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Interest in marketing communication tools in business is growing every year. At the same time, unlike big
companies, entrepreneurs have small financial resources to promote their business. Therefore, low-budget and
highly effective marketing communication tools are used first. The work aims to systematize scientific knowledge on
marketing communications in business. The objectives of the work are to understand the content and characteristics
of existing research on marketing communications in SMEs and to identify areas of research in recent years. In
recent years, public interest in marketing communications, including digital communications, has been gradually
growing. The number of scientific publications is growing even faster. Most of the works are devoted to the following
aspects: promotion in social media, digital marketing, Web 2.0, creative consumers, communication strategies,
Visible light communication. The most cited article (820 citations) is devoted to Word-of-mouth as an element of
marketing communications. The article on Visible light communication (2013) has the highest average level of
citations. The earliest highly acclaimed article was published in 1990 and focused on Communication strategies in
marketing channels. Seven clusters related to performance, model, marketing, social media, social media marketing,
Word-of-mouth, behavior were identified. Also among the research areas are the following: consumers, Facebook,
strategies, loyalty, attitudes, advertising, information, adaptation, trust, and others. Studies have been on SMEs,
analytics, big data, population, brand trust, millennials, celebrations, crown virus, investor segment, food
marketing, Instagram, services, community, firm performance, segment, website, and others. This article may be
helpful to practicing marketers and researchers in the study of marketing communication tools.
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INTRODUCTION

In today's world, there are a huge number of companies. It is increasingly challenging to
stand out from other similar companies and attract attention. More and more companies
understand the need to use marketing communications in their activities. However,
entrepreneurs have little financial resources to promote their business, unlike big companies.
Due to the lack of funds for promotion in business, many tools of marketing communications
are not used by companies. Using guerrilla and viral marketing tools in business is quite
relevant.

Marketing communications in business are primarily aimed at using digital marketing,
promotion on social networks, website optimization, analysis of consumer behavior, business
efficiency, and brand building through marketing communications. The issue of trust and
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loyalty to the company is also important. And marketing orientation and adaptation to rapidly
changing conditions is a priority in the international and domestic arena.

ANALYSIS OF RECENT RESEARCH AND PUBLICATIONS

Interest in marketing communication tools in business is growing every year. There is a
huge amount of research on the use of social media marketing, Facebook, Twitter,
advertising, brand loyalty [1-4].

Chen Y.B. & Xie J.H. studied such a tool as Word-of-mouth [5]. Works by Jensen R. and
Letunovska NE devoted to digital marketing [6-7]. Sager L.Yu. studied the internal
communications of companies [8]. The works of Ashley C. & Tuten T., Berthon P.R.,
Hoffman D.L., Michaelidou N. are devoted to social networks [1-4]. Rosokhata's research
focuses on consumer behavior in the digital environment and marketing areas in business [9-
10]. Makerska V. analyzed marketing communications in small and medium-sized
enterprises [1].

New marketing communication tools are emerging today. Thus, Khomenko L.'s works
are devoted to using modern tools of marketing communications, such as 360-degree video,
Pinterest, impact marketing, mobile applications [12-15]. Also relevant is branding and
promoting small businesses [16].

SETTING OBJECTIVES
The work aims to systematize scientific knowledge on the use of marketing
communications in business. The objectives of the work are to understand the content and
characteristics of existing research on marketing communications in business and to identify
areas of research in recent years.

RESEARCH METHODS

The literature and keywords on marketing communications in business were selected and
identified in the first stage. With the help of the Google trend service, the most popular
queries in Google were identified. Then in the Web of Science database, the search for the
best publications was carried out by queries: marketing communication, digital marketing,
social media marketing AND entrepreneurial. More than 2,500 publications were initially
selected for these queries in the Web of Science database. Only articles published in English
until 2021 inclusive were left.

In the next step, the titles of the articles, authors, title of the journal, dates of publications,
and the number of citations were used for further analysis. The analysis of tendencies of
publications in journals the study of citations of articles for the definition of the most
influential editions was carried out. The average citation rate for the year was calculated,
which shows the age of citations.

Hierarchical cluster analysis was performed based on keywords. Visualization of
scientific literature topics was carried out with the help of the VOSviewer program.

RESEARCH RESULTS

To understand the interest in marketing communications in business queries to Google
were analyzed with the help of the GoogleTrend service (Fig. 1). It shows a growing interest
in digital marketing over the past five years. And interest in marketing communications and
social media is stable and much lower.

