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In the article considered the main pros and cons of interactive marketing to con-
sumers and producers in terms of technical and scientific progression in the spheres
of social and economic communication. Many foreign and domestic scientists are
considered interactive marketing in isolation, as one of the elements of marketing
communication in the organization. However, in modern conditions of develop-
ment of innovative technologies interactive marketing should not be considered as
an element of marketing communications and should be treated as an independent
direction in system of marketing communications. In this regard, the consideration
of interactive marketing and its advantages and disadvantages with the scientific
and theoretical side is of great importance in terms of establishing communications
between the producer and the consumer. The importance of interactive marketing
for organizations is determined by its advantages and disadvantages. Considering
results of research we can say that the main pros of interactive marketing for con-
sumers and producers is this: convenience of buying and selling, activity of consum-
ers in economic processes, minimality of external impact on process of purchase
and sale, ease of process of communication and informing, decrease in expenses
of the organizations (rent, providing shop, insurance, municipal expenses), drawing
up database of accurate consumer needs. Any system or mechanism along with the
pros has its cons. The main cons of interactive marketing for consumers and produc-
ers the following: risk of loss of electronic information, information overload on the
Internet, low level of availability of the Internet, use of personal information on con-
sumers by the organization without their consent, leak of classified information, etc.

Key words: pros, cons, interactive marketing, Internet, communication, advan-
tages, disadvantages, producer, consumer, marketing communications, effective-
ness of interactive marketing, Internet marketing.

Makarapa KOFAMABIK, >KOHE 3KOHOMMKAAbIK, KOMMYHMKALMSI CaAaAapbIHAAFbI
FbIABIMU-TEXHMKAABIK, MPOrPecC >KaraalbIHAQFbI TYThbIHYLLIbIAQD MEH 6HAjpyLuiAepre
KATbICTbl MIHTEPAKTUBTI MAPKETUHITIH, YCbIHATbIH apTbIKLUbIAbIKTAPbl MEH KeMLUIAIKTEpI
KApacTblpbIAFaH. KenTereH oTaHAbIK, >KOHE LLIETEAAIK FAAbIMAAD MHTEPAKTUBTI MapKeTH-
HI'Ti YAbIMAQFbI MAPKETMHITIH, KOMMYHMKALMSICbl PETIHAE OKLLAYy >KafAaiAa KapacTbipa
OTbIPbIN, CHUMaTTaFraH. AAaMAQ Kasipri yakbITTaFbl MHHOBALMSIABIK, TEXHOAOTMSIAQPABIH
AaMyblHa GaAAHBICTbI MHTEPAKTUBTI MapKETUHI YMbIM iLIHAET MapPKETUHITIK KOM-
MYHMKALMS DAEMEHTI PeTiHAE KApaCTbIPbIAMAM, MAPKETUMHITIK KOMMYHMKALMSAHbIH,
TOyeACi3 6arbITbl peTiHAe cumatTaAybl TMiC. OcbiFaH GaliAQHbICTbI YIAbIM MEH TYTbIHY-
LUbl QPACbIHAQ E€KIXKaKTbl KOMMYHMKALIMS OPHATY YaKbITbIHAAFbI MHTEPAKTMBTI MapKe-
TUHITI YK8HE OHbIH, apTbIKWbIABIKTAPbl MEH KEMLUIAIKTEPIH FbIAbIMU-TEOPUSIABIK, TYpP-
fblAaH Garanay >koHe TEPEeHAETIMN 3epTTey >KOFapbl MaHbI3AbIAbIKKA Me. YibIM YLiH
MHTEPAKTMBTI MapKETMHITIH MaHbI3ABIAbIFbI, OHbIH, YCbIHATbIH aPTbIKLUbIAbIKTapbl MeH
KeMuliAiKTepiHe TikeAeln 6arAaHbICTbl. JKy3ere acbipbiAFaH 3epTTey HOTVXKEAepiHe Coll-
KeC MHTEePaKTVBTI MApKETUHITIH, TYTbIHYLLBIAQD MEH BHAIpYLLiAepre YCbIHATbIH 6acTbl
APTbIKWBIAbIKTAPbI KEAECIAE: CaTy X8He CaTbIM aAy YPAICIHIH bIHFAMABIAbIFbI, TYTbl-
HYLLbIAAPABIH, 3KOHOMUKAABIK, KATbIHACTbIH, GEACEHAI MYLLECIHE aiHaAybl, CaTy XaHe
caTbIn aAy YPAICIHAEri CbIpTKbl 8CEPAIH MUHUMAAABIAbIFbI, KOMMYHMKATUBTIK >kKeHe
AKMapaTTAHABIPbIAY YPAICIHIH, YKEHIAAIT, YbIMHbIH, XUbIHTBIK, LUbFbIHbIH TOMEHAETY
(>kanFa aAy, AYKEHAI YCTay, CakTaHAbIPY, KOMMYHAAABIK, LbIFbIHAQP), TYTbIHYLLIbIAQPAbIH,
HaKTbl KQXKETTIAIKTEp 6a3acblH KAABINTACTbIPY.

Ty#iH ce3aep: MHTEPAKTVBTI MAPKETUHT, OHAIPYLLIAED, FAAAMTOP, KOMMYHMKALMS,
TYTbIHYLLUbIAAD, apTbIKWBIABIK, KEMLUIAIK, MApKETUMHITIK KOMMYHMKaLMS, NMainaa, 3usH,
WMHTEPAKTUBTI MAPKETUHT TUIMAIAIT, MHTEPHET MapKETHHT.

B cTaTbe paccMOTpeHbl OCHOBHbIE MAIOCHI M MMHYCbl MHTEPAKTMBHOIO MapKe-
TMHra AAS MOTpebuTeAell M MPOM3BOAMTEAEN B YCAOBUSIX HAyUHO-TEXHMYeC-
KOM mporpeccun B cpepax 0O6LIECTBEHHbIX M 3KOHOMMYECKMX KOMMYHMKALMIA.
Ba’KHOCTb WMHTEPaKTMBHOrO MapKeTMHra AAS OpraHu3aumii OMPEAEAseTCs ero
NnpenMyLLEeCTBaMM M HeAOCTaTKaMK. TAaBHbIMM MAKOCAMU MHTEPAKTUBHOMO Mapke-
TUHra AASI NOTPEOUTEAEN U MPOM3BOAMTEAEN SBASIOTCS: yAOOCTBa npoLecca no-
KYMKM ¥ MPOAAXKM, aKTUBHOCTb MOTpebUTEeAEl B 3KOHOMMYECKMX MPOLLeccax, Mu-
HMMaABHOCTb BHELLHEro BO3AEMCTBMS Ha NMPOLIECC MOKYMKM W MPOAAXKN, AETKOCTb
npouecca KOMMYHUKALUMM M MH(OPMUPOBAHMSI, CHUXKEHME OOLMX M3AEPIKEK
opraHusaumii (@apeHaa, obecriedeHre marasuHa, CTpaxoBaH1e, KOMMYHaAbHble 13-
AEP>KKM), CoCTaBAeHMe 6a3bl TOUHbIX MoTpebHoCTel notpebuteaein. Aobas cuc-
TemMa MAU MEXAHU3M BMECTE C MAOCaMM MMEEeT CBOM MUHYCbl. OCHOBHblE MUHYCbI
MHTEPAKTMBHOIO MApKETUHIa AASI TOTPEBUTEARI U MPOM3BOAMTEAEI CAEAYIOLLME:
OMacHOCTb MOTEPU DAEKTPOHHOI MHOPMaLMI, MH(POPMALIMOHHAS NeperpysxeH-
HOCTb CETU MHTEPHET, HN3KMI1 YPOBEHb AOCTYMHOCTWN MHTEPHETA, MCMOAb30BaHMe
AMYHbIX MHGOPMaLMii 0 NoTpebUTeAsx opraHusaumein 6e3 nx coraacus, yreuka
ceKpeTHOM MHpopMaLmm 1 npoyee.

KAtoueBble cAOBa: MAKOCHI, MUHYCbl, MHTEPAKTUBHbIA MApKETUHT, MHTEPHET,
KOMMYHMKALMS, MPenMyLLecTBa, HEAOCTATKW, MPOM3BOAMTEAb, MOTPebUTeAb,
MapKeTUHIroBble KOMMYHMKaLMK, 3(HEKTUBHOCTb MHTEPAKTUBHOIO MApKEeTMHIA,
MHTEepHeT-MapKeTUHT.
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Currently in our society, all rapidly and intensively changing
and improving. The 21st century can be described as a century of in-
formation and communication technologies. Modern society is now
closely associated with many communications technologies, includ-
ing interactive marketing.

