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Relevance of the problem. Mankind is on the
verge of a technological revolution that will fundamen-
tally change the way we live, work and build relation-
ships with each other. By its scale, scope and complex-
ity, the transformation itself is absolutely unlike to any-
thing humanity has experienced before.

Development of the Internet, information and com-
munication technologies (ICT), sustainable channels of
communication, cloud computing and digital platforms,
as well as the information "explosion", contributed to
the emergence of public information systems and global
industrial networks, which had interacting with each
other beyond the boundaries of individual enterprise.
Such systems and networks had a transformative impact
on all sectors of modern society, the economy and busi-
ness and converted industrial automation to a new
fourth stage of industrialization.

Analysis of recent research and publications.
E.Toffler ("Future Shock", "Ekospazm"), P.Druker
("Anatomy of industrial society"), I.Vallerstayn,
D.Stiglits, D.Rifkin noticed about the inevitability of a
global emergency of the industrial revolution. Klaus
Schwab brought great contribution to the systematiza-
tion of knowledge about The Fourth Industrial Revolu-
tion with the same name work.

The Aim of this article is to define the role of the
Industry 4.0 in the formation of the integrated marketing
communications (IMC).

Main material exposition. The rate, at which new
discoveries and technological breakthroughs occur, has
no historical precedent. There is a reformatting of al-
most all industrial sectors in nearly every country, and
the width and depth of the changes themselves portends
transformation of entire production, administration and
management systems.

Currently, in this context, the majority of scientists
identify four revolutionary stages in the development of
the industry:

e The first industrial revolution: production was
mechanized with the help of water and steam.

e The second industrial revolution: electricity,
which helped to create mass production.

e The third "digital" revolution: electronics, com-
munications and information technologies, automated
production.

The fourth industrial revolution is coming out of
the third. It is characterized by "merging technology and
erasing boundaries between physical, digital and biolo-

gical spheres," robotization of production (see table 1)
[1].

Identification of the fourth industrial revolution (by
K. Schwabe) can be justified by three factors:

¢ Rates of development. Unlike earlier, this in-
dustrial revolution develops not linear, but rather expo-
nential rate. It is the product of a multi-faceted, deeply
interdependent world in which we live, as well as the
fact that new technology itself synthesizes all the more
advanced and efficient technologies.

e The scope. Reliance on the digital revolution
and the combination of different technologies gives rise
to an unprecedented paradigm shift in economics, busi-
nesses, society, in every individuals. It changes not only
"what" and "how" we do, but also "who" we are.

e Systemic exposure. It provides a holistic inter-
nal and external transformation of all the systems of the
countries, companies, industries, and society as a whole.

In the long term it will merge technologies and the
erasing of borders between physical, digital and biolog-
ical spheres [2].

Fourth Industrial Revolution, better known as the
"Industry 4.0", got its name from the initiative in 2011,
headed by businessmen, politicians and scientists, who
defined it as a means of improving the competitiveness
of the manufacturing industry in Germany through en-
hanced integration 'cyber physical systems', or the CPS,
in factory processes. Analogs of such programs exist in
other countries: Smart Factory in the Netherlands, Usine
du Futur France, High Value Manufacturing Catapult in
the UK, Fabbrica del Futuro in Italy, Made Different in
Belgium, the "Made in China 2025", etc. [3].

In the US, in 2014 the company General Electric,
AT & T, Cisco, IBM and Intel created the Industrial In-
ternet Consortium, which offers more advanced para-
digm of development prospects. Industry 4.0 - the fourth
industrial revolution, decentralized production, which
extends from design and raw material supply chain to
the manufacturing, distribution and customer service.
Interests Industrial Internet Consortium extend beyond
production. The essence and of both approaches is in
compounding of machines, analytics and people. Indus-
try 4.0 distinguishes embedded systems, automation and
robotics, and industrial approach of the Internet Consor-
tium wider - already includes everything that can be
connected to the Internet, provides data and provides
feedback to improve efficiency.
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Table 1

Change of technological structures, followed by a sharp jump in productivity

Industrial
revolution

The first indus-
trial revolution

Late 18th - early 19th

centuries
metallurgy

The second half of
the 19th century - the
beginning of the 20th
century

The second in-
dustrial revolu-
tion

The third indus-
trial revolution

Beginning with
1970'

A term introduced in
2011, within the
framework of the
German initiative -

Industry 4.0

The fourth in-
dustrial revolu-
tion

and economic growth (industrial revolutions)

Innovation breakthroughs

Water and steam engines, looms and
mechanical appliances,

Electrical energy, high-grade steel,
oil and chemical industry, tele-
phone, telegraph

Global industrial networks, the In-
ternet of Things, using of renewable
energy sources, the transition from
metal to composite materials, 3D
printers, vertical farms, food synthe-
sis, self-guided vehicles, neural net-
works, genetic modification, bio-
technology, artificial intelligence

The transition from an agrar-
ian economy to industrial
production, development of
transport

vehicles,

Mass production, the electri-
fication, the railways and the
division of labor

Digitalization, the development of
electronics, the use in the production
of information and communication
technologies and software

Automation and Robotics

Distributed production, dis-
tributed energy, network ac-
cess and collective consump-
tion, replacement of interme-
diaries in the distributed net-
work, direct access of the
manufacturer to the con-
sumer, the economy of shar-
ing (car sharing)

Source: http://nag.ru/articles/article/30196/na-poroge-revolyutsii-chetv-rtoy-promyishlennoy.html.

The National Institute of Standards and Technol-
ogy of USA (NIST) describes the fourth revolution as
the introduction of cyber physical systems and custom-
ized manufacture and cyber physical systems as "smart,
covering computing (i.e. hardware and software) and
effectively integrated physical components that interact
closely with each other, to perceive changes in the state
of the real world" [4].

As already noted, the pace of development and
commercialization of its penetration into all spheres of
society is not just high, they are rapidly increasing. Cur-
rently, the average life of the company-member S&P in-
dex fell from 60 to 18 years and if corporations want to
keep afloat, they must constantly innovate.

In this regard, all the more clearly to invest in in-
novation. Currently, German industry invests 40 billion
in commercial Internet infrastructure every year until
2020. This is a significant part of the European invest-
ments in the fourth industrial revolution, which is ex-
pected to amount to EUR 140 billion per year. The av-
erage cost of one workplace at research institutions of
the advanced countries more than $ 2 million. The cost
of certain laboratories cost reaches 10 billion US dollars.
The budgets of higher education institutions in the
United States and China often exceeds 5 billion US dol-
lars. Total US spending on research and development
exceeds 450 billion US dollars, China - 200 billion US
dollars. According to experts, China's employment in

science and technology closer to 40 million. people [5,
6].

However, the creation of "smart manufacturing"
development of 3D-Printing technology will inevitably
require new materials and new means of working, new
technologies, the definition of common platforms and
languages that will communicate fluently machines of
various corporations, the development of new cyber se-
curity measures, new organizational forms and methods
of production management, etc. Thus, the consequences
of such technological innovations will affect virtually all
branches of science and industry.

The technological basis for the transition to a new
economic paradigm is the Internet of Things.

Internet of Things (IoT, Internet of Things) - inte-
grated system of computer networks and the connected
physical objects (things) with built-in sensors and soft-
ware for the collection and exchange of data with remote
monitoring and control in the automated mode, without
human intervention [7].

There are a consumer (mass) segment of the appli-
cation of the Internet of Things, which includes personal
connected devices - smart watches, various types of
trackers, cars, smart home devices, etc. and corporate
(business) segment, which includes the vertical and
cross-industry markets - industry, transport, agriculture,
energy (Smart Grid), smart city (Smart City) and others.
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Industrial Internet of Things (Industrial Internet of
Things, 1IoT) - Internet of Things for the corporate / in-
dustry applications - a system of integrated computer
networks and connected industrial (production) facili-
ties with integrated sensors and software for data collec-
tion and data exchange with remote control and manage-
ment in an automated, without human intervention [8].

In further investigations the Industrial Internet of
Things, in particular its use in the industry, was named
Industrial Internet. It radically changes the whole eco-
nomic model of the interaction of "supplier - customer"
that allows:

e to automate the process of monitoring and man-
aging the life cycle of the equipment;

e to organize effective self-optimizing the chain
of companies - suppliers to the companies - end users;

e to switch to the models "sharing economy" and
more.

The fourth industrial revolution is planning to get
automated equipment to talk to each other without hu-
man intervention. In fact, it is about creating self-organ-
izing global production systems with highly flexible and
realizing synergy potential of technological develop-
ment. Production forces will become self-organized,
will receive feedback on the final product, assembly,
machine, household appliance. Today, some companies
are already widely used technology and services in the
Internet of things. But in spite of the mass applications
and startups on the Internet of things, the percentage use
of these technologies is limited. We are waiting for the
explosion, which, according to various estimates occur
in the next 5-7 years. Technologies should be a cheap
and step over the threshold of mass (for example, sen-
sors crossed the threshold of cheapness in the dollars).