As shown in Fig. 1, interest in marketing communications, particularly digital
communications, is growing every year. At the same time, they are interested in digital
communications several times more often than just marketing communications and
marketing on social networks.

The growth rate of the number of scientific publications on marketing communications is
shown in Fig. 2. As shown in Fig. 2, the number of scientific publications on marketing
communications in business is growing faster than the public interest in them.

278 Bicnux Cym/[Y. Cepis «Exonomixay, Ne 3° 2021



Interest over time Google Trends

@® marketing communication @ digital marketing social media marketing

Average Feb 12, 20... May 9, 2021

Worldwide. Past 5 years. Web Search.

Figure 1 — Interest in marketing communications, digital marketing, and social media in
Google during 2017-2021

300
250
200
150
100

50

0 B — 1 1 1 1 1.1 1.1 1T 1T T T T T T 1

199119931995 1997 1999 2001 2003 2005 2007 2009 2011 2013 2015 2017 2019 2021

Figure 2 — Scentific interest in marketing communications, digital marketing, and social
media according to the Web of Science database during 1991-2021

Most of the works are devoted to the following aspects: promotion in social media, digital
marketing, Web 2.0, creative consumers, communication strategies, Visible light
communication. The most cited articles are shown in the table. 1.

Table 1 —The most cited articles on marketing communications, digital marketing, and social
media according to the Web of Science database

Year of Average Number
Title of the article and authors Journal publi- Qtlijlaer_ level of of
cation citations citations
Chen Y.B. & Xie J.H. Online consumer Management
review: Word-of-mouth as a news element 9 2008 Q1/ Q2 54.67 820
. Lo - Science
of marketing communication mix
Mohr J. & Nevin J.R. Communication Journal of
strategies in marketing channels - a M - 1990 Q1 20.64 681
- - arketing
theoretical perspective
Jovicic A. et al. Visible light leee
communication: opportunities, challenges Communicati 2013 Q1 64.7 647
and the path to market ons Magazine
Jensen R. The digital provide: Information Quarterly
(technology), market performance, and Journal of 2007 Q1 40 640
welfare in the South Indian fisheries sector Economics
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https://www.webofscience.com/wos/author/record/35235226
https://www.webofscience.com/wos/author/record/1045971
https://www.webofscience.com/wos/woscc/full-record/WOS:000254050600005
https://www.webofscience.com/wos/woscc/full-record/WOS:000254050600005
https://www.webofscience.com/wos/woscc/full-record/WOS:000254050600005
https://www.webofscience.com/wos/author/record/3792637
https://www.webofscience.com/wos/author/record/1163717
https://www.webofscience.com/wos/woscc/full-record/WOS:A1990ED50600003
https://www.webofscience.com/wos/woscc/full-record/WOS:A1990ED50600003
https://www.webofscience.com/wos/woscc/full-record/WOS:A1990ED50600003
https://www.webofscience.com/wos/author/record/3606717
https://www.webofscience.com/wos/woscc/full-record/WOS:000328984300003
https://www.webofscience.com/wos/woscc/full-record/WOS:000328984300003
https://www.webofscience.com/wos/woscc/full-record/WOS:000328984300003
https://www.webofscience.com/wos/author/record/8647022
https://www.webofscience.com/wos/woscc/full-record/WOS:000248618600001
https://www.webofscience.com/wos/woscc/full-record/WOS:000248618600001
https://www.webofscience.com/wos/woscc/full-record/WOS:000248618600001

Year of Quar- Average Number
Title of the article and authors Journal put_JIi— tile Igve_l of _ o_f
cation citations | citations
Duncan T. & Moriarty S.E.A. Journal of
Communication-based marketing model - 1998 Q1 17.96 449
for managing relationships Marketing
Ashley C. & Tuten T. Creative Strategies
in Social Media Marketing: An Psychology &
Exploratory Study of Branded Social Marketing 2015 Q3 5175 414
Content and Consumer Engagement
Berthon P.R. et al. Marketing meets Web
2.0, s_ocn:al medla_, and creative consumers: Bus_lness 2012 Q2 3736 11
Implications for international marketing Horizons
strategy
Hoffman D.L. & Fodor M. Can You Mit Sloan
Measure the ROI of Your Social Media Management 2010 Q3 30.38 395
Marketing? Review
Michaelidou N et al. Usage, barriers and .
measurement of social media marketing: Industr_lal
An exploratory investioation of small and Marketing 2011 Q1 32 384
Xxploratory investigation of small an Management
medium B2B brands
Griffin A. & Hauser J.R. Patterns
Of Communication Among Marketing, Management
Engineering And Manufacturing - A Science 1992 Q1/Q2 10.13 314
Comparison Between 2 New Product
Teams

As shown from table 1, the most cited article (820 citations) is devoted to Word-of-mouth
as an element of marketing communications. It was published in Management Science in
2008 and had an average citation rate of 54.67. The highest average level of citations is in an
article published in leee Communications Magazine in 2013 and devoted to Visible light
communication. The earliest article was published in 1990 in the Journal of Marketing. It
focuses on Communication strategies in marketing channels.
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Figure 3 - Clusters in marketing communications, digital marketing, and social media
marketing in business based on Web of Science data

A hierarchical cluster analysis was conducted to understand the main directions of
research (Fig. 3).
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https://www.webofscience.com/wos/author/record/11821636
https://www.webofscience.com/wos/author/record/1470357
https://www.webofscience.com/wos/woscc/full-record/WOS:000072903200001
https://www.webofscience.com/wos/woscc/full-record/WOS:000072903200001
https://www.webofscience.com/wos/woscc/full-record/WOS:000072903200001
https://www.webofscience.com/wos/author/record/2714047
https://www.webofscience.com/wos/author/record/2106308
https://www.webofscience.com/wos/woscc/full-record/WOS:000349071500002
https://www.webofscience.com/wos/woscc/full-record/WOS:000349071500002
https://www.webofscience.com/wos/woscc/full-record/WOS:000349071500002
https://www.webofscience.com/wos/woscc/full-record/WOS:000349071500002
https://www.webofscience.com/wos/author/record/145545
https://www.webofscience.com/wos/woscc/full-record/WOS:000303292400006
https://www.webofscience.com/wos/woscc/full-record/WOS:000303292400006
https://www.webofscience.com/wos/woscc/full-record/WOS:000303292400006
https://www.webofscience.com/wos/woscc/full-record/WOS:000303292400006
https://www.webofscience.com/wos/author/record/375125
https://www.webofscience.com/wos/author/record/9785011
https://www.webofscience.com/wos/woscc/full-record/WOS:000283007600008
https://www.webofscience.com/wos/woscc/full-record/WOS:000283007600008
https://www.webofscience.com/wos/woscc/full-record/WOS:000283007600008
https://www.webofscience.com/wos/author/record/1229328
https://www.webofscience.com/wos/woscc/full-record/WOS:000298906300012
https://www.webofscience.com/wos/woscc/full-record/WOS:000298906300012
https://www.webofscience.com/wos/woscc/full-record/WOS:000298906300012
https://www.webofscience.com/wos/woscc/full-record/WOS:000298906300012
https://www.webofscience.com/wos/author/record/24801531
https://www.webofscience.com/wos/author/record/75051
https://www.webofscience.com/wos/woscc/full-record/WOS:A1992HN03100004
https://www.webofscience.com/wos/woscc/full-record/WOS:A1992HN03100004
https://www.webofscience.com/wos/woscc/full-record/WOS:A1992HN03100004
https://www.webofscience.com/wos/woscc/full-record/WOS:A1992HN03100004
https://www.webofscience.com/wos/woscc/full-record/WOS:A1992HN03100004

As shown from Fig. 3, seven clusters related to performance, model, marketing, social
media, social media marketing, Word-of-mouth, behavior were identified. Also among the
research areas are the following: consumers, Facebook, strategies, loyalty, attitudes,
advertising, information, adaptation, trust, and others.

In the last five years, there have been studies on SME, analytics, big data, population,
brand trust, millennials, celebrations, crown virus, investor segment, food marketing,
Instagram, services, community, firm performance, segment, website, and others.

CONCLUSIONS

Today, choosing marketing communications in business remains relevant; among the
most popular topics are performance, model, marketing, social media, social media
marketing, Word-of-mouth, and behavior. Also among the research areas are the following:
consumers, Facebook, strategies, loyalty, attitudes, advertising, information, adaptation,
trust, and others. In the coming years, are likely to develop areas such as SME, analytics and
big data, brand trust, work with millennials, promotion in a pandemic, especially in various
areas of small business, in the field of services, among communities, promoting web
resources firms and performance evaluation.

AHOTALIS
Pocoxama A., Hecmepenxo B., Xomenxo JI., Kponuea B. MapkKeTHHroBi KOMYHikanii B KOHTeKCTi
niANpUEMHMUTBA: 0i6JJioMeTPpUYHUI aHAI3.

Inmepec 0o euxopucmanus iHCMpPYMeHmie MapKemuH206UxX KOMYHIKayil 6 NIONPUEMHUYMEGI 3pOCMAE WOPOKY.
Tpu yvomy nionpuemyi, Ha 8IOMIHY 8I0 8eAUK020 OI3HECY, MArOMb HeGeIUKi PIHAHCOBI pecypcu Olsi NPOCYBAHHS
c8o20 bisnecy. Tomy 6 neputy uepzy 3acmoco8yIOmMbCs MAN00I00MHCeMHI MaA BUCOKOEPEKMUBHI IHCMpPYMeHmu
MapKemuH2o6ux KomyHikayiu. Memoio pobomu € cucmemamusyéamuy HAyKOSI 3HAHHA U000 GUKOPUCHAHHS
MAPKemuH208UX KOMYHIKAYIl 8 NIONPUEMHUYMEL. 3a80AHHAMU POOOMU € 3DO3YMIMU 3MICT MA XAPAKMEPUCIUKU
ICHYIOUUX 00CTIONHCEHD OO0 MAPKEMUH208UX KOMYHIKAYILl 6 NIONPUEMHUYMSI, MA BUABUMU HANPAMKU 00CTIOHCEHb
ocmaHHix pokie. OcmauHiMu poKamu NOCMYNo8o 3pOCMAE CyCRiNbHUL IHmepec 00 MAPKEMUHS08UX KOMYHIKAYIL,
30Kpema yugposux komyHikayii. Kinexicms Haykosux nyonikayii 3pocmae we weudwumu memnamu. Binbwicmo
pPOOIm npUCesUeHa HACMYNHUM ACNEKMAM: NPOCY8AHHs 8 COYIaNbHUX Media, yugposuu maprkemune, Beo 2.0,
KpeamueHi cnodcusayi, KOMyHikayitini cmpamezii, KoOMyHikayia y euoumomy ceimai. Haibinow yumosana cmamms
(820 yumysars) npucsesiuena 3-ycm-6-ycma sk eeMeHny MapKemun2oeux Komynikayii. Hallsuwuii cepeoniii pieens
YumysaHo Mae cmamms, npucesiera KOMyHikayiam y euoumomy ceimni (2013). Havipanniwa eucoxosuymosana
cmammsa Oyna onybnikosana 6 1990 poyi i 30cepeddicena Ha NUMAHHAX — KOMYHIKAYIUHUX CMpameziax 8
MapkemuHzo8ux Kanaiax. B pobomi 6yno euseneno cim Kiacmepis, wo cmocylomvcsa npoOyKmueHoCHii, mooenel,
MapKemuHzy, coOyianbHux meoia, MapkemuHzay y COyianbHux mepesicax, 3-ycm-g-ycma, noseodinku. Taxodic ceped
HAanpsAMKiI6 00CNi0dHCeHb 8UABNEHI HACMYNHI: cnoxcusayi, DeticOyk, cmpamezii, 10ANbHICb, GIOHOUEHHS, peKlamd,
inghopmayis, adanmayis, 0068ipa ma iHwi. B ocmanui poku 3 ’s6unucs 00CHIONCEHHs. NPUCBAYEHI NPOCYBAHHIO 8
CcoYianbHUX Mepedrcax, awanimuyi, 6azam OaHux, HaceileHHro, 008ipi 00 Openda, MileHianam, CéAMKYSAHHIO,
KOpPOHABIpYCY, a maKodic ceamenmy ineecmopis, yo-wapkemunzy, Incmazpamy, nociyeam, chitbHomam,
epexmusnocmi pipm, ceemenmayii, geb-caumam ma inwum. J{ana cmamms mooice 6ymu KopucHa npaKmuxyouum
Mapkemono2am ma HayKo8ysam npu 00CIiONCen T IHCIMPYMeHmMi8 MapKemuH208Ux KOMYHIKAYI.

Knrouosi cnosa: mapkemuneosi komynixayiu, nionpuemnuymeo, MCE, yughposuii mapkemunz, MapKemuHe 8
COYIANbHUX MEPEHCAX, NPOCYBAHHSA, YRPAGLIHHA MAPKEMUHSOM, NPOMUCTOBE 3DOCMAHHS, eKOHOMIYHULL PO3GUMOK
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