Interactive marketing is a complex of new information and com-
munication systems on the basis of modern digital and electronic
technologies. Types of interactive marketing are various and it in-
cludes: internet marketing, marketing researches environment Inter-
net, advertizing means Internet of communication and virtual trad-
ing platforms.

Today interactive marketing as a means of effective communi-
cation is becoming increasingly popular among buyers and enter-
prises. However, buyers and producers are not fully aware of all
perspectives and efficiency of use of interactive marketing. In other
words many businesses use interactive marketing only as a method
of marketing communications. All this because many western and
domestic scientists have described interactive marketing as a tool
of marketing communications in the enterprise. However, now this
description isn’t true. In the conditions of development of informa-
tion and communication technologies interactive communication
shouldn’t be considered as a tool of marketing communications, but
should be considered as an independent direction of marketing com-
munications in the enterprise.

Any kind of marketing communications has its pros and cons.
If we consider the interactive marketing as an independent direction
of marketing communications, we need to know what are the pros
and cons it has about the manufacturer and its potential customers.
In this regard the main objective of article is in-depth study of ef-
ficiency of interactive marketing and definition of his pluses and
minuses for consumers and the enterprise with use of theoretical
techniques of interactive marketing.

In formations of interactive marketing an important role is
played modern the Internet - technologies. The concept of «interac-
tivity» has a dynamic nature, which depends on the reactions of the
buyer. Given this feature, many scientists gave a separate definition
of interactive marketing. The first definition of interactive market-
ing has given Philip Kotler. According to Philip Kotler interactive
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marketing is one of forms of direct marketing car-
ried out by means of interactive marketing services
which provide services in the operational mode. For
this purpose used the systems providing a bilateral
electronic communication between the seller and
the buyer [1].

Interactive marketing it is a form of direct mar-
keting which is realized by means of the integrated
marketing services of computer communication in
the operational mode. It is electronic system which
connects the buyer and the seller [2].

Interactive communication system — a method
of using computer technology, which allows mar-
keting the device to send a persuasive message and
simultaneously allows the recipient to respond to the
message, to transform and to take note of'it, and then
answer it [3].

Interactive marketing is a system of communica-
tions between the buyer and the seller by means of
computer networks which allows the buyer to control
a type and volume of the obtained information [4].

According to the above definitions, each au-
thor in his own way understands and describes
the concept of interactive marketing. It means that
currently there is no general concept for all which
would describe the nature, sense and content of in-
teractive marketing. At the end of the 20th and at
the beginning of the 21st century we could consider
interactive marketing as a form of marketing com-
munication, which communicate and exchange of
information between the buyer and the seller (the
company) in the operational conditions by means
of computer technology and network. But under
current conditions, interactive marketing should be
considered as a set of interactive actions of the di-
rected to communicate and satisfactions of needs of
consumers through Internet marketing and online
sales services in the Internet. In this regard, we will
consider the pros and cons of interactive marketing
for detailed studying of its effectiveness in terms of
communication and satisfaction of customer needs.

Compared with traditional instruments of mar-
keting communications interactive marketing has a
number of pluses or advantages for consumers and
businesses. However, any system or method has its
flaws. Interactive marketing along with the advan-
tages has some shortcomings of operation.

The main advantages of interactive marketing
associated with fast-growing rates of Internet. The
use of the Internet in interactive marketing imme-
diately changed the importance of consumers. That
is the role of consumers has changed from neutral
observers into active participants in economic rela-
tions. The first advantage, which offers interactive

marketing using the internet is convenience. Con-
sumers or buyers do not need to go to one end of
the city or country to buy a particular product. Also
users don’t need to walk for hours in the trading
halls, there is no need to look and compare products.
Instead, consumers using the Internet can watch,
compare, evaluate goods 24 hours a day and buy in
any part of the world without leaving home. This
convenience is explained by the fact that the Inter-
net and e-Commerce do not have geographical and
temporal constraints. Also convenience of purchase
of goods on the Internet is characterized by the fol-
lowing: during online purchases, the consumer does
not prevent annoying salespeople, no psychological
pressure from the staff of the trading floor.

At the time of purchase of goods via the Inter-
net, the buyers acquire additional advantages from
interactive marketing. Commercial information ser-
vices and information services of the Internet offer
customers a free comparative information about a
company, product or service, about competitors. To-
gether with these over the Internet the buyer can di-
rectly contact the company (seller) to obtain accurate
and complete information about a particular product
and to make an online the order for goods, not get-
ting up the place. The above mentioned process of
“e-shopping” is actively implemented and requires
minimal time of purchase compared to traditional
form of shopping. Another advantage of interactive
marketing on the Internet it is the ease of implemen-
tations of the communication and information pro-
cess between the consumer and the seller. That is, in
anetwork the Internet the buyer gets the information
he needs not only on the official website of the pro-
ducer, but also in electronic forums through commu-
nication with other consumers who have experience
using these products. Thus, the buyer easily come
into contact with other consumers and receives ob-
jective information about the product. This method
of obtaining objective information about the product
from other consumers in traditional shopping ven-
ues hard to implement, because the consumer has
not opportunity to leave feedback about a product in
a store. Realization of interactive marketing via the
Internet gives consumers the opportunity to enhance
active participation in the virtual market through
social networks (Vkontakte, Facebook, Twitter, In-
stagram), online channels (YouTube, KazTube, Ru-
Tube), online classifieds (OIx, Kolesa, Krisha), and
other services.

Based on the characteristics, interactive market-
ing can offer the following advantages to enterprises
and producers along with consumers. The main plus
of interactive marketing for the enterprise and pro-
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ducer consists in geographical and in temporary lim-
itlessness of the Internet. That is, using interactive
marketing, the enterprises or producers of goods
won’t limit the scale of potential buyers to geo-
graphical values. Instead, they will be able to work
with consumers on a global scale. By the nature,
the interactivity enables the formation of reliable
relationships connecting consumers and producers.
The enterprises or of the company during the rela-
tions with consumers define their exact desire, the
need and create the appropriate base desires of the
consumer. In turn consumers can obtain information
necessary to them from the producer via the Inter-
net for satisfaction of the information needs. On the
basis of such two-way relationships manufactur-
ers will be able to promptly adapt to the variable
requirements of consumers through improving the
quality or consumer properties of products offered.

Possibilities of interactive marketing aren’t lim-
ited to creation of the constant and bilateral relations
with consumers. Together with this interactive mar-
keting promotes decrease in the general expenses of
the enterprise. Sellers of the electronic trading fa-
cility are exempt from rental fees for the place of
trade, of the costs place of sale, insurance, utilities,
etc. Because for sale of goods of enterprises used e-
stores, websites, social networks. In this regard, the
company can direct more financial resources for the
maintenance and improvement departments of pro-
duction, sales and trade. In turn, these capabilities
can enhance competitive advantages of enterprise in
the market. Direct communication of consumers and
producers on the basis of interactive marketing min-
imizes the distortion in the exchange of information.
The exact and it is clear obtained information allows
to increase overall performance in the enterprise at
stages of registration, the analysis of information
on goods, withdrawal of the right product from the
warehouse, packaging of goods, delivery of goods
to the consumer and after sales service.

Association of online trade on the basis of in-
teractive marketing with infrastructure of traditional
business will increase overall performance of the
enterprise in the virtual market.

Internet is a global environment that unites the
consumer and seller at opposite ends of the world
for only a few seconds. Interactive marketing in the
future has a very high potential for growth and ef-
ficiency in use. According to scientists in the future
electronic trade and the Internet on the basis of in-
teractive marketing can force out from the use mod-
ern magazines and newspapers as sources of infor-
mation, traditional shops and traditional trade will
disappear. However, notwithstanding the foregoing
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hypotheses for interactive marketing to a new level
of efficiency requires a lot of time. At present, in-
teractive marketing is at the initial level of devel-
opment and despite all its advantages, interactive
marketing is not always effective in relation to the
company, the product or the consumer. According
to the principle of marketing “Don’t sell the made
goods, and make the goods sold” in everyone situ-
ations it is necessary to define whether it is neces-
sary to use interactive marketing or it is necessary
to use other methods of marketing. If the enterprise
or the company decides to use interactive marketing
in their work, they should consider along with the
advantages of interactive marketing and its cons.

The main problem associated with interactive
marketing comes from the Internet. The main disad-
vantage and the main problem of interactive market-
ing is described as the inaccessibility of the Internet
and the limited number of consumers who use the
Internet. In turn, this disadvantage has a negative
impact on sales growth in virtual shopping sites.
Despite the growth of the Internet over geographic
space, currently interactive marketing covers a small
portion of the all market. According to statistics of
Forbes only 20% of the populations of the Repub-
lic of Kazakhstan are active users of the Internet.
In June of 2015 in the Republic of Kazakhstan was
registered 3.47 million people as Internet users [5].

The next disadvantage of interactive market-
ing is the age of the Internet users. According to the
statistics of the Republic of Kazakhstan the average
age of the main users of the Internet are people aged
18 to 24 years. A consumer preference of people in
this age range is unstable and changeable. All this
because people at this age are just beginning to de-
fine their place and role in society and become a per-
son. Together with it in the course of formation by
the personality at people preferences often change.
In turn, attempts to adapt to frequently changing
consumer preferences may have the bad ending for
the enterprise.

Verbal communication between the consumer
and the enterprise through the Internet is another
disadvantage of interactive marketing. In communi-
cation 35% information is transferred in verbal and
65% non-verbal information in the form. The trans-
mission and receipt of information on the Internet in
a verbal form does not allow the company to obtain
psychological information about the user and makes
communication less informative.

In interactive marketing safety of the transferred
or received information on the consumer or about the
enterprises is very important. Consumers may worry
about the fact that someone has the opportunity to
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learn the number and code of their electronic card
of payment. While companies may worry because
virtual hackers are able to hack into their computer
for the purpose of blackmail or espionage. That is
in this situations minus of interactive marketing is
lack of system of protection of information against
unauthorized access by the third parties on the In-
ternet. Together with the protection information, the
main disadvantage of interactive marketing is eth-

ics. In many websites to buy any goods users enter
personal data on the website. Company or enterprise
receiving information about a potential client, can
use it in the advertising purposes or for an exchange
of customer database with other companies without
the personal consent of the consumer.

Summarizing, all pros and cons of interactive
marketing for the consumer and the manufacturer
are schematically shown below.

Table 1 — The pros and cons of interactive marketing to consumers and producer

Interactive marketing
The consumer Manufacturer

Pros 1. Active participant of the economic relations 1. Atrusting relationship between the consumer and the
2. The convenience of the purchase process manufacturer
3. The ease of obtaining information 2. Creating a database of the exact needs of the customer
4. The absence of external influences at the time | 3. Adapting to changing needs of consumers
of purchase 4. Reducing the overall costs of the enterprise
5. Minimal time to buy 5. Minimal distortion of information between consumer
6. The ease of process of communications and | and producer
informing 6. Association virtual trading with traditional business
7. The influence of consumers on virtual trading
through social networks, online channels etc.

Cons 1. Information vulnerability of consumers 1. The low number of Internet users in Kazakhstan
2. The use of information about consumers by the | 2. The inaccessibility to the Internet reduces the amount
company for private purposes, without warning the | of virtual trade
consumer 3. Negative effects from adaptation to the changing
3. Unilateralism and the failure of psychological | needs of consumers in Kazakhstan
information about the manufacturer through verbal | 4. Unilateralism and the failure of psychological
method of information transfer information about the user through the verbal method of
4. Ultra-high level of information flow on the | information transfer
Internet 5. Virtual attack by hackers on the computers and

servers manufacturer
Developed by the author

In conclusion, foreign and domestic scientists
are not considering interactive marketing as a
tool to improve competitiveness and efficiency
of enterprises described him apart as a tool for
communication. However, a separate description
of interactive marketing today does not give certain
results, because the concept of interactive marketing
today should be considered in conjunction with
such concepts as: market researches in the Internet,
telemarketing, internet marketing, advertizing of
a direct response, electronic trading, technologies
of Internet communications. Along with this we
should not forget that interactive marketing is
directly connected the Internet users. In this regard,
to effectively meet consumer needs we must know
and determine the nature, operating principles,

advantages and disadvantages of interactive
marketing. Currently the advantages of interactive
marketing is this: the ease of receiving and sending
information, speed of installation of communication
between the consumer and the producer, convenience
of process purchase and sale, saving of time, decrease
in expenses and high flexibility of the enterprise,
formation of the consumer by the active participant
of the virtual market. Effective and timely use of all
the benefits of interactive marketing will provide the
company a good image to consumers, competitive
advantage in the market and high working efficiency.

The popularization of the Internet and
technological revolution increase the number of
consumers and producers seeking to use all the
benefits of interactive marketing. However any
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system, the mechanism along with pros has the  of interactive marketing to in the future to increase
opposite cons. Therefore, the manufacturer along  capacity and prevent hazards associated with
with the consumer should know all the disadvantages  interactive marketing.
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