.

Keywords: customer relations, lifecycle, advertising market, client groups, segmentation, Slovakia.
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Formulation of the problem generally. The cooperation between two businesses is influenced by
a number of factors. There is cooperation between business entities on a vast number of levels. The
nature of the relationship, of course, largely influences which factors have an impact on the quality of
that particular cooperation. The agency-client lifecycle theory approaches and deals with the relationship
between these two parties as a process. It stresses that cooperation between the parties and the
development of their relationship is influenced by a number of factors. Besides the objective factors
there are a number of subjective ones that can cause significant changes in the cooperation, such as the
change of the client's attitude to the relationship. It is very important for advertisers to build good
relationships with advertising agencies in order to make sure that their promotional campaigns work
smoothly. An unsuccessful relationship or the termination of the relationship costs time, money and
energy: a new campaign has to be made, the finding of a new agency and building trust with it takes
time. Experience shows that it takes approximately two years in the advertising business to build a new
and stable relationship. It is also important to mention that building a relationship is a dynamic process.
A business builds and ends a countless number of relationships during its existence [19].

Analysis of recent researches and publications. Before dealing with the literature on relationship
marketing let us have a look at the essence and specific features of B2B marketing. A relation in general
is an interaction between two entities. In business relationships usually there is a business on one side
and a group of individuals (buyers) on the other side. A group of economists within B2B marketing do not
recognize the relevance of relationship marketing until personal interaction between the company and its
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customers is established. Their argument is justified by the fact that the exchange of information
exclusively through ICT does not result in real contacts between the parties. This group of researchers is
of the opinion that a real relationship can only be established through customer-relations staff who need
to be in regular contact with the company's clients. On the basis of this it can be concluded that the
building of a relationship between to businesses is just as difficult and complicated as the maintenance
of a buyer-seller relationship [5].

If we study the Slovak and international literature on relationship marketing (hereinafter RM), we will
find its several definitions.

Francova and Oresky [6, p. 44] define RM as a system with an aim to "create, maintain and develop
mutual relationships with stakeholders to create value for the sake of customer satisfaction." RM
primarily deals with the maintenance of relationships with clients, competitors, the public and state
institutions. RM, which can also be interpreted as a modern marketing tool, helps companies to remain
competitive.

Michalkova [15, p. 102] interprets RM as "the link between the organisation and the customers,
employees, suppliers and other partners with the aim of exploiting long-term mutual benefits for the
parties." It emphasizes the special customized approach, which makes clients feel important. This
feeling makes clients want to establish and develop a relationship with the business.

Machkova [13, p. 14] sees the essence of RM as follows: "the basic goal of the company must be
the building of long-term, positive customer relationships. Getting to know the special needs of
customers is the way to achieve this goal." The author says that consumers are not only the end users
of a company's products or services, but approaches this question from a wider sense, and states that
clients are all entities that influence the organization's operation.

In addition to the researchers' views outlined above, there are further important scholars who have
contributed to the development of relationship marketing:

+  Kotler [12] identified the four major steps of RM. As a first step the most important clients must
be found, experienced executives must be appointed, and the processes must be elaborated for the
managers.

+ Bolton [2] researched customer loyalty. He found that customer loyalty is the factor that
influences relationships the most, since it makes customers come back again to the company as clients.

+ According to Gounaris [7], the business relationship is a result of a psychological process where
the parties cooperate to achieve a mutual aim.

+ Cao and Gruca [3] argue that cooperation is a two-party agreement in order to reach the set
business goals.

+ Payne and Frow [17] define relationships as the means of access to investment resources.

+ According to Jha [11], business relationships are born for the reason that one party hopes that
their help provided to the other one in the present will be returned by the other party in the future.

+ According to Da-wei [4], achieving customer satisfaction that can be achieved by electronic
means is the most important goal of RM.

+ Green's [8] research suggests that the establishing and development of a relationship is a result
of previous customer experience.

+ According to Omar [16], business relationships are the result of interdependency and the author
believes that currently there is no better solution on the market than cooperation between the parties [9].

