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Abstract: The widespread introduction of information technology leads to strengthened
network relationships. On this background, communications with consumersto reach target
segments and delivering information about products intensify competition. This theoretical
article concerns the case of transport logistics companies. It is shown, that the develop-
ment of relationship marketing in digital economy ensures the company’s com-petitiveness
in the market.
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AHHOTaywmsa: [loBCeMeCTHOe BHeAPEHNE WHMOPMALMNOHHbLIX TEXHOJIOMMIA MPUBOAUT K
YCUIEHUIO CETEBLIX (POPM OTHOLUEHMI. Ha 3TOM ¢hoHe ycunamBaeTcs KOHKYpeHUUsl B chepe
KOMMYHUKaUui C MoTpebuTesnssMm, C LE/b 0XBata LE/IEBbIX CErMEHTOB W [OHECEHMUS
MHpopmMaLmnm o0 CBoek rnpoayKumu. [laHHasi TeopeTudeckasl CtaTbsl Ha rnpuMepe KoMrnaHmii
B cghepe TpaHCMOPTHOM JIOrUCTUKM MOKa3bIBAET TO, KaK pasBUTUE MapKETUHIra OTHOLLIEHMW
rpu BHEAPEHUU LNDPOBBLIX TEXHOOMMEI 06€CNEeYNBAET KOHKYPEHTOCTOCOBHOCTb KOMMaHUM
Ha pbIHKE.

KnroueBble c/i0Ba: /10rMCTUYECKME KOMIMAaHWM, UNGPPOBasi SKOHOMUKA, MapKETUHI
OTHOLLEHWI, JIOTUCTUYECKME  KOMIMAaHWM, TPAaHCIIOPTHAs JIOMMCTUKAE, JIOMTMCTUYECKME
CEepBUCbI, TPAHCIOPTHbIE KOPUAOPbI, YAOB/IETBOPEHNE KJ/IMEHTA, WHTEPHET BeLEl,
Knbep-pusnyeckme CUCTEMbl, MHTEPHET YC/yr, YMHbI€ MPOMU3BOACTBA, MHGPOPMALMOHHbIE
TEXHO/IOMMU, KOHKYPEHTHOE MPEUMYLECTBO, /IMAEPCTBO Ha PbIHKE, YAEPXaHUe K/INEHTa,
BUAbI TPAHCIOPTA.

JEL Classification: L86, M21, 014, 033

I. Introduction I. BBegeHue
- . LindpoBast sKOHOMMKA OKa3bIBAET BAUSIHME
!3|g|tal .ec_onomy has an |mp§ct on. chang- Ha M3MEHeHMe CyLLeCcTBYOLWMX popM B3an-
ing existing forms of relationships. In- MocBsi3eit. MoBbllWeHne rmbKocTn Npu aHa-
creased flexibility in data analysis and JIN3€ AaHHbIX U MPUHSTUM PEeLLeHWit B Map-
decision making in marketing leads to the KeTUHre NpMBOAUT K BOMPOCY O TOM, KaKyHo
issue of choosing a path of interaction with TPaeKTOpMI0 B3aMMOAENCTBUS C KIIMEHTaMU
customers between transaction marketing BbIGMpPaTb: TPAH3aKUWMOHHBIA MapKeTUHT
and relationship marketing. This article ar- WY MapKeTUHI OTHOLEHWI. B aaHHOM cTa-
gues that digital economy provides oppor- Tbe BblABMIraeTcs rmnoTesa o TOM, YTO BO3-
MOXHOCTU UWN(PPOBOIMA 3KOHOMWUKM MO3BO-
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tunities of increasing the competitiveness
of logistics companies based on relation-
ship marketing. Although transaction mar-
keting can also be implemented, its func-
tion is secondary and the main instrument
of customers’ management is relationship
marketing. The aim of the research is clas-
sification of ways to use digital technolo-
gies in marketing relationships of logistics
companies. The main results:three broad
ways (spatial, socio-economic and infra-
structural) are presented in Table 2. To
achieve this aim, the following tasks were
realized: conducting a literature review in
marketing and network cooperation con-
cepts, identifying the specific features of
the transport and logistic industry and for-
mulating ways to use digital technology in
the logistics business.

Modern information technologies lead to
the elimination of distances in information
flows. One of the main transport logistics
business functionsis delivery at the right
time to the right place and in right con-
dition. It uses information technologies
for efficient management of freight flows.
Big data analysis supports the decisions
made by relevant indicators. Those logis-
tics services, which are based on multicri-
terial conditions, can satisfy wider variety
of customers’ interests and, as a result,
provide higher marginal revenue. Thus,
Relationship Marketing is of particular im-
portance for logistics companies as it al-
lows analyzing numerous indicators, and
offeringtimely customer-centered solu-
tions.Devices, connected to the Internet in
the so called Internet of Everything allow
the provision of services with higher value
addedt. Internet of Everything opens op-
portunities to use functions of different
objects in a mix to satisfy customers’ in-
terests. For example, French railway com-
pany Europorte provides port customers
with the ability to monitor the status of
their network on a tablet device transpar-
ently and in real time. As it is mentioned
in the Groupe Eurotunnel’sAnnual Report
2016, customers appreciate technology-
based innovations along with high stand-
ard level of services. Thus the company
won all tenders to serve a number of ma-
jor French ports.

NSAT MNOBbICUTb  KOHKYPEHTOCNOCOH6HOCTb
NIOMMCTUYECKMX KOMMaHWi Ha OCHOBE Map-
KeTUHra OTHOLWEHUN. XOTa TpaH3aKUMOH-
HbIi MApPKETUHI TaKXXe MOXET MMeTb MecTo,
ero pyHKUMS cKopee oCTaHeTcs BCcromora-
TENbHOW, @ OCHOBHOWM pblyar ynpaBieHus
KNIMEHTOOPMEHTUPOBAHHOCTLIO  OCTaAHETCH
3a MapKeTMHroM OTHoweHuK. Llenbto npo-
BeAEHHOro MUCcieaoBaHUa sBNSETCs Knac-
cndurkaumsa Hanpas/ieHUIM UCNOb30BaHUS
UMGPOBLIX TEXHONOMMI MapKeTUHra OoT-
HOLLUEHMI JIOTMCTUYECKMX KOMMaHui, pe-
3ynbTaTbl NpeacTaBnienbl B Tabnnue 2. Ans
peanusaumu AaHHOW Lenu pelleHbl cneay-
Iowme 3agayum: nposeneH o63op nutepaTty-
pbl MO MapKeTUHry, ceTeBOoMy B3auMMoaen-
cTBUO, cHOpMYIMpPOBaHbI cneundunyeckme
YepTbl TPAHCNOPTHO-/TIOFMCTUYECKON OTpac-
nv, a Takxe cdopMynmpoBaHbl Crnocobebl
NCMOJIb30BaHMS UMMPOBLIX TEXHOMOIMIM B
norncrtmyeckom 6usHece.