It is expected that most implementations of new
technologies realized in the energy, housing and com-
munal services that require exact calculations and scru-
pulous data transmission, are insured against human in-
tervention. The biggest profits get transport, in particu-
lar due to lower operational losses and unreported ma-
chines to perfection.

One of the key ways of development of the Internet
of things and the fourth industrial revolution lies in the
fact that the materials are able to identify themselves
with their own tags. That is, for any part contains infor-
mation about where it was made, what designed, and so
on. The most common form is barcodes. Such tags are
changing communication between things that have "can
not talk", and change communication in general. The
communication process transforms itself and acquire
new quality characteristics and participants. Communi-
cation channels will become more complicated [9].

It is possible to divide them into five groups:

The first group - communication with oneself. This
kind of reflection gain, usually through social networks.
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We get feedback from their way of thinking and to place
on the Internet.

The second group - the communication with the
person's own body. For example, there are sensors wear-
able health and physical activity. As a result, access to
the body becomes, on one hand, "clearer", on the other
- access technology becomes dangerously mediated.
The critical question of who will dispose of these data,
what possibilities control over these systems exist.

The third group - human communication with other
things. The images of the world we perceive through
culture. That is the knowledge that the pen - it's a pen,
comes to us from our culture. But if the pen has a bar
code, on which certain information is available by read-
ing a smartphone, we find contact with the pen.

The fourth group - communication of things with
things or machines with machines, which is carried out
with the help of Internet of Things. It is about the imple-
mentation of inter-machine communication systems and
services (M2M), i.e. the main element of the Internet of
Things and Comprehensive Internet.

The fifth group - human communication with an-
other person, and assembling collective entities of dif-
ferent sizes. In the world there are many collective or-
ganisms - from the family to the state. Technologies, co-
ordinating a group of people thought process are already
established.

Such a variety of communication processes require
not only the creation of a single standardized platform
technology. It is necessary to explore the concept of the
a multivector and multi-criteria process. Since the com-
munication will take place in a market economic envi-
ronment, we believe that one of the effective approaches
to the development of this problem may be the concept
of integrated marketing communications.

A feature of the integrated marketing communica-
tions is the duality of their nature: the ability to imple-
ment both in the real and in the virtual economy (in the
Internet space) by combining channels and means of
promotion [10]. The company may deploy the market-
ing communications in both the real and the virtual
space separately, in parallel and integrated in both areas.
Very relevant in this context, studies concerning the ad-
vanced technologies for implementing business pro-
cesses, including communications.

IBM asked more than 5,000 C-level executives
from 70 countries which technologies they think will be
particularly important in the next three to five years.
Most CxOs agree that cloud computing and mobile so-
lutions will continue to play a key role, while the Inter-
net of Things is expected to make a big impact as well
(see fig. 1) [11].

These trends will undoubtedly have an impact on
the marketing promotion: there are actual entirely new
forms of communication and virtual channels. They
have also become an integral part of a modern IMC
complex.
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Cloud computing and services
Mabile solutions

Internet of Things (loT)

Cognitive computing

Advanced manufacturing technologies
New energy sources and solutions
Bioengineering

Man-machine hybrids

Fig. 1. Areas Of Development Of The Most Advanced Technologies Of Interest To Businesses In 2015-2020

Source: http://www-935.ibm.com/services/c-suite/study/study/.

The unique advantage of using the IMC is to
achieve synergetic effect in the marketing activities in
the real-virtual market. [12, 13]. Synergy in the context
of the problem - the excess of the cumulative effect used
for the promotion of communications products over the
sum of the effects of the individual components of the
communication. Its meaning is that the concerted use of
various communications tools allows to achieve a higher
overall result than separately. In any case, when using
multiple means of communication potential occurs to
form a synergistic effect [14].