The organization of customer relationships is one of the most complex challenges for business
leaders. The ability and willingness to cooperate is one of the fundamental and essential prerequisites
for establishing successful business relationships, while maintaining these relationships is also an
extremely important task. The process of establishing, organizing and maintaining a relationship is a
complex activity that can dynamically change over time, as new problems that must be solved arise all
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the time.

In the following, we will focus on the most determining factors of relationships between advertising
agencies and their clients. The main benefits of using the services of an advertising agency include time
saving, simplification of administrative activites and the existence of quality control activities.
Additionally, the customer receives information and advice regarding a specific area, and can get
professionalism, cheaper media space and additional information. By this means expenses can be
decreased [1]. Agencies make maximum effort to secure customer satisfaction.

Advertising agencies are businesses that provide specific services under certain conditions set out in
a professional manner. It is common in this market that the agency has an exclusive contract with its
client, which, in addition to the usual assignments, includes other agreements and arrangements that are
typical of the area.

In examining the relationship between agencies and clients, we face four basic issues. The first one
is the efficiency of the above discussed relation. Effective co-operation is the basis for a long-term and
stable partnership, in which the parties have to follow the following principles:

1) Confidence building — a fundamental building block for business relationships. The business
partners agree that the client will not communicate to the competitors how the agreement was reached,
and will not order the service from another agency. At the same time, the client expects from the agency
to be a committed partner.

2) The deadline for the payment of services - financial issues in business, just like in private life,
are a sensitive area of cooperation; therefore, the client must pay attention to settle all debts in time and
to a full extent.

3) Discounts provided for the client — there are many forms of this. The agency can offer discounts
as a sign of gratitude to the client, in case of long-term contracts, regular timely payments etc.

4) Taking responsibility — the client must comply with predetermined rules and avoid aggressive
behaviour in order to maintain a long-term relationship. Aggressive behaviour is a very common reason
for ending a business relationship.

5) Quality of services — quality services is significant importance in all business areas. This is also
especially true in the field of marketing services. Quality service includes the high quality of the service
provided, but also the price and compliance with the agreed terms.

6) Written agreement — based on the opinion of experts in the field, all related activities should
better be put down on paper. This is one of the keys to long-term and stable business relationships. For
example, putting down the payment terms and the conditions for the fulfilment of the order on paper are
of paramount importance.

7) Communication between the parties — communication between the partners is essential in order
to avoid problems. Regular meetings can generate new ideas, can provide solutions to new challenges
and contribute a lot to efficient problem solving. These activities help both parties coordinate their
activities and in the schedule [18].

The second thing to be examined is the question of what causes the termination of an agency-client
relationship. According to Halinen [10], there can be six reasons for ending an existing business
relationship:

1) Low level of service — the decline in the quality of the services provided by the agency is one of
the most common reasons why the client terminates the relationship. In most cases, this happens when
the agency already has a reputation in the market and must simultaneously come up the expectations
and fulfil the needs of more and more customers.

2) Degree of employee turnover — if there is high staff turnover in the agency, it is relatively
common that the client is unable to become used to the personality of the new contact person and will
leave the agency.

MapkeTuHr i MeHegXMeHT iHHoBaUin, 2017, Ne 3 25
http://mmi.fem.sumdu.edu.ua/



E.C. T'yc3apik, J1. Mosca, A. 'egeci. KnieHTCLKi Fpyni Ha paHHLOMY eTani XUTTA GiHeC-BIHOCHH Ha PEKNaMHOMY PUHKY

3) Poor coordination — improper management and coordination of projects can lead to the
termination of the entire project.

4) Loss of trust — one of the most serious mistakes of agencies is to let confidence lost. If it
happens, it is almost certain that the client will ook for a new partner.

5) Significant changes in the project - if the parties cannot adapt to the new circumstances, it will
mean the end of the business relationship.

6) Personal conflicts — the human factor is one of the most critical factors in business life. It can
influence the success of a partnership in a positive and in a negative sense as well [10].

Another important question in the relationship is how the agency gets new clients, and perhaps more
importantly, how it can retain its existing customers and improve the quality of the relationship. Improving
the quality of relationships is mainly influenced by key factors, such as mutual understanding, trust,
flexibility and respect.

Aims of the article. Several aims were elaborated prior to the conducting of the research itself. Our
primary and most important goal is to identify the customers of advertising agencies in the initial stage of
the business relationship, and that similarly to the well-known consumer groups (innovators, early
adopters, majority, and lagers) used in research on the product life cycle. Being familiar with customer
groups is of utmost importance in order to be able to address them with customised marketing solutions.
This increases their trust, which can result in the development of long-term business relationships
between the parties. In order to reach the above aim we elaborated the following research questions:

Who are the clients? Can they be put into different groups?

Following the elaboration of the research questions the hypothesis was set up:

H: There are distinctive client groups in the early stage of the lifecycle model.

We chose to apply a deductive research method, since our aim was the testing of the hypothesis
and the analysis of relations. The most suitable way to implement our research project was to conduct a
single cross-sectional survey, since we collected data once from a single sample [14]. In our survey we
used a questionnaire that was already successfully tested in Hong Kong. It was provided for us by one of
the research leaders, Professor Fam. To evaluate the early stage of the cooperation respondents had to
respond to 33 statements. Here a semantic differential scale was used. The questionnaires were filled in
online and anonymously, and only one questionnaire could be sent back from one e-mail account. Since
we surveyed the advertising market of two countries, the questionnaires were sent out in Hungarian or in
Slovak, depending on the location of the given business's seat. The respondents were approached and
the questionnaires were filled out in 2014 and 2015. First, a database had to be elaborated about the
advertising agencies operating on the markets of the two countries. During the creation of our database
of agencies we used websites, which present the available advertising agencies as well as the websites
of advertising-agency associations. There were 637 agencies in the final database. The online
questionnaire was sent out to them, and we also asked them to forward us contacts for their client so
that we could make the questionnaire available for them as well. On the basis of the facts above it can
be stated that our research method was the snowball method belonging to non-random sampling
techniques. As a result of the above described method our questionnaire was made available for 2,648
businesses. 23 requests were returned immediately due to wrong e-mail addresses. Following the
filtering of improperly or only partially filled out questionnaires 339 properly filled out questionnaires were
left to work with. Thus, the size of the research sample was 339, which means a 13.1% willingness to
respond. This rate is a normal one since respondents tend to be reluctant to participate in similar
surveys, or they are afraid that their data would get into the hands of their competitors. A third of the
respondents were agencies, and two-thirds were clients; so there were 114 and 225 of them,
respectively. 153 responding businesses were from Hungary and 186 were from Slovakia.

After the received data had been checked, they were processed with the help of the SPSS software
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package. In order to prove or disprove the hypothesis several questions had to be evaluated jointly.

Basic material. With the hypothesis we would like to find out whether the surveyed businesses can
be put into different groups on the basis of the variables included in the questionnaire and which are
typical for the early stages of cooperation. Our hypothesis states that

H: There are distinctive client groups in the early stage of the lifecycle model.

In order to test the hypothesis we conducted a cluster analysis in SPSS. First, we determined the
ideal number of clusters by applying Ward's method, which necessitated the creation of two groups in
the early stage of the relationship.

144 businesses belong to the first cluster, which makes up 81% of the sample. These businesses
think that the market-research competencies of the agency are very important. Business growth, the
existence of international contacts and the administration of projects are similarly crucial for them. These
are all factors that show how precise the agency is. The least important criteria for clients in choosing an
agency are the agency's size, its product portfolio, the awards the agency has won, the stability of its
workforce and the help they provide in the elaboration of long-term strategies. As it can be seen from the
table and the above described facts the agency's precise work and its experience is important for this
group; however, they consider the stability of the relationship and its maintenance less important in the
early stage of the relationship. In this light our first cluster was named the cluster of risk-averse
businesses needing precision and experience.

With its 33 businesses, the second, smaller, cluster makes up 19% of the sample. The thing they
consider important when choosing an agency is its willingness to share information with them, namely to
warn the client if it is about to make a wrong business decision and to inform the client about the latest
global market trends. The facts whether the agency has international contacts or to what extent their top
managers take part in decision making is not important for them at all. Since international contacts and
relations, business expansion, the administration of projects and the way invoices are handled are not
important for them, this cluster got the name of information-hungry risk takers not needing precision.

On the basis of the survey our hypothesis H that:

There are distinctive client groups in the early stage of the lifecycle model.

Can be considered proved, since on the basis of the results of the cluster analysis carried out in
SPSS we could identify two distinct client groups.

In the following we will characterise the clusters on the basis of variables not included in the cluster
analysis (Table 1).

Table 1 - Comparison of clusters created in the early stage of the relationship (own data)

risk-averse businesses needing | information-hungry risk
precision and experience takers not needing precision
strength of distance feeling closer than risk takers keeping distance
relationship
future cooperation more possible than risk takers less possible
recommending fo others recommend more than risk takers | recommend less
promotional budget 48% with considerable capital tie- | 45% with minimum capital tie-
up above 75% up
number of employees 67% are small businesses 55 % are micro-businesses
gross revenues 41% with revenues between 36% with revenues below
301,000 and 500,000 EUR 100,000 EUR
distribution of national market 65% 83%
campaigns
foreign market 11% 4%
multinational market 28% 13%
membership in the association of advertising 62% are members 55% are not members
agencies
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With the help of the other questions we aimed to find out how close clients feel to their agencies. The
respondents had to mark on a scale of 1 to 7 to evaluate how close their cooperation is, where 7 meant
very close cooperation and 1 meant very week. Since the question measured on a metric scale, but
clusters are not of metric scale, we used the ANOVA method in the remaining part of the analysis. The
risk-averse cluster have a more positive view on the strength of their relationship with the agencies in all
three question fields than the other cluster; however, it can also be stated that there were mostly
negative answers to all questions in both clusters. Thus, both the risk taking and the risk-averse cluster
fell rather distant from their advertising agency with an average of 3.46 and 3.00, respectively. They both
are less sure that they will still be cooperating with the same agency in 3-5 years (average = 3.67 and
3.18). Similarly, the businesses in both groups are less sure (average = 4.02 and 3.09) that they would
recommend their agency to other clients.

The significance level of the individual statements was tested with an F-test. At a 5% significance
level it can be stated that there are differences between the two clusters regarding their opinion about
their closeness to their agency and their willingness to recommend their agency to others. On the basis
of this, the risk-averse cluster has a slightly more positive view on the strength of the relationship than
the risk-taking one.

When measuring the strength of the relationship we also used the question from the questionnaire,
which asked about how many percent of the client's promotional budget is managed by the given
agency. Naturally, the higher percent a given agency handles from the promotional budget, the stronger
the relationship is, since this way the client becomes dependent on the agency regarding the success of
its campaigns. The clients could respond to this by answering an open question. During the analysis,
however, we thought it would make more sense to categorise the responses. The following categories
were set up: below 26%, between 26% and 50%, between 51% and 75% and more than 75%. The
responses in the two clusters were analysed through a cross-table analysis. The results are shown in the
figure below (Figure 1):

more than 75 %

51-75%
risk taking

26-50 % W risk-averse

below 26 %

=
—

0% 10% 20% 30% 40% 50% 60%

Figure 1 - The relation between clusters and their capital tied-up
by advertising agencies (own data)

Following the analysis it can be claimed that the risk taking cluster provides a smaller percent of their
budget to be managed by their agency and they depend less from the agency than the businesses in the
risk-averse cluster, where as much as 48% of the businesses are willing to let even more than 75% of
their promotional budget be managed by an agency. The link between the two variables was also tested
with an F-test: the value was 12.465 at a significance level of 0.001. Thus, it can be concluded that there
is a certain level of correlation between the two factors. The indicator showing the strength of the
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correlation took up the value of n2=0,066, which shows a week correlation.

The respondents were also put in the following categories regarding their size: micro-businesses,
small businesses, medium-sized businesses and corporations. There is no correlation between the two
analysed factors (clustering as an independent variable and the number of employees as a dependent
variable). Despite this, let us analyse the number of employees of businesses in the two clusters. A
significant proportion of businesses (67%) in the risk-averse cluster are small businesses with 10-49
employees. Contrary to this, more than half (55%) of the businesses in the risk taking cluster are micro-
businesses. Thus, the assumption those micro-businesses are more flexible in responding to market
changes and challenges might prove to be true; therefore, they are willing to take bigger risks.

When answering the question about their revenues in 2015 businesses could choose from seven
options (less than 100,000 EUR, 101,000-150,000 EUR, 151,000-300,000 EUR, 301,000-500,000 EUR,
501,000-750,000 EUR, 751,000-1m EUR, more than 1m EUR).

Table 2 — Analysis of variance of the clusters in the initial stage of the lifecycle based on their
gross revenues in 2015 (own data)

ANOVA Table
F Sig. Eta Squared
Businesses revenues in 2015 29,369 0,000 0,148

The analysis of variance showed correlation (F=29,369; sig.= 0,000) between the clustering of
businesses and their revenues in 2015. The indicator showing the strength of the correlation took up the
value of n2=0,148, which shows a week correlation (Table 2).

45%
40%
35%
30%
25%
20%

15%
EEs |
5%

risk taking

less than 100,000 EUR
101,000-150,000 EUR
151,000-300,000 EUR
301,000-500,000 EUR
501,000-750,000 EUR
751,000-1m EUR
more than 1m EUR

Figure 2 — Businesses revenues in 2015 (own data)

The distribution of the responses by the clusters' members indicates interesting results. As it can be
seen in the figure above (Figure 2), a considerable proportion of the risk-averse group (41%) had
revenues between 301,000 and 500,000 EUR in 2015. The distribution of the responses copies the line
of a bell-shaped curve. Contrary to this, the majority of the risk taking businesses (81% of them) had
gross revenues lower than 300,000 EUR in 2015. Thus, it seems that there is no positive correlation
between the decision of taking or avoiding risk and the amount of annual revenues. Therefore, it is not
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true that the higher a company's revenues are, the more business risk it is willing to take. Therefore, with
regards to the present study it can be claimed that businesses with higher revenues tend to play it safe
when choosing a new advertising agency, and do not like taking risks in the early stage of cooperation.

With the survey we also wanted to find out whether the clients mostly target national markets, foreign
markets or multinational markets with the campaigns. The results of the analysis of variance are shown
in the table below (Table 3).

Table 3 — Analysis of variance of clusters in the early stages of the lifecycle on the basis of the
distribution of advertising campaigns (own data)

Distribution of advertising campaigns ANOVA
g pa1g F-test Sig. n?
home market 21.527 0.000 0.110
foreign market 4714 0.032 0.036
multinational market 25.526 0.000 0.127

The table shows that not depending on whether the campaigns are run at home, abroad or
multinationally there is a significant but weak correlation between the two clusters and the place of the
campaigns. While on average 83% of the campaigns of risk takers are run at home, the same proportion
is 65% in the risk-averse group. The businesses in both clusters rather focus on home markets: the
proportion of marketing activities abroad in the risk-averse and the risk taking cluster is 11% and only
4%, respectively. The proportion of multinational campaigns among the risk-averse cluster is 28%. The
same figure amounts to 13% in the risk taking one (Figure 3).

100% -
90% -
80% -
70% - m multinational market
60% - / .

50% foreign market
40% -  home market

30% -
20% -
10% -
0%

risk-averse risk taking

Figure 3 - Distribution of marketing activities in the clusters on different types of markets (own data)

To sum up, it can be concluded that not depending on which cluster they belong to the researched
businesses tend to focus their advertising activities on home markets. However, it can also be seen that
the risk-averse cluster have a wider scope of activities with higher proportions of advertising activities
abroad or on multiple markets.

No significant correlation was shown between membership in the given country's association of
advertising agencies and being in a certain cluster of this research (x2=0,194). The distribution of
responses shows that approximately a third of the advertising agencies of the risk-averse cluster are
members of the association and belong to the Top 10 agencies; another third of them are members of
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the association and the remaining third are not members of the association of advertising agencies. The
majority (55%) of the risk taking cluster cooperate with agencies that are not members of the association
of advertising agencies.

Conclusions and directions of further researches. We identified two clusters in the early stage of
the business relation. We considered clustering important for the reason that in a market as specialized
as the advertising one there is a need to segment customers. It is necessary in order to create a
targeted marketing plan, since the addressing of each of our segment should be done in a different way.
The risk-averse businesses needing precision and experience feel closer to their agency even at the
beginning of the relationship than the risk taking cluster. They also expect longer cooperation with their
agency than risk takers and they recommend their agency to others more. Agencies tie-up more than
75% of the advertising budget of the risk-averse cluster in spite of the fact that it causes that they
depend largely on the agency. The majority of the cluster has been on the market for 5 to 10 years and
their annual revenues range between 301,000 and 500,000 EUR. The majority of their campaigns target
home markets, but they also focus on multinational ones. Based on the characteristics of the cluster, it
can be stated that there is a need to build trust with them as early as possible, since they are more loyal
to their chosen agency than the members of our second cluster. It is important for the staff of the
advertising agency not to disappoint these cluster members; thus the staff of agencies should be trained
and developed. The feeling of trust can be further enhanced through formal and informal meetings.

Contrary to the above described cluster, the information-hungry risk takers not needing precision feel
farther from their agency; they do not think they will work together with their agency in the future as well,
and they are reluctant to recommend the agency to others. Their risk taking nature is also shown in the
fact that their agencies tie up only low proportions of their advertising budget. The majority of the cluster
is micro-businesses and has been on the market for 11 to 15 years and their annual revenues are lower
than 100,000 EUR. A considerable proportion of their advertising campaigns are run exclusively at home
markets, and they tend to work with advertising agencies that are not members of the national
association of advertising agencies.

Thus, our second cluster is made up of clients that have a lower annual turnover, but have been on
the market for a longer period and their business is firmly settled. This might be the reason for the fact
that they are willing to take risks. To gain the trust of this segment there is a need to make them feel that
all information regarding the market and the joint projects is always made available to them. It may be
useful for the agency to create a joint information database with the customers in this segment.
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KnieHTcbKi rpynn Ha paHHbOMY eTani XMTTs 6i3Hec-BiAHOCUH Ha peKNaMHOMY PUHKY

Bazamo docnidHukie 8usyatomb po38UMOK 8idHocuH B2B. Memoro 0aHo20 0oCriOXeHHS, KpiM po3ansidy emanie Xummegozo
Yukmy, € enpoeadeHHs KnieHmcokux epyn & CnosauduHi 3a G0NOMO2OK hakmopis, sKi 8niusalomb Ha 8IOHOCUHU Ha
pexnamMHoMy puHKy. llicnst ecmyny 00 MixHapoOHOI AoCTIOHUULKOI 2pynu, KpiM 8UDILUEHHS UL4E3a3HAYEHUX YUHHUKIS, 8 HaWOMY
0CHOBHOMY docrioXeHHi Mu upituunu docridumu crogaubki KieHMChbKI 2pynu Ha CriosaubkoMy PUHKY peknamu i onucamu ix Ha
0CHO8I iXHbOI nogediHku. Mu egaxaemo, Wo KitieHmu MoXyms bymu ceeMeHmoBaHi Ha PeKTaMHOMY PUHKY, SK Ha 6yOb-sikoMy
iHWoMy puHKy. Takum 4YuHOM, Hawa einome3a maka: Ha pahHiti cmadii Xummegoeo YUKy icHyromb 8iOMiHHI epynu knieHmis. LLjo6
3abe3neyumu nopieHSHHICMb, 8 HaWoMy ONUMY8saHHi MU 8UKOPUCMO8Y8anu aHkemy, sika exe byna ycniwHo npomecmogaHa 6
[OHKOH3I. Hawumu pecnoHdeHmamu 6ynu CrogaubKuMu PeKTaMHUMU ageHmemeamMu ma ixXHbIMU KiieHmamu. Pesymemamu
Hawux 0ocnidxeHb nokasanu, wo 00cnioXysaHi crogaubki nidnpuemecmea Moxyms 6ymu npedcmaeneHi Ha 080X emanax Ha
PaHHix emanax Oiflo8uX 8iOHOCUH.: CE2MEHM, YHUKAKYUX PU3UKY, i ceaMeHm, CXubHUX 0 pusuKy. Takum YUHOM, MU 88aXaEMO,
Wwo nposedeHHss ceaMeHmauii makoX B8axsueo Ha PEeKTaMHOMY PUHKY, Wo Moxe npusgecmu 00 HadaHHs KrigHmam
iHOuBidyanbHuX nocrye.

Kntoyosi crioBa: BITHOCUHU 3 KNIEHTAMM, XUTTEBUA LMK, PEKNaMHIUA PUHOK, rpYnu KMiEHTiB, cermeHTaLs, CrnoBavuuHa.
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KnueHTckue rpynnbl Ha paHHeM 3Tane XuU3HN GU3HEC-OTHOLLEHNI Ha PeKNamMHOM pbIHKe

Mroeue uccnedosamenu usyyatom pasgumue omHoweHuli B2B. Llenbto 0aHHo20 uccnedosaHusi, NOMUMO pacCMOMPEHUs
3Manos8 XU3HEHHO20 UUKIa, fiensiemcs He0peHue KiueHmcekux apynn 8 Criosakuu ¢ NoMOWbIo hakmopos, Komopbie efusiiom
Ha OMHOWEHUS Ha peKnaMHoOM pbiHKe. [Tocne ecmynneHus 8 MexoyHapoOHylo ucciedosamenbCKyio 2pynny, NOMUMO PeleHus!
8bIWEYNOMSIHYMbIX hakmopos, 8 HaleM OCHOBHOM UccredosaHuU Mbi pewunu uccrnedosams Crogaukue KnueHmekue epynnbi
Ha CrI08auKoM PbIHKe peknaMbl U onucamb UX Ha OCHoge UX nosedeHusi. Mbi nonazaem, 4mo KnueHmbl mo2ym 6bimb
ceaMeHmuposaHb| Ha PeKNaMHOM PbIHKe, Kak Ha obom Opy2om pbiHke. Takum 0b6pa3omM, Hawa aunome3a makoea: Ha paHHel
cmaduu XU3HEHHO20 YUKNa CYwecmsylom omaudumesnsHble 2pynnbl KnueHmos. Ymobbi obecneyums conocmagumMocmb, 8
Hauwiem onpoce Mbl UCNOMb308anU aHkemy, komopas yxe bbina ycnewHo npomecmuposaHa 8 [oHKOHze. Hawiu pecnoHOeHMb!
Obinu CnosauKUMU peKNaMHbIMU a2eHmemeaMu U UX KnueHmamu. Pe3ymbmamel Hawux uccredosaHull nokasanu, 4mo
uccnedyemble crosaukue npednpusmus Moeym Obimb npedcmaeneHbl Ha 08yX amanax Ha paHHUX 3manax 0enosbix
OMHOWEHUU: ceaMenm, u3be2alouux pucka, U CeaMeHm, CKIMOHHBIX K pucky. Takum o6pa3om, Ml cqumaem, ymo nposedeHue
CeaMeHmayuu makxe 8axHO Ha PEeKNaMHOM PbIHKe, Ymo MOXem npusecmu K npedocmagreHuo KinueHmam uHOUeuOyanbHbIX
yenye.
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