Pe3epBbl MOTYT OBITH CHOPMHPOBAHBI U B OYXTANTEPCKOM H B HAJIOTOBOM y4€Te, €CITH BKITFO-
YUTh B HACTPOWKAX KHOIKY MO (hOPMUPOBAHMIO ATHX pe3epBOB. B oTyeTe mo pesepBam 1o COMHH-
TEJIBHBIM J0JTaM MOXKHO OyJeT MOCMOTPETh CIUCOK KJIMEHTOB, UMEIOIINX 3a0JKEHHOCTh TIEpe/
MPEeANPUATHEM, €€ CYMMY, CPOK, Tpocpouka. Takum oOpazom GopMUpOBaHUE PA3TUYHBIX (HOHIOB
MOXET MPOUCXOIUTh aBTOMATUYECKH, KaK TOKa3aHO Ha IpuMepe (popMUpoBaHUS pe3EPBOB MO CO-
MHUTEJBHBIM JI0JITaM.

[Ipu mobGaBieHNM HECKOJIBKHUX BKJIAJA0K paboTa 3HAUMTENBbHO yrpoinaercs. byxranrepy npe-
CTaBJISIETCS BO3MOXKHOCTh BHJIETh MOKyMAaTeNell ¢ 3aJ0KEHHOCThIO U BIIAJETh HEOOXOAUMON WH-
dbopmaruelt 0 TaHHBIX OmNepausaX. 3HaTh JAThl 3aKIIOYEHHUS JOTOBOpA, KOTJa IUIATEX CTall Mpo-
CpPOYEH, CyMMY IIJIaTeXa U CYMMY, IOCTYIIUBILYIO B PE€3€PB 10 COMHUTEIBHBIM JIOJITAM.

Takum 00pa3oM, KpeaTUBHBIA yUeT MPEANOoaraeT OCyIeCTBIECHNE YUYETHBIX OTNEPaINid C UC-
MOJIb30BaHUEM MPO(ECCHOHANBHBIX CYXKICHH, B AJEKTPOHHOU Cpelieé B COOTBETCTBUU C JICHCTBY-
IOIUM 3aKOHOJATEeITLCTBOM M BO3MOXKHOCTSAMH HHU(PPOBOH 3KOHOMHKH. Ero wucmonap3oBaHue B
y4eTHO-aHAJTUTHUYECKOM O0eCreYeHU OM3HEeC-TIPOIECCOB SIBISIETCS OOOCHOBAHHBIM M IIETIECO00-
pPa3HBIM.
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Businesses recently have been undergoing changes everywhere, which forces managers to
make different management decisions based on a thorough analysis. Most entrepreneurs are often
focused on lowering marketing costs, forgetting that high-quality marketing plans can stabilize fall-
ing indicators like revenue, profitability, and market share. The marketing campaign stimulates de-
mand, creates an efficient system of product distribution, and allows for the study and prediction of
market state and development, as well as the retention of customers during difficult business times.

The aim of this report is to determine the importance of marketing analysis as a base of mak-
ing further management decisions

Within the framework of the article, would be set up following researches objectives:

—0 determine the meaning of IMC planning,

—to prove the importance of marketing analysis on the success of the company,

—to understand how to do control marketing costs.
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Marketing costs depend on the scale and specialization of the company, therefore, large com-
panies such as Tom Ford, Gazprom, and Mercedes have a budget allocated for the implementation
of promotion of several million dollars. Generally, analysis is used in the marketing process, which
includes understanding the environment surrounding the company (consumer, company, competi-
tion), developing marketing strategy, and implementing the marketing mix. The development of the
company directly depends on the quality of the marketing strategy. Businesses do not operate in a
vacuum. Rather, it operates in a very complicated environment: macro environment, micro envi-
ronment, internal environment.

Marketers make up the IMC (integrated marketing communication) planning which takes into
account all the features (figure 1) [3]. As an example, | would like to tell you about the IMC plan-
ning of the «Pascafe» company, which produces travel products using eco-friendly materials with
anti-theft protection [4]. It is an innovative, transnational and premium brand, which has over 180
registered patents [1]. To begin with external analysis, which includes Snapshot, SWOT, PEST, for
making sense of a brand's complicated environment. According to LinkedIn data. Since Pacsafe is a
private company, revenue and profit data are not publicly available. According to signalhire.com,
Pacsafe’s annual revenue is estimated to be within the $5-25 million range. While this is still a
broad range, it shows that Pacsafe is a relatively small company. For example, competitor Sam-
sonite has an estimated revenue of $2 billion [2]. Of course, Samsonite has a much broader product
portfolio and is not only focused on anti-theft travel products. It’s impossible to find the exact mar-
ket size of Pacsafe since the anti-theft market is a niche market.

Budget

Customers

| Competitors | Objectives
| Communication

| Product
| Positioning |

mc
| Components |

Figure 1 — IMC planning process

As a result, the strengths and weaknesses of the company, opportunities and factors that we
can't influence have been identified. The internal analysis of this brand was in the evaluation of cus-
tomers, competitors, suppliers, and the public. Thus, to begin with identifying groups of people
(segments) who would be interested in the benefits provided by the business’ product/service.
Pacsafe has two different groups in its segmentation [1].

« To some extent price insensitive

« Middle class and up

« Female/Male

« Environmentally conscious

18-34 y/o (46,96 %)

« Buying behavior — Adventure traveling

« Potentially backpackers

« Gap year

35+ y/o (53,04 %)

« Buying behavior — Leisure

o Why — The need for safety through traveling

After segmentation, people focus on available resources and the marketing mix on these seg-
ments via a set of marketing actions — product, place, promotion, prices (i.e., the marketing mix).
This process is called targeting. Thus, there is a strong purchasing power from the 25-34 y/o mostly
equally divided between women and men, which means it would be more lucrative for Pacsafe to
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increase awareness in this segment, regarding 80/20 rule and make use of the 86,53 % organic traf-
fic, transfer it into social marketing channels and reach the target market.

The main part of the information about competitors is obtained from reaching competitors' in-
novation and composing Perceptual Map, by which the information of Pacsafe competitors was giv-
en (figure 2) [5].

Copac Alpako

Trovelpro
Low quality < 1 » High quality

Inateck

Figure 2 — Perceptual Map of Pacsaf.

Most of Pacsafe’s competitors have a broader product portfolio of travel and luggage prod-
ucts, not only anti-theft. This positions Pacsafe as the premium brand when it comes to anti-theft
travel gear. A focus on sustainability and brand recognition are the main differentiators for Pacsafe,
allowing the company to charge a higher price than its competitors. Additionally, Pacsafe is able to
leverage innovation awards and obtain patents, leading to increased perceived customer value.

Having received information about the macro and micro environment around the Pascafe.
Specialists proceed to the compilation of Marketing strategy and Integrated Marketing. According
to the above analysis, one of the key marketing objectives for Pacsafe will be to increase retail rev-
enue by 15 % by the end of 2023. Creative strategy and execution is to tell consumers how the
brand cares about the environment and especially turtles, and increase brand awareness. The mar-
keting communication objective is to increase the awareness for Pacsafe through showcasing prod-
ucts at unique locations. Pacsafe’s products could be located in seaquarium around the world
near the turtles’ aquariums. It could be a medium glass cube with a Pacsafe backpack, photos and
stories telling customers how the company has already helped many turtles inside this one. It’s an
example of digital outdoor advertising. It’s a good place for visiting potential customers and engag-
ing new ones. As a result, more people will know about the brand from the attractive side, which
could increase market share and price of private labels, as well as gross profit of the company.

The analysis of marketing costs consists of the following stages:

— analysis of expenditure levels for ordinary items. During the analysis, possible cost items
and the distribution of financial resources are determined.

— analysis of functional items of expenditure. This analysis allows you to determine the costs
carried out by individual marketing functions

— analysis of functional cost items in the distribution according to various marketing classifi-
cations. Functional costs are distributed by goods, sales methods, trading territories, sales channels,
sales personnel, consumers and other marketing classification.
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Unfortunately, it is complicated to control marketing costs as well as their distribution be-
cause marketing functions are extremely inaccurate. Economists also agree that this inaccuracy
leads to unjustified expenses that are difficult to assess in terms of their expediency and effective-
ness for the organization's economic activities. Therefore, each company should define its specific
functions and goals of marketing. Thus, based on them, the management accounting structure will
be created, which helps to

o Keep all operations in front of your eyes and monitor their progress.

e Understand all the factors that affect the final price.

e Make a strategic decision on further development of the company with the CEO

To sum up, marketing managers make numerous strategic and tactical decisions in the process
of identifying and meeting customer needs. They make decisions on potential opportunities, target
market selection, market segmentation, planning and implementation of the four marketing mix
components, effectiveness, and control of existing company influence in the minds of customers.
The objective of marketing analysis is to provide management with up-to-date, and reliable infor-
mation. The analysis of the Pacsafe company is a proof of above statement, because the solutions
giving the maximum benefits for the firm have been identified. For improving control over market-
ing costs, company must clearly assess the necessary of them and fix in managing accounting struc-
ture.
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INOKA3ATEJIb EVA: IPOBJIEMbI 1 TEPCHEKTUBbI HPUMEHEHUW S
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B mHacTosmiee BpeMsi B paMKax OIEHKM (YHKIIMOHHUPOBaHUs OHM3Heca HamOOJbIlee pacrpo-
CTpaHEeHHE HaOWpaeT KOHICTIHs SKOHOMHYECKOH mobaBneHHON ctoumoctu (Economic Value
Added, EVA). IIlpumeHeHre CTOMMOCTHOTO TIOJIX0/1a B OIIEHKE JCSITEIBPHOCTH HAIIMOHAJILHOTO OU3-
HEeca BBI3BIBACT PsiJl MPOOIIEM, TIPEXkJIC BCETO KACAIOMIMXCS MMEIOIIErocss HPOPMAITMOHHOTO 00ec-
TIEYCHHUSI, & TAK)KEe KOTUPOBKH aKIIMil Ha OMpKe.

Konnenus s3xoroMudeckoit qodaBneHHon crouMmoctd (EVA — Economic Value Addet) Oputa
paszpaboTaHa crenHManTucTaMu KOHCANTUHTOBOM kommanuu Stern Stewart & Co (aBTopsl [[xosm
Crepn u bennert CtioapT) Ha 0a3e TeopeTruueckux paspadorok @. Moaunesnu u M. Munepa u
IMPOKO TpuMeHsachk B cepeaune 1990-x rr. [IpoBeneHHbIe B 3TO BpeMs UCCIIEOBAHMS TTOKA3aIH,
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