Current market conditions and the level of devel-
opment of information technologies determine further
development of IMC theory. In our opinion, it should be
identified such fundamental changes in the marketing
activities of modern companies:

- Accelerating the spread of commercial communi-
cations through the use of new technological possibili-
ties of marketing communications channels;

- The tendency to the predominance of virtual tools
in the promotion of the complex structure of the IMC;

- The interactive nature of the interaction with the
consumers with the ability to target and / or customiza-
tion directly at the place and time stipulated by way of
the Internet of Things;

- New principles of cooperation in the "producer-
consumer" chain, reducing intermediary links;

- The transition to a new type of competition,
which is relatively "equalizes" the possibility of leading
international industrial corporations and small busi-
nesses through the use of "social" communication chan-
nels, and to demonstrate how new technological enve-
lope provided goods and services;

- The ability to more accurately measure the eco-
nomic efficiency of the IMC and communication by
monitoring the digital data about consumers.

It is important that under the influence of the In-
dustry 4.0, with the increasing role of information tech-
nology in society, development of the market depends
largely on the buyers. In order to achieve the most ef-
fective response to the demands of consumers need to
use interactive means of disseminating information,
which leads to a new way of functioning of marketing
communications within the IMC concept.

Conclusions and suggestions. Paper is devoted to
the role of the Fourth Industrial Revolution in the for-
mation of integrated marketing communications. The
four revolutionary stages in the development of the in-
dustry are characterized, each of the technological
modes, historically preceding the Fourth Industrial Rev-
olution, features were considered. There are given its
identification factors: development rates, the scope and
systemic exposure.

The phenomenon of "Industry 4.0" is studied and
its effect on the current market conditions is substanti-
ated. The essence of this approach is comes to decentral-
ized production extends from design and raw material
supply chain to the manufacturing, distribution and cus-
tomer service. The concept of the "Internet of Things" is
considered, it is the technological basis for the transition
to a new economic paradigm and its corporate part - In-
dustrial Internet - in the most affected sectors such as
industry, transport, agriculture, energy (Smart Grid),
smart city (Smart City) and etc. The perspectives of the
technologies development in these industries are de-
fined, as well as the expected effects, the key of which
is the ability of materials to identify themselves using
their own tags (barcode).

This progress significantly affect the process of
communication, which will acquire new quality charac-
teristics and participants. Thus, under the influence of
the Fourth industrial revolution all communication
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channels can be divided into five groups: 1) communi-
cation with oneself; 2) the communication with the per-
son's own body; 3) human communication with other
things; 4) communication of things with things or ma-
chines with machines, which is carried out with the help
of Internet of Things; 5) human communication with an-
other person and assembling collective entities of differ-
ent sizes.

The most effective tool for the promotion of goods
on the market in these conditions is an integrated mar-
keting communications (IMC), because it allows to
combine channels and means of communication in both
the real and the virtual space separately, in parallel and
integrated in both spheres. Overview of the most prom-
ising areas of technological development up to 2020 in
business structures justifies the urgency of entirely new
forms of communication and virtual channels, which be-
come an integral part of a modern complex IMC. The
attention is focused on the unique advantages of IMC -
the formation of a synergistic effect, which is achieved
by coordinated use of various communication tools in
the form of higher total result than a case of separate ap-
plication.

A fundamental changes in the marketing activities
of modern companies under the influence of the Fourth
Industrial Revolution are marked, the main of which is
the priority of the buyers, and accordingly, the use of
interactive means of dissemination information in the
framework of the updated concept of IMC.
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JlutoBuenko I., HIxkypynceska I.. IlpomuciioBa
peBosonis 4.0 sik ocHOBHUI (akTop popMyBaHHS
IMK (inTerpoBaHUX MAPKeTHHIOBUX KOMYHiKawiii)

[MosiBa nepxkaBHUX iHOOPMAIIHHUX CHUCTEM 1 IJIO-
OabHUX MMPOMHUCIIOBUX MEPEX 3pO0HIIa BILIMB, IO I1e-
PETBOPIOE BCi CEKTOPH Cy4acHOTO CYCIUIBCTBA, EKOHO-
MikH Ta 0i3Hecy, TpaHcopMyBasia IPOMHUCIOBY aBTO-
MaTH3allil0 Ha HOBY YETBEPTY CXOAMHKY iHIIyCTpiaiiza-
uii. Mera maHol cTatTTi moJsirac y BU3HAYCHHI POJIi TIPO-
MucnoBoi pepoorii 4.0 y ¢hopMyBaHHI iHTErpOBaHUX
MapKeTHHroBuX koMyHikamii (IMK).

Haseneno dakropu inentudikarii YeTBepToi mpo-
MUCIIOBOT PEBOJIOLII: TEMITH PO3BHUTKY, PO3Max i CHC-
temanit BIUB. [lonsarTs "[aTepueT peuei" po3riasHyTo
B SIKOCTI TEXHOJIOTIYHOT OCHOBH TS IEPEXOY O HOBOT
C€KOHOMIYHOT TMapagurMu Ta ii KOPIIOpAaTHBHOI dYac-
tiHU — [IpomMuciioBoro [HTepHETY — HaMOLIBII CTOCY-
€TBCS TAKHUX Tajy3eil, SIK IPOMHUCIIOBICTh, TPAHCIIOPT,
CIJIbChKE TOCIoIapcTBo, eHepretruka (Smart Grid), po-
3ymHe Micto (Smart City) Ta in. [IpomucnoBuii IHTep-
HET PO3TILIHYTO 3 TOYKH 30Dy BIUIMBY Ha MPOIIEC KOMY-
HiKanii, akuit Oyze 3100yBaTH HOBI SKICHI XapaKTepHC-
THKH 1 y9acHUKiB. TakuM 4MHOM, BC1 KOMYHIKaIlilHi Ka-
HaJIM PO3/IIICHO HAa KOHKPETHI TPYIIH.

Sk HaMOLTBIT e(heKTHBHUH IHCTPYMEHT LIS TPOCY-
BaHHs; TOBapiB HA PHHOK 3allPONIOHOBAHO KOHIICTIIIIO
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IHTETPOBAaHUX MAapKETHHIOBUX KomyHikaniii (IMK),
OCKIJIBKY BOHA JI03BOJISIE 00'€THYBATH KaHAIN Ta 3aC00U
KOMYHIKAIlil SIK B pEAUTBHOMY, TaK W y BIpTyaJIbHOMY
MPOCTOPi OKPEMO, APANICIBEHO, & TAKOXK IHTErPOBAHO B
000x cepax. AKIIEHTOBAaHO yBary Ha yHiKaJlbHiH repe-
Ba3i IMK — ¢opmyBaHHi cuHepreTHYHOTO eheKTy, SIKUi
JOCSITAETHCS TIPU Y3TOKCHOMY BUKOPHCTaHHI PI3HUX
IHCTPYMEHTIB KOMYHIKaliil y BUIIISI OB BHCOKOTO
3araJibHOT0 pe3yJbTaTy, HiXK ITPH PO3AITLHOMY 3aCTOCY-
BaHHi.

Krouosi cnosa: npomuciioBa pesoditoris 4.0, Yer-
BepTa MPOMHUCIIOBA peBoutollis, [HTepHeT peueit, [Ipo-
MUCIIOBUH [HTEpHET, IHTETPOBaHI MAPKETUHIOBI KOMY-
mikaii (IMK), nyanpHICTE peanbHOrO-BipTYalbHOTO
PHHKY.

JIntopuenko M., HIkypynckas H. IIpombim-
JeHnasi pesojonus 4.0 kak ocHoBHO# ¢akTop dop-
mupoBanusi UMK (MHTerpupoBaHHbBIX MapKeTHH-
rOBBIX KOMMYHHUKAIUI)

[NosiBneHre rocyapcTBEHHBIX MH(POPMAIIMOHHBIX
CHCTEM M IIOOAIBHBIX IPOMBIIUICHHBIX CETeH OKa3ajo
npeoOpasyromniee BO3AEHCTBIE HAa BCE CEKTOPHI COBpE-
MEHHOTO O0IIEeCTBa, SJKOHOMUKH U OU3HEeca, TpaHchop-
MHUPOBAJIHA IPOMBIIUICHHYIO aBTOMaTH3AIIHIO HA HOBYIO
YETBEPTYIO CTYyNEeHb UHAYyCTpuanu3auuu. llens qanHoun
CTaTbHU COCTOUT B OMPENEICHUU POJIU MPOMBILLIEHHON
peoronmu 4.0 B GopMHPOBaHNH WHTETPHUPOBAHHBIX
MapKeTHHIOBbIX KoMMmyHHKanwid (MMK).

[IpuBenens! paxrops! uaeHTUGUKAIMN YeTBEPTOIM
MIPOMBIIIUIEHHON PEBOJIIOLIMU: TEMIIbI Pa3BUTHS, pa3Max
u cuctemHoe BozfaeictBue. [lonsarue "MHTepHeT Be-
e paccMOTpeH B KauyeCTBE TEXHOJOTHMUYECKOH oc-
HOBBI JUIsl TIepexoAa K HOBOW KOHOMHYECKOH mMmapa-
JIUTMBI B €€ KOPIIOpaTUBHOM YacTu — [IpoMbImeHHOMY
WNuTtepnery — Haumbosiee 3aTparmBarolleil Takue OT-
paciid, Kak MPOMBILUIEHHOCTb, TPAHCIOPT, CEIbCKOE
X03s1iicTBO, dHepreTuka (Smart Grid), ymHBIH ropon
(Smart City) u ap. IIpombmuienusiii aTEpHET pac-
CMOTPEH C TOYKH 3PEHHUS BIUSHUS Ha MPOLIECC KOMMY-
HUKallUU, KOTOPBIA OyZeT mpuoOpeTaTth HOBBIE Kaue-
CTBEHHBIC XapaKTEPUCTHKHA M YYaCTHUKOB. Takum 00-
pa3oM, Bce KOMMYHUKALIMOHHbIE KaHAJbI pa3iefieHbl Ha
KOHKPETHBIE IPYIIIbL.

B kauectBe Hamboiee 3ddekTuBHOTO HWHCTPY-
MEHTa JJIsl MPOJABIKEHHSI TOBAPOB Ha PHIHOK MPEJIo-
KEHa KOHLETUS WHTErPUPOBAHHBIX MapKETHHIOBBIX
kommyHukanui (IMC), mockosbKy OHa TIO3BOJISIET 00b-
SIUHATH KaHAIBI M CPEICTBA KOMMYHHUKAIMHA KaK B pe-
aJIbHOM, TaK M B BUPTYAJIbHOM MPOCTPAHCTBE MO OT-

JIeNIbHOCTH, MapajlieNIbHO, a TaKXKe HHTETPUPOBAHO B
00enx cepax. AKIICHTHPOBAHO BHUMAHUE Ha YHUKAJIb-
HOM mpeumyiectBe UMK — 00pa3oBaHUU CHHEPTETH-
9ecKoro 3 eKTa, KOTOPBIA TOCTUTASTCS IPU COTIACco-
BAHHOM HCIIOJIb30BAaHUM Pa3IMYHBIX HHCTPYMEHTOB
KOMMYHUKaIlMi B BUje 0ojiee BBICOKOTO OOIIEro pe-
3yJbTaTa, YeM MpH pa3aeIbHOM IPUMEHEHUU.

Kurouegvle cnosa: TNpOMBIIITIEHHAS PEBOIOLMS
4.0, YerBepTas mpoMbllIeHHas peBomtonus, aTepuer
Beme, [Ipompimenusii HTEpHET, WHTErpHpOBaH-
Hble MapkeTuHroBble koMMmyHukauuu (MMK), nyanb-
HOCTh PEaJIbHOTO-BUPTYAIFHOTO PHIHKA.

Litovchenko I., Shkurupskaya L. Industry 4.0 as
a Major Factor in the Formation of IMC (Integrated
Marketing Communications)

The emergence of public information systems and
global industrial networks had a transformative impact
on all sectors of modern society, the economy and busi-
ness and converted industrial automation to a new fourth
stage of industrialization. The aim of this article is to
define the role of the Industry 4.0 in the formation of the
integrated marketing communications (IMC).

There are given the Fourth Industrial Revolution
identification factors: development rates, the scope and
systemic exposure. The concept of the "Internet of
Things" is considered, it is the technological basis for
the transition to a new economic paradigm and its cor-
porate part — Industrial Internet — in the most affected
sectors such as industry, transport, agriculture, energy
(Smart Grid), smart city (Smart City) and etc. Industrial
Internet significantly affect the process of communica-
tion, which will acquire new quality characteristics and
participants. Thus, all communication channels can be
divided into particular groups.

The most effective tool for the promotion of goods
on the market is an integrated marketing communica-
tions (IMC), because it allows to combine channels and
means of communication in both the real and the virtual
space separately, in parallel and integrated in both
spheres. The attention is focused on the unique ad-
vantages of IMC — the formation of a synergistic effect,
which is achieved by coordinated use of various com-
munication tools in the form of higher total result than a
case of separate application.

Keywords: Industry 4.0, the Fourth Industrial Rev-
olution, Internet of Things, Industrial Internet, inte-
grated marketing communications (IMC), the duality of
the real-virtual market.
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