CoBpeMeHHble WHMOPMaLUMOHHbIE TEXHO-
01 NMpUBOAAT K YCTPAHEHUIO paccTosi-
HUIM B 0bmMeHe uMHdopMaumen. TpaHcnop-
THO-NTOTUCTUYECKMI  BusHec, dYyHKUMeNn
KOTOPOro SBASIETCA AOCTaBKa B HYXHoe
BpPEMS, B HYXHOE MeCTO M B HYXHOM CO-
CTOSIHMW, WCNOMb3yeT WHMOOPMALNOHHbIE
TexHonormn gns ad@eKTMBHOro ynpasne-
HUS Fpy30BbIMM MNoTOKaMu. AHanm3 605b-
WX AAHHbIX MO3BONSET NOAKPENNATb Npu-
HMMaeMble peLleHNs COOTBETCTBYHOLWNMU
nokasatensamun. JIOrMCTUYECKUIA CcepBuC,
YUYMTbIBAOWMA MHOFOKpUTEPUAsbHbIE YC-
N0BUS Ha ocHoBe 60/1bLUMX AaHHbIX, MO3BO-
nseT yaoBNeTBOPUTb WHTEpPecCbl KIAWMEHTOB
B 6onbluen cTeneHn, TeM CaMmblM NMPUBOAUT
K 605ee BbICOKOMY MapXXMHasbHOMY AOXO-
ay. B 3Tol CBSA3M, MapKETUHI OTHOLLEHMUN
npunobpetaet ocoboe 3HayeHne ansa noru-
CTUYECKMX KOMMaHWM, MNOCKOJSIbKY MO3BO-
nsieT Ha ocHoBe cbopa M aHanu3a AaHHbIX
pa3paboTaTtb U CBOEBPEMEHHO NMPeasoXKNTb
Hanbonee KINEHTOOPMEHTUPOBaAHHbIE pe-
WweHus. NoaKAYEHHbIE YCTPOKCTBA K CETU
WHTepHeT, dopMumpyolMe MNpPOCTPAHCTBO
InternetofEverything, no3sonsaT okasbl-
BaTb CepBUC C bonee BbiCOKOW AobaBneH-
HOW CTOMMOCTbIO. Hanpumep, dpaHuy3ckas
KenesHoAopoXxHas Komnanusa Europorte
NpeaoCcTaB/sieT NopTaM BO3MOXHOCTb B pe-
a/lbHOM BpPEMEHMW C MJIaHLWETHbIX YCTPOMUCTB
OTC/IeXMBaTb COCTOSIHME XeNne3HOA40POX-
HOW CeTM Ha MpuNopToBOKM maowaake. Kak
yKa3aHo B rogoOBOM OT4yeTe KOMMaHWM 3a
2016 r., Takas K/IMEHTOOpPUEHTUPOBAH-
HOCTb HapaBHE C BbICOKMM YpPOBHEM OKa-
3blBaeMbIX YC/yr no3Bosinia BbiMrpaTb BCe
TeHAepbl Ha o06CayXMBaHME KpPYMHENLWnX
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Long-term customer relationships rather
than transactional approach allow creating
customer-centered solutions.

The aim of this paper is to answer the ques-
tion how marketing can strengthen com-
pany’s competitiveness in digital economy.
Based on concepts evolution of marketing,
it argues that relationship marketing is
highly relevant in digital economy. The ex-
ampleof logistics companies demonstrates
how relationship marketing can sustain
competitiveness in digital economy (Table
2).

II. Digital economy and actualiza-
tion of network economy.

The current processes of implementing
digital and artificial intelligence technol-
ogies are in their prime today in com-
parison with the previous stages. The
creation of the cyber physical space, the
widespread adoption of digital technolo-
gies and the possibility of real-time com-
munications have strengthened the ten-
dency to form network relationships. The
formation of a “network society” refers to
the development of a dynamic open sys-
tem, where, according to M. Castells the
basis is “networks of production, power
and experience” (Baggio and Shereshe-
va, 2012). The network structure of rela-
tions in a joint access to resources and
an intensive horizontal linkages increase
the value of cooperation. Information da-
tabase aggregates data of the connected
elements and their users. The number of
elementsinvolvedin a specific informa-
tion network leads to an increase of the
stored information volume, and, conse-
quently, to increasing the network capac-
ity for future use. The benefits of platform
business models lead to a consolidation
in certain market segments. The network
effect means that the increase of device-
sconnected and information gathered al-
low to create new services and expand
opportunities of collaboration.

The fourth industrial revolution accompa-
nied by the widespread introduction of dig-
ital technologies and robotics, introduces
new elements into the established system
of relations. Today there is a significant re-
duction in the number of employees in in-

dpaHuy3ckux noptoB. dopmMupoBaHue
NPOAO/IKUTENbHBLIX OTHOLIEHUN C KJINEH-
TaMu, TO eCTb OpMEHTaLUUA He CTONIbKO Ha
OLHOMOMEHTHOE OKa3aHMue YC/yr, CKOJIbKO
OpMEeHTauusa Ha NPOAOIKUTENBHOE COTPYA-
HMYECTBO, CTMMYIMPYET pa3paboTKky cep-
BMCOB, Hamboniee akTyasnbHbIX ANS KINEH-
TOB KOMMaHUU.

Llenb gaHHOM paboTbl COCTOUT B OTBETE
Ha BOMPOC O TOM, KakK MapKEeTUHI MOXeT
YKPENnuUTb KOHKYPEHTOCMOCOOHOCTbIO KOM-
naHMm B UNGPPOBON 3KOHOMMKE. Ha OCHO-
BE 3BOJIOUMM KOHUEMNUMA B MapKeTUHre
yTBEPXAAETCS, YTO MAapPKETUHI OTHOLUEHUM
ABNAETCS Hanbonee akTyasbHbIM NOAX0A0M
B YC/T0BUSIX LM(POBOMN SKOHOMUKMK. Ha npu-
Mepe KOMMNaHUM NOrMCTUYECKON NHAYCTPUN
NMoKa3bIBAETCS, KaK MapKETUHI OTHOLLEHW
No3BONSET NOAAEPXKMBATD KOHKYPEHTOCMO-
cocbHOCTb B UNDPOBOV 3KOHOMUKE.

I1. LindppoBas sKOHOMMKA M aKTyasimsa-
LIMSA ceTeBbiX B3auUMOAEeNCTBUM

HabntogaeMble ceroaHsa npoueccol BHeape-
HUSA TEXHONOrMM WCKYCCTBEHHOIO WHTEeN-
fleKTa HaxoaAaTCcsd B pacuBeTe no cpaBHe-
HUIO C Npeablaywmnmm ctagusmm. CosgaHue
knbep-dpunsnyeckoro npocTpaHcTBa, no-
BCEMECTHOEe BHeApeHMe LNPPOBbIX TEXHO-
NOrMn U BO3MOXXHOCTM KOMMYHMKALWA B
peasibHOM BpPEMEHWU YCUAWAN TEHAEHUMWN K
dhopMMpoBaHUIO CETEBLIX (POPM B3amMOC-
BA3en. PopMmpoBaHMe <«ceTeBoro obuie-
CTB@» OTHOCUTCS K PasBUTUIO ANHAMUYHOWN
OTKPbITON cuUcTeMbl, rae cornacHo M. Ka-
cTtenbcy 6a30iM BbICTyNalT «CeTU MNpoun3-
BOACTBA, Bnactu m onbita» (bagxo, Lepe-
wesa). MNMpwu ceTeBon CTPYKTYpPE OTHOLLEHWNI
npu COBMECTHOM JOCTyrne K pecypcam u
WHTEHCMBHbLIM FOPU30HTA/IbHbIM B3aMMOC-
BA3AM YCWU/IMBAETCH 3HadeHue Koonepa-
umn. MHpopMaLMOHHbIe 6a3bl arpernpytoT
AaHHble MNOAK/YEHHbIX 3/1EMEHTOB U UX
nonb3oBaTtenen. MNpu 6onblem KoanyecTee
BKJIIOUEHHbIX B ornpeaeneHHy mHdopma-
LMOHHYIO CeTb 06beKTOB BO3pacTaeT 06b-
eM Hakanausaemon mHdopmaumm, a, cne-
[0BaTeNlbHO, pacTeT MOLWHOCTb CeTn AN
JanbHeWWero ucnonb3oBaHuda. Pacnpo-
CTpaHeHne nnaTthopMeHHbIX 6usHec-Mo-
Jenen KoMMNaHun npuBOAMT K KOHcConmpa-
UMW B OnpefenieHHbIX CerMeHTax PbIHKOB.
CeteBol a(pdeKT NpnBoAUT K TOMY, 4UTO C
pPOCTOM BKJ1HOHaeMbIX B CETb 06BbEKTOB UK
NOAKIOYAEMbIX YCTPOMCTB HapalMBaeTCs
6a3a AaHHbIX U CTeneHb pacnpoCTpaHeHus.
YeTBepTas NpOMbILW/IEHHAs peBOaOLMS,
CONpOBOXAAKLWAasaACad MNOBCEMECTHbIM BHe-
ApeHneM LUndpoBbIX TEXHOAOMMM n poboTn-
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ventory control, retail and banking sector,
who are performing standardized opera-
tions. The introduction of automated tech-
nologies allows achieving savings in labour
costs; the robots are capable of perform-
ing the same operation with a longer and
higher accuracy.

The digitalization of information allows us
to analyze large amounts of data and to
offer the most popular and highly differ-
entiated services. Intensive networking,
automation and digitalization are the main
features of the fourth industrial revolution.
These processes influence a wide range of
industries and set new standards of com-
petitiveness.

The network presents a mechanism of co-
ordination of actions of companies through
the conclusion and implementation of in-
ter-organizational relational contracts with
indefinite duration. The main advantage
of networking is sharing of resources:
human capital, knowledge and data. The
main characteristics of network organiza-
tions by the G. Lipnik and G. Stamps are
a common goal (shared attitudes and val-
ues), the independence of the members
(the possibility of participants in networks
to continue their independent existence,
while receiving benefits from their position
within a network structure), and voluntary
affection, having multiple leaders and in-
terrelatedness of different levels. Thus, a
network organization is characterized by a
long-term goal setting, aimed at the opti-
mal use of complementary resources.

Information technologies contribute to
strengthening network forms of relation-
shipsdue to their ability to exchange infor-
mation regardless of distances. The fourth
industrial revolution involves the forma-
tion of a new technological order, based
on Internet technologies. The Internet of
things, involving the aggregation and ex-
change of data about the properties of
objects by means of the Internet, allows
increasing the optimization possibilities of
decision making(Mayburry, 2017). In turn,
recommendations for decisions relate to
the growing possibilities of artificial intel-
ligence.

However, to simplify the reality by grant-

3aumMen NoBTOPSHOLLMXCS NPOLLEeccoB, NpuUB-
HOCUT HOBbIE 3/1IEMEHTbl B YCTOSABLUYHOCS
CUCTEMY B3aMMOOTHOLUEHUN. YXXe CeroaHs
HabntogaeTcs CylwecTBEHHOE COKpalleHue
yMcna CoOTpyAHWKOB B CK/IaACKOM yrnpaBsne-
HUW, puTense n 6aHKOBCKOM CEKTOpeE, Bbl-
NOMHSAKOLWMX CTaHAAPTU3NPOBaHHbIE one-
paumn. BHegpeHne aBTOMaTM3MPOBAHHbIX
TEXHOSIOMMN NO3BOASET AOCTUYb SKOHOMWUMU
B M34epXKax Ha Tpyd, poboTbl CrOCO6HbI
BbIMOJIHATL Ty e paboTbl ¢ 6onee npoaosn-
XUTENbHO N ¢ 6onee BbICOKON TOYHOCTHIO.
LUndposmnsaumsa wnHdbopMaunm no3sBonser
aHanusnposaTtb 60nbliMe 06beMbl AaHHbIX
U npeanaratb Hambonee BOCTpebOBaHHbLIE
M BbICOKO anddepeHLpoBaHHbIe CEPBUCHI.
CeTeBu3zaums, aBToMasaums n umdposmsa-
LUMs SABNSAKOTCSA XapaKTepHbIMX npoLeccamm
YETBEPTOM MPOMbILWIEHHON PEBOIOLNN.
Oka3sblBaeMoe 3TUMKM npoLeccamm BAnsHUE
OXBaTbIBAET LUMPOKNIA CMEKTP UHAYCTPUIM U
3ajaeT HOBble CTaHAAPTbl KOHKYPEHTOCMO-
COH6HOCTN KOMMNAHWUM.

CeTb paccMaTpuBaeTCs Kak MexaHM3M KO-
opAuHauMn AencTemin dmMpM NoCpeacTBoOM
3aK/I0YEHNS WM BbINOSIHEHUS OTHOLUEHYe-
CKMX MEeXOpraHm3auNOHHbIX KOHTPAKTOB C
HeonpeaeneHHbIM CpokoM paencteus. Oc-
HOBHbIM MPENMYLLECTBOM CETEN BbICTynaeT
obwurn goCcTyn K pecypcaM: 4yenoBeyecKko-
My KanuTany, 3HaHMSaM U AaHHbIM. K Xapak-
TEpUCTUKAM CeTeBbIX OpraHmsaumi no [x.
Jlnnneky n k. CTaMNcy OTHOCATCS eaAnHas
uenb (obwme B3rNsS4bl U LEHHOCTM), He3a-
BMCMMOCTb 4/1IeHOB (CNOCOBHOCTb y4aCTHU-
KOB ceTeBOro obbeauMHeHus Npoaos/XaTb
He3aBMCMMOe CyLlecTBOBaHWe, nony4as
npyv 3TOM BbIrOAY OT CBOEro MoJIOXeHUs B
paMKax CEeTeBOW CTPYKTypbl), A0OpOBO/b-
Hasi NMPUBSA3AHHOCTb, HaNM4YMe HECKOSIbKUX
NnaepoB M B3aWMMOCBSA3AHHOCTb pPa3HbIX
ypoBHen. TakmMm obpa3oM, ceTeBble opra-
HM3aUMs XapaKTepusytTcs A0ArOCPOYHbIM
uesnenonaraHmeM, HauefleHHbIM Ha OnNTu-
ManbHOE WCMoJSib30BaHME KOMIMIeMeHTap-
HbIX pecypcoB.

MHdopMaumoHHble TexHonorum, b6naropa-
psi CBOMM BO3MOXHOCTSIM ObMeHa AaHHbIX
BHE 3aBMCMMOCTWU OT pPacCTOSIHWIA, CNOCOo6-
CTBYHOT YCUJIEHUIO CeTeBbIX OpPM CBS3EN.
YeTBepTass MpOMbILWIEHHAA pPeBOAOUUS
npeanonaraer GopMMpoBaHMe HOBOrO TeX-
HOJIOMMYECKOoro yknaga, Ha OCHOBe MHTep-
HeT-TexHosorni. VHTepHeT-Bewen, npea-
nonararLwni arperaunto n obMeH AaHHbIMU
0 CBoOMCTBax 06bLEKTOB MO CpeAcTBaM CETU
WHTEPHET, NO3BOJISIET MNOBbICUTb ONTMMM3A-
LMOHHbIE BO3MOXHOCTU MPUHUMAEMbIX pe-
weHnii (Mayburry, 2017). B cBoto o4epeap,
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ing technologies full production responsi-
bility is a reckless decision. Technologies
can improve productivity and reduce the
time for performing any operations. How-
ever, they cannot supersede the manage-
rial decisionsby themselves. Rather, new
technologies increase the gap between
traditional and modern technological pro-
vision of production processes. For exam-
ple, nearly the same trend was observed in
an era of rapid railway construction. Some
areas with access to railway infrastructure
were becoming industrialized, while others
did not get an opportunity to get the same
pace of economic development despite
their industrial specialization.

Digital technologies and artificial intelli-
gence provide great opportunities for pro-
cessing information and executing stand-
ardized tasks. However, the question of
how to incorporate modern technologies
to strengthen companies’ competitive ad-
vantage and enhance their competitive-
ness in the market is open for discussion.

III. Literature Review

A set of marketing tools, such as the tra-
ditional marketing mix present character-
istics, which influence the interaction with
consumers. “Concept marketing mix”,
elaborated by Borden (Borden, 1964) was
one of the first attempts of systematiza-
tion of instruments to elaborate market-
ing strategy. Further, J. McCarthy created
the famous 4-Psmodel (product, price,
place, promotion), which was developed
in the extended version 7Ps (additionally
including processes, people and physical
environment). The data model allows you
to focus on key factors that influence cus-
tomer relationships. However, these mod-
els limit the possibility of an integrated
approach to the management of relation-
ships with customers.

Increasing competition and differentiation
gradually reduced sales growth. There
was a request for new mechanisms focus-
ing not just on existing markets, but also
on the creation of new ones. This is due to
the shift from monitoring and calculating
market shares using the raw sales data
to a more creative approach of develop-
mental education, internal improvements

pekoMeHAauuM KacaTesbHO MpPUHUMAaeMbIX
pPELEHNI OTHOCATCA K pacLUMpSHOLLMMCS
BO3MOXHOCTSIM UCKYCCTBEHHOIO UHTE/EK-
Ta.

OpaHako ynpouwlaTte AEWCTBUTENbHOCTb My-
TEM MNEpPEeKSIIOYEHNST OTBETCTBEHHOCTU 3a
NMPOV3BOACTBEHHYIO AEATENIbHOCTb Ha Tex-
HOMOTMM OMPOMETYMBO. TexXHONIorMmM cno-
COOHbI MOBLICUTbL MPOU3BOAUTENILHOCTL U
COKpaTuTb 3aTpayMBaeMoe BpeMs Ans Co-
BEpLUEHMS Kaknx-nmbo onepaunin. ictopu-
YECKUI ONbIT NOKa3bIBAET, UTO CaMu cobomn
TEXHO/IOMMW HE OTMEHSIOT pelleHne Tex
3aZa4y, KOTOpble CTOSIT Mepes Yes0oBEeKOM.
HanpoTuB, HOBble TEXHOIOMMM CNOCO6HLI B
pasbl YBENUUTb pa3pbiB Mexay chepamu
X MPUMEHEHUS U TeMU chepaMmn, KOTopbie
nonaratTCcs Ha NPEeXHUEe TEXHONIornyeckme
noaxoabl. Tak, HanpuMep, MPOM3OLLIO B
3noxy 6YpHOro CTPOUTENbCTBA XKENe3HbIX
Aopor. PalioHbl, MeroLwme AOCTY K Xenes-
HOM popore, CTaHOBW/IMCb TMPOMbILLIIEHHO
pa3BUTbLIMKU, a yAaseHHble OT HOBOro BMAA
coobLeHnss TeppuTopuUKW, HECMOTpsS Ha
CBOI MPOM3BOACTBEHHYHO Crieumannsaumio,
NpUXoAMAN B yNaaok.

LincdbpoBble TEXHONOMMU M  BO3MOXHOCTU
WCKYCCTBEHHOIO MHTENNeKTa npeacraBns-
0T 60/blIME BO3MOXHOCTU A1 06paboTkm
MHbOPMaLUUmM 1 BbIMOJIHEHUS CTaHAAPTU3N-
pyeMbix 3agad. OgHako nepes KOMNaHUsaMu
BCTaeT BOMPOC O TOM, KaK BHeAPWUTb COBpe-
MEHHbI€ TEXHOI0rMKN, YTOObI YKPENUTb COb-
CTBEHHOE KOHKYPEHTHOE MpPenMyLLECTBO.

II1I. O630p NuTepaTypbl

COBOKYMHOCTb  MapKeTUHIOBbIX WHCTPY-
MEHTOB, TakKuX, KakK TpaaWUWMOHHbLIA Map-
KeTUHM-MWKC, MO3BONSET CMOAeNMpoBaThb
XapaKTepUCTUKKN, OKasblBalowmMe BAUSHUE
Ha B3auMMoZencTBume C noTpebutensamu.
«KoHuenumsa MapkeTuHr-mukca», onybnu-
KoBaHHasa B 1964 r. H. bopaeHoM cTtana
OAHOM M3 nepBbIX MOMbITOK cMCTeMaTu3a-
umm dakTopoB, NO3BONAWMX CHOpMy-
nnpoBaTb MapKeTUHroByk cTpaTerunto. B
panbHenwem [x. Mak-KapTu cosgan 3Ha-
MeHUTyo Mmogenb 4-P (npoaykT, ueHa, me-
CTO MpoAax, NpoABWXeHWe), KoTopas no-
nyyuna passuTve B paclUMpeHHOW Bepcuu
7P (AONOAHUTENBHO BKJTKOUYEHbI MPOLECCHI,
noan v pusnyeckoe okpyxerHme). OgHako
Takne Moaenu npeacTaBnaoTCcs YpesMepHo
YyMNpOLEHHbIMX U OrpaHMYMBatoT paspaboT-
Ky KOMMJIEKCHOro noAaxoAa K ynpaBieHUto
B3aMMOOTHOLIEHUNSAMWN C KJIMEHTAMMW.

Ha doHe ycmneHms KOHKYpeHUUU M NOBbl-
weHna agunddepeHumaumm npeanaraeMon
Ha pblHKE NMPOoAYKUMWN, UCMOSIb3yeMble KOM-
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and long-term processes (McKenna, 1991
pp. 2-3). This shift can be described as
a movement towards cooperative behav-
ior, oriented to the common good. The
relationship marketing differs from tradi-
tional marketing in that there is a focus
on achieving profitability through joint
production and cooperation, rather than
through manipulation using the available
marketing levers.

Relationship marketing involves benefits
for both parties: for buyers it is reduced
transaction costs, and for sellers it is bet-
ter understanding of consumer require-
ments (Tynan, 1997 p. 992). Relationship
marketing is not based on the analysis of
individual transactions with customers;
it considers customer relationships as a
set of transactions. Relationships with cli-
ents involve all transactions carried out
with direct and indirect participants. Cus-
tomer relationships represent the process
of generating knowledge about the cus-
tomer preferences for further increase of
customer appreciation (Peppers and Rog-
ers, 2000, p. 244). Increasing customer
satisfaction ensures their loyalty. Supe-
rior customer services helps to retain key
customer segments. However, loyalty is
not the same as consumer satisfaction; a
number of other reasons can also cause
it: habits, convenient consumption, and
high switching costs.

To attract the attention of potential cus-
tomers, the company shows how its prod-
uct or service can help solve the problems
of their potential clients. A key premise of
traditional marketing is that self-interest
and competition are the incentives for
creating value. In turn, relationship mar-
keting comes from the fact that coopera-
tion ensures value creation (Sheth and
Parvatiyar, 1995, p. 399). Relationship
marketing includes the purpose of coop-
eration, allowing the creation of higher
customer value, thereby increasing the
profitability of the company. Gummesson
(Gummerson, 1999 p. 183) introduced
the concept of “return on investment”
(“return on relationship”). This term de-
scribes the resulting long-term cash flow
in connection with the creation and main-
tenance of a network relationship. The

naHMaMM Noaxoabl HA OCHOBE MoKynaTesib-
HOM CrMocobHOCTU, MOCTEMEHHO CHMXanu
NpupocCT npoaax. [NoTpeboBanncb HOBble
MeXaHM3Mbl, OPUEHTUPOBAHHbIE HE CTOSIbKO
Ha o6Cny>XXuBaHWe pblHKA, CKOMbKO Ha CO-
34aHMe HOBbIX PbIHKOB. DTMM 06yCnOBAeH
nepexoa OT KOHTPOASA W noacyeTa A0S Ha
pblHKE C MUCMOAb30BAHMEM CbIpbIX AAHHbIX
no npogaxam K 6onee KpeaTMBHOMY MNOA-
X04y Ha OCHOBe passuBatoLlero obyyenHus,
BHYTPEHHUX YYUYLIEHUA W ANUTENbHbIX
npoueccoB (McKenna, 1991, pp. 2-3). Ta-
KOl nepexos MOXHO 0603HauuTb Kak ABU-
XEHWe B HanpaBieHUM KOoonepaTuBHOM
MoAenn NMOBeAEeHUsi, OPUEHTMPOBAHHOM Ha
obwyto Bbirogy. OTAMune MapkeTuHra oT-
HOWEHW OT TPaAWUMOHHOIO MapKeTUHra
COCTOMT B TOM, YTO MMEET MeCTO OpueHTa-
UM Ha AOCTMXEHMe NpUbbINIbHOCTN Yepes
COBMeCTHOe NMpOoM3BOACTBO M KOOMepauuio,
a He yepes3 MaHuNynsauMIo Yepes nMerLme-
CS MApKeTUHroBble pblvarn. MapKeTuHr oT-
HOLLUEHMI npeanonaraeTt Bbirogy Ass obe-
NX CTOPOH: ANS MNOoKyrnaTesien CHMXaKTCH
TPpaH3aKUMOHHbIE U3AEPXKW, a NpoaasLbl
nony4atoT Aydwee MOHMMaHue cuTyauunm
notpebutenen mn ux TpeboBaHmin (Tynan,
1997, p. 992). MapKeTUHr OTHOLWEHWN
NCXOAUT M3 aHaln3a He OTAE/bHbIX TpaH-
3aKuUMn C KJIMEHTaMn, a U3 B3anMOOTHOLLe-
HUA C K/IMEHTaMM, KOTOpble HaMOJIHAKTCS
COBOKYMHOCTbIO TpaH3akuuin. Mpu 3TOM BO
B3aMMOOTHOLIEHMSAX C KIMeHTaMn BoBneye-
Hbl BCE MpsIMble W KOCBEHHbIE YYAaCTHUKMU
OCYLLEeCTBNAKLWMNXCA TpaH3akumn. OTHO-
WeHUs C KAMeHTaMu MpeacTaBnstoT npo-
Lecc reHepupoBaHWsi 3HaHWMA O npeano-
UTEHUAX KIMEHTOB C LeNblo AasbHenwero
NOBbIWEHNS MNOTPEObUTENBCKONM CTOMMOCTU
(PeppersandRogers 2000, p. 244). No mMepe
NOBbILLEHNS YAOB/IETBOPEHHOCTU KJIUNEH-
TOB, O0becneumBaeTcs MUX N0SANbHOCTb. OA-
HaKO JI0S/IbHOCTb He TOXXAeCTBEeHHa no-
TpebutenbCckom yAoOBETBOPEHHOCTMU, OHa
Takxke MoxXeT 6biTb 0bycnosneHa psaoMm
Apyrnx npuunH (NpmBbIYKK, yoo6CTBO MNo-
TpebneHns, BbICOKME U3LEPXKKN MepeKsto-
yeHus).

MapKeTUHI OTHOLWEHUA WUCXOAUT U3 TOro,
YTO COBMECTHOEe CcOoTpyaHu4yecTBo obecne-
ymBaeT cosgaHue ueHHoctn (Sheth and
Parvatiyar, 1995a, p. 399). MapKeTuHr OT-
HOLIEHMI BKOYaeT B cebsa uenb coTpya-
HM4YecTBa, MO3BoNAlOWeEro co3gaTtb 6onee
BbICOKY0 LEHHOCTb ANS KAMeHTa, TeM ca-
MbIM MOBbICUTb MNPUOLINIBHOCTE KOMMAHUW.
Gummesson (1999, p. 183) BBen noHdATue
«returnoninvestment» («B0o3BpaT Ha OTHO-
weHnsa»). JaHHbI TEPMUH OMUCbIBAET MO-
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loyalty demands long-term relationships
as it has cumulative nature.

The shift from transactional marketing
to relationship marketing is an important
stage of transformation in the under-
standing of the customer relations de-
velopment. The first approach means the
possession of specific marketing tools to
promote companies’ own products. In the
framework of a transactional approach,
the focus is ona particular operation with
the client with the aim to increase sales
and, consequently, revenue. This ap-
proach prevailed in the industrial era,
which was characterized by mass pro-
duction and standardization of products.
However, it does not sufficiently take into
account the issues of customer retention
and complete satisfaction of customers’
interests. A paradigm shift occurred with
a change from orientation to obtaining
maximum revenue from production activ-
ities to serving the clients’ interests and
gaining subsequent revenue. This con-
cept is focusedon creating customer loy-
alty and building long-term relationships.

With the development and wide spread-
ing of information technologies, result-
ing in sharinginformation in real-time,
regardless of distance, marketing com-
munications have become of particular
importance in the competitive struggle
of the companies. The need to deliver
information about their products to tar-
get customers and create interest and
long-term customer care has an impact
on the competitiveness of the company.
The use of information technologies al-
lows the company not only to convey in-
formation to the client, but also to collect
information about the customer demands
in order to be able to offer the demanded
products. The introduction of digital tech-
nologies with a focus on improving the
efficiency of the productive business pro-
cesses enhances the company’s position
in the market. The information platform
provides access to a network of connect-
ed devices that collect data about users.
If access to a data network refers to co-
operative behaviors, the interpretation of
the results opens the possibility of cre-
ating competitive advantage. The spread

JlyyaeMblii B [OJIFOCPOYHONM MepcrneKkTmBe
(dUHAHCOBbLIN MOTOK B CBS3M C CO34aHUEM
N noafep>XaHNeM CEeTU B3aMMOOTHOLUEHUN.
JlonrocpoyHblii acnekt o06ycrioBneH TeM,
YTO NIOSILHOCTb (DOPMUPYETCSH HaKOMJIeH-
HbIM COCO60M.

Mepexon OT TPaH3aKUMOHHOIO0 MapKeTUH-
ra K MapkKeTWHry OTHOLUEHWI NpeacTaBns-
€T BaXHbIN 3Tan TpaHcdopMauMu B MOHU-
MaHWUM pa3BUTUS OTHOLUEHMA KOMMaHUWU C
KneHTaMn. B pamMkax TpaH3aKUWOHHOIo
noaxona OKyC BHMMaHMS COCPeAOTOYEH
Ha OTAENbHO B3SATOW OMepaumm C KJINEeH-
TOM, B KOTOpOM Heobxogmmo yBenuU4YnTb
0b6beM nMpojax M, Kak Cneacrteme, Bbipyd-
ku. Takon nopgxon npeobnagan B MHAY-
CTpUanbHY0 3M0XYy, KOTOPOM XapaKTepHO
MaccoBoOe NPOU3BOACTBO M CTaHAApTM3aLms
BblMyCKaeMow npoaykumn. OQHaKO AaHHbIN
noaxon HeAOCTaTOYHO YYMTbIBAET BOMPOCHI
yAEpXaHUs KIMeHTa u Haubonee nosiHoe
YOOBNETBOPEHME €ero WHTepecoB. CMeHa
napagurmbl, rae MpoucxoauT CMeHa opwu-
eHTauMn C nosyyeHuss Hambonbluero Ao-
X04a OT MPOW3BOACTBEHHOW AEATENbHOCTU
Ha 06CnyXWBaHME MHTEPECOB KJIMEHTa U
nocneayrouiee M3BeYeHne [0X0[0B, CO-
npoBoOXAanacb MNepexoAoM K MapKeTUHIry
OTHOLWEHUN. [aHHas KOHLENuUUs OpUeHTU-
pyeTcss Ha co3faHue NOoSINIbHOCTU KMeHTa
N NOCTPOEHME A0IFOCPOYHbBIX OTHOLLUEHWUIA.
C WWMPOKUM pacrnpocTpaHeHnem UuHhop-
MauUMOHHbIX TEXHOJIOTMA, MO3BONAKOLMX
obMeHmBaTbCs MHGOPMaumen BHE 3aBUCKU-
MOCTW OT PacCTOSIHUSA B peasibHOM pexume
BPEMEHWN, MAPKETUHIOBble KOMMYHMKaLNK
npunobpeTtatoT 0coboe 3HauYeHUe B KOHKY-
peHTHONn 6opbbe komnaHui. Heobxoau-
MOCTb AoHeceHuss mHdopMauum O CBOEW
NPOAYKUMWN A0 LeNEBbIX K/IMEHTOB, CO34a-
HME 3aUHTEPECOBAHHOCTU U AONTOCPOYHOE
obcnyxuBaHme noTpebuTtenen okasblBaloT
BJIMSIHME HAa KOHKYPEHTOCMOCOH6HOCTb KOM-
naHum. Mcnonb3oBaHne MHAPOPMALMOHHBLIX
TEXHOJIOTMA MO3BONSIET HE TOJIbKO [AOHEe-
CTM MHGOPMaUMIO A0 KIMEHTa, HO TaKXe
nossosiseTr cobpatb MHMOpPMALUKO O KU-
eHTe, 4Tobbl MNpensioxuTb BoCTpeboBaH-
HYlO npoAaykumio. BHeapeHne uundppoBbIX
TEXHONOIMN C OpUEHTaUMen Ha MoBbile-
HMe 3PPEKTUBHOCTU MPOU3BOAUTENBHbBIX
6M3HeC-NpoueccoB yCUIMBAET MO3MLMMK
KOMMaHWM Ha pbiHKe. WH@POpMaunoHHbIe
nnatdopmbl obecneuymBatoT AOCTYN K CETU
MOAKJ/TIOYEHHbIX YCTPOMCTB, cobuparowmx
AaHHble 0 nonb3oBatenax. Eciam nonyuye-
HMe AO0CTyna K CeTU AaHHbIX OTHOCUTCS K
KOOMepaTMBHOM MoAeNnn noBeAeHus, TO
MHTEpnpeTaums NoJly4YeHHbIX pPe3ynbTaToB
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of network forms of relations extends op-
portunities for competition.

IV. The business of transport logistics
in the digital economy and tools of re-
lationship marketing

Companies engaged in logistics, can spe-
cialize in the field of transport logistics, as
well as in the field of supply chain man-
agement of industrial companies. In this
paper, we propose to consider companies
in the field of transport logistics, which
are interested in the issues of creating
the most optimal routes, based on current
geographical, political and infrastructure
conditions.

Shipping to remote regions is carried out
mainly by sea transport. The largest ship-
ping companies, according to the availa-
ble capacity of container ships are Maersk
(2.8 million TEU), CMA-CGM (1.55 mil-
lion TEUs), Hapag-Lloyd (1 million TEUSs)
COSCO (0.8 million TEU) and Hanjin Ship-
ping Company (0.6 million TEU). The trend
of orders for vessels with bigger capacity
is due to the desire of reducing costs for
transportation of large shipments. The
fastest, but also the most expensive is
the aviation mode of transportation. The
business of express air shipping is most
developed in the USA with leading com-
panies such as FedEx (688 aircraft) and
UPS (519 aircraft)!. Overland transporta-
tion, presented by automobile and railway
types of transport, relates to medium dis-
tances. Railway transportation companies
have different business models, whichdoes
not allow direct comparison. Some com-
panies are vertically integrated with their
own infrastructure, while others specialize
only on freight transportation. In the field
of road transport, some companies have a
large fleet and broad geographic network
of services, while others are smaller and
provide services only at local level.

Foreign policy issues directly affect the
development of the transport linkages
among the countries. In case of conflict,
the transport connection between the
countries can be blocked. However, inter-
national political cooperation can promote

1. Top 10 Air Freight companies, 28.11.2011 URL:
http://www.supplychaindigital.com/top-10/top-
10-air-freight-companies

OTKpbIBaeT BO3MOXHOCTM CO3A4aHUS KOHKY-
PEHTHOro npemMyLlecTea. PacnpocTpaHe-
HMe ceTeBbiX (POPM OTHOLLEHMUI paclumpsieT
BO3MOXHOCTU AS1S1 KOHKYPEHLNN.

IV. BU3HecC TPaAHCNOPTHOM JIOFUCTUKU
B UMPPOBOIA IKOHOMMUKE U UHCTPYMEH~-
Tbl MAapKeTUHIra OTHOLUEHUI

KoMmnaHuu, 3aHaTble B cdepe Nornctmku,
MOryT Crneunann3npoBaTbCs B chepe TpaHc-
MOPTHOWM JOTMCTUKK, a Takxe B obnactu
ynpasneHuns uensMm MnoCTaBOK MPOMbILL-
JNIeHHbIX KOMNaHui. B gaHHoM cTaTbe npea-
naraeTcsl paccMOTpeTb KOMMaHun B cdepe
TPAHCNOPTHOW JIOFUCTUKK, TFAe peLlarTCs
BOMpPOCbl co34aHus Haubonee onTumasb-
HbIX MapLpyTOB, WUCXOAS W3 MMELMXCH
reorpacduyecknx, BHELIHENOSINTUYECKNX U
MHQPaCTPYKTYPHbIX YCO0BUIA.

JocTtaBka B yAasieHHble pervoHbl npeu-
MYLLECTBEHHO OCYLLUECTBNSAETCS MOPCKUM
BMAOM TpaHcnopTta. KpynHenwumun cyno-
XOAHbIMM  KOMMA@HUSMK, MO MMeKLWMMCs
MOLLHOCTSIM KOHTEMHEPOBO30B, SABMSOTCSH
Maersk (2,8 mnH. TEU), CMA-CGM (1,55
mnaH. TEU), Hapag-Lloyd (1 mnH. TEU),
COSCO (0,8 maH. TEU) m Hanjin Shipping
Company (0,6 mnH. TEU)!. TeHaeHums 3a-
Ka3oB Ha cyga c 6onblein BMECTUMOCTbIO
obycnosnmBaeTca CTpeM/IEHMEM COKpalle-
HUS M34epXeK Npu nepeBo3kax 60nbLimX
napTun rpy3oB. Hanbonee 6bICTpbIM BUAOM
TpaHcnopTa, HO 1 Hambonee AOPOruM, Bbl-
CTynaloT aBMaLMOHHble KOMNaHuW. bus-
HeC Mo aBWa-A0CTaBKe 3KCMPeCcC-NocCbsIOK
N KoppecrnoHaeHuun Haubonee pas3suT B
CLLUA »n npencraBneH TakKMMW KOMMAHW-
aMn, kak FedEx (688 camonetoB) u UPS
(519 camonetoB). CyxonyTHoe coobuie-
HMWe, npeacTaB/fieHHOe aBTOMOOWIbHBLIM U
XKE/e3HOAOPOXHbIM BMAAMM TPaHCMNOPTa,
OCYLLECTBNAETCS Ha CpeAHMX PacCTOSHU-
ax. B cdepe xenesHoAOPOXHbIX Mepe-
BO30K HabnopaloTcs pasnuyHble Moaenu
6usHeca. OgHM KOMMaHUWU SBASAIOTCS Bep-
TUKANbHO MHTErpupoOBaHHbIMWU CTPYKTypa-
MU U BNaderT UHGpaCTpyKTypon. Opyrmue
OCYLLECTBAAKT WMCKIOUYUTENBHO TPy30Bble
nepeso3kn. [l03TOMYy HenocpeaCcTBEeHHOe
CpaBHEHME XXESIe3HOAOPOXHbIX KOMMAHMUMN
OC/NoOXHeHo. B cdhepe aBTOMOGUAbHLIX Ne-
pEBO30K HabMaalTCs Kak KOMMaHumn, ob-
nagatouwme KpynHbiM NapkoMm aBToMobunen
N MMellWM e LWMPOKYI reorpaduyeckyto
CeTb OKasaHua ycnyr, Tak U Menkue KOM-
naHWu, oKasblBalOLWME YyCNYrn HA MECTHOM

1. Mega shippers - the world’s 10 biggest shipping
companies, 23.02.2017 URL: http://www.ship-
technology.com/features/featuremega-shippers-the-
worlds-10-biggest-shipping-companies-4518689/
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creation of transport corridor with con-
struction of infrastructure and elimination
of customs procedures.

International transport is regulated by
international transportation legislation
(SMGS and COTIF conventionsfor rail
transportation), international legal con-
ventions (TIR Convention, road transport)
and international norms and rules, regulat-
ing foreign economic activity (Incoterms).
Foreign policy initiatives could give impe-
tus to the development of international
transport. The initiative of China “"One Belt
- One Road”, focused on the creation of a
regular land communication with Europe-
an countries, contributed to the growth of
container transport by rail. Rail container
trains from about twelve Chinese cities run
to nine European cities ona regular basis.
International transport companies con-
sider the current legal regulation, but also
take into account the strategic interests of
countries in the transportation develop-
ment.

Infrastructure in the management of
transport logistics include terminal and
warehouse complexes, road and rail in-
frastructure, port terminals and airports.
The infrastructure may be owned, leased
or used on contract basis. For some com-
panies, the ownership of infrastructure
projects is a key link in the value chain.
Assets can be core for business of logistics
companies. For example, the company can
provide services of storage and handling,
owning A-class warehouses in the indus-
trial park. On the other hand, a company,
which is specializing in the elaboration of
transport solutions, can do business with-
out assets. In this case, it contracts with
providers of relevant services.

Industry 4.0 is characterized by four key
components, described in Hermann et al. It
includes cyber-physical systems, Internet
of things, Internet of services and smart
manufacturing. Cyber-physical systems
represent the two synchronized networks.
The first is a physical network of intercon-
nected infrastructure components; the
second is a cyber-system, composed of
sensors and lines with connections among
them. The Internet of things represents
a set of connected products, which are

YPOBHe.
BHelwHenonuMTnyeckme Bonpochbl HaNnpsMyro
OKa3blBalOT BAMSIHME Ha pa3BUTME TpPaHC-
NOpPTHOro cooblieHns mexay crpaHamu. B
cnyyae KOH(MKTa TpaHCnopTHoe coobule-
HMe Mexay CTpaHamu MoxXeT 6biTb 3abno-
KWpOBaHO, OAHAKO B Clly4yae pa3BuUTUS CO-
TPyOHWYECTBa MOXET COo34aBaTbCs HOBbIM
TPAHCMNOPTHbIM KOPMAOP OT CTPOUTENbCTBA
MHDPaCcTpyKTypbl BANOTb A0 YCTpaHeHus
TaMOXeHHbIX npoueayp. MexayHapoa-
Hble NEepeBO3KW pernameHTUpPYIOTCS Mex-
AYyHapoAHbIM  TPaHCMOPTHbIM  3aKOHOAA-
TenbCtBOM (KoHBeHuMn CMIC n KOTUNO® B
XKeNe3HOAOPOXHbIX MepeBo3Kax), Mexay-
HapoAHbIMK MpaBoBbIMM akTamMn (KOHBeH-
uma MM B aBTOMOGU/IbHBIX NEpeBO3Kax) U
MeXAayHapoAHbIMM HOpMaMu M NpaswiaMu,
perynvpyowmMm BHELIHEIKOHOMUYECKYHO
pestenbHoctb (MHKoTepMc). BHewHeno-
NTUYECKMEe MHUUMATMBbBI CNOCO6HbI Npu-
AaTb MMMNYAbC Pa3BUTUIOD MEXAYHapoAHOro
TpaHCNOpTHOro coobuweHnsa. WHuumnatmea
Kutasa «OgunH lMosc — OgunH lyTb», opu-
€HTUPOBaHHas Ha Cco3[4aHue perynspHo-
r0 CyXOomnyTHOro coobuieHnss co cTpaHamu
EBponbl, crnocobcTtBoBana pocTy Xenes-
HOAOPOXHbIX KOHTEMHEPHbIX MepeBO30K.
Mopsaaka aBeHaguaTtu ropogos Kutas coe-
OVHEHbl perynspHbIMU XXene3Ho40POXHbI-
MW KOHTEMHEpPHbIMW Moe3famMn C AEBATbIO
eBponencknumm ropogamn. B mexayHapoa-
HbIX MepeBO3KaX KOMMAHUW Y4UUTbIBAOT
CylLlecTBytoLee NpaBoBoOe peryanpoBaHue,
a TakXe y4uuTblBalOT CTpaTernyeckme WH-
Tepecbl CTpaH B pas3BUTMW TPaHCMOPTHOMO
coobuieHuns.

K mHdpacTpykType B cdepe ynpasieHus
TPAHCNOPTHOM IOMMCTUKOM OTHOCATCSA Tep-
MWHasIbHO-CKNAACKME KOMMJEeKCbl, aBToA0-
pOXXHas 1 xenesHoAopoXKHas MH(pacTpykK-
Typa, NOpPTOBble TEPMUHANbI N a3ponopThl.
Monb3oBaHmne obbekTaMm MHDPACTPYKTYPbI
MOXeT OCYLeCTBASATbCS Ha npaBax cob-
CTBEHHOCTW, apeHAbl UM Ha KOHTPaKTHOM
OCHOBe. [N HEeKOoTOopbIX KOMMaHWin Bna-
AeHne MHPpPaACTPYKTYPHbIMM  06bEeKTaMu
NnpeacTaBNseT KAKOYEBOe 3BEHO B CO3A4a-
BaeMoW Lieno4yke CToOMMOoCTU. brusHec norun-
CTUYECKOM KOMMAHUM MOXET CTPOUTBLCS Ha
OCHOBe 0COb6eHHOCTEelN aKTuBa, KOTOpPbIMU
OHa BnageeT. Hanpumep, KOMNaHnsa MoXeT
OKa3biBaTb YCNyru xpaHeHus un obpabot-
KW rpy30B, Bnages CKIagoMm knacca A Ha
TeppuTopuM MHAYCTpUanbHoro napka. C
ApYrol CTOpOHbl, KOMMNaHU4, cneumanmsn-
pyrowasca Ha paspaboTke TpaHCMOPTHbIX
pEeLleHnn, MOXeT pa3BmBaTbCsa 6e3 ak-
TMBOB. B TakoM cnyyae oHa MoOXeT obpa-
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becoming “smart things” with expanding
functionality. The concept of web services
comes from the possibilities of meeting
supply and demand through the Internet
to provide or acquire service. Intelligent
production is a decentralized production
system where human beings, machines
and resources communicate with each
other naturally as in a social network.

In this context, the competition between
companies is not only in the introduction of
modern technology, but in effective opera-
tions and interpretation of received data.
The benefits of information technologies
implementation are presented in Table 1.

Due to its ability to exchange information
regardless of distances, information tech-
nology contributes to strengthening net-
work forms of relationships. The fourth
industrial revolution involves the forma-
tion of a new technological order, based
on Internet technologies. The Internet of
things, involving the aggregation and ex-
change of data about the properties of ob-
jects by means of the Internet, allows to
increase the optimization possibilities of
decision making(Mayburry, 2017). In turn,
recommendations for decisions belong to
the growing possibilities of artificial intel-
ligence.

However, to simplify the reality by granting
technologies full production responsibility
is a reckless decision. While technologies
can improve productivity and reduce the

WaTbCA K NOCTaBLUMKAM COOTBETCTBYHOLMX
yCcnyr.

NHayctpua 4.0 XapaKTepusyeTcs YeTblpb-
MS  KNKOYEBbIMWU KOMMOHEHTaMu, OnuCaH-
HbiMM B Hermannetal. K HMM oTHOCATCA:
knbep-dusnyeckne CUCTEMbI, MHTEPHET Be-
LWen, MHTEPHET yCNyr M yMHble NpOV3BOA-
ctBa. Knbep-dusmyeckne cucrtembl npeg-
CTaBASIOT ABE CUMHXPOHU3MPOBAHHbIE CETU.
MepBas - 370 dm3Myeckas ceTb B3aMMOC-
BSAA3aHHbIX KOMMOHEHTOB WMHMPacTpyKTypbl,
BTOpas — 370 Kmbep-cucTema, COCTaBJIE€H-
Has M3 AATUYMKOB W JIMHWI CBS3ENn Mexay
HUMW. VIHTEpHeT Bellen npeacTaBnseT co-
BOKYMHOCTb MOAK/IOYEHHbIX MPOAYKTOB,
CTaHOBALWMMUCS «YMHbIMW BeLLaMn» C pac-
LWNPSOWNMUCA BO3MOXHOCTAMU  (DYHKLN-
OHanbHOCTWU. KOoHUenuus WUHTepHeTa ycnyr
NCXOAUT M3 BO3MOXHOCTEN BCTpEeYM cnpoca
N npensioKeHuss NocpeAcTBOM MHTepHeTa
ONs AanbHENLWero okasaHus uan nonyde-
HUS cepBuCa. YMHble NpPOM3BOACTBa Npea-
CTaBASAT AELeHTPann3mpoBaHHYO NMpouns-
BOACTBEHHYIO CUCTEMY, FAe 4efnoBedeckue
CylliecTBa, MalWMWHbl U pecypCbl KOMMYHMU-
LUMPYIOT ApPYyr C APYrOM TaKXe €CTEeCTBEH-
HO, Kak B coumanbHoi cetn (Kagermann,
Wahlster, Helbig, 2013).

B oTOM CBA3M KOHKYpPEeHUUs Mexay Komna-
HUSMW COCTOUT He TOJIbKO BO BHeApEeHWuu
COBPEMEHHbIX TEXHOSIOMNI, HOo B addek-
TUBHOW 3KCNyaTaunum M WHTepnpeTauunmu
nosy4vaeMblX AaHHbIX. M0 pacCMOTPEHHbIM
Bblle cpepaM, OKa3biBaKOLWNM BANSHME HA
AeATeNbHOCTb KOMMNaHMn B 06/1aCTK TpaHc-
MOpTHOM normcTukm, B Tabnmue 1 npea-
CTaBfieHbl MOTEHUMaNbHO WU3BMEKAEMbIE
npemMmyLiectesa oT MHAPOPMALMOHHbBIX Tex-
HOTOMUAA.

Table 1. Information technologies in transport logistics
Ta6bnuua 1. HdOopMaLMOHHbIE TEXHONOMMM B TPAHCNOPTHOM NOrMCTUKE

Scope of Task
Ccdepasapau

Examples of information technology use by transport-logistics companies
MpuMepbiMcnonb 30BaHUANMHGOPMALMOHHbIX TEXHOIOMMIA KOMMNaHUAMMU B
ccdepe TPaHCMOPTHON NOrUCTUKKN

of a routing network;

Spatial / Geographic
MpocTpaHcTBEHHas/
leorpacduyeckas

MapLIpyTHOW CeTu;

reduce costs of storage;

¢ Information about congestion of transportation network in real time and with the ac-
cumulation of the previous periods for analysis and decision-making on the formation

NHbopMaLms 0 3arpy>KeHHOCTU TPaHCMNOPTHON CETU B peasibHOM BPEMEHU U C HaKo-
NAeHVEM NpeablayLmMx Nepuoaos Ans aHanmsa u NPUHATUS PeLleHnin o hopMUpoBaHMM

e Supply of data about the dynamics of supplies in key areas;
[aHHbIe 0 PUTMUYHOCTM NMOCTABOK MO K/OYEBLIM HaMpaB/ieHUAM;
¢ Information on material flows at production facilities for timely delivery allowing to

MHdbopMaunsa o ToBapHO-MaTepurasnbHbIX MOTOKaxX Ha MPOM3BOACTBEHHbIX 06beKkTax C
LleNbi0 CBOEBPEMEHHON AOCTaBKK, MO3BOMAOLWEN COKPATUTb U3AEPXKKU XPaHEHUS;
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Socio-economic /
CoumanbHo-
3KOHOMMYyecKkas

e Creating a profile of services with a connection to the information databases of legal
acts regulating the transportation and logistics activities;

Co3paHue npoduis okasblBaeMblX YCyr C NOAKIIOYEHMEM K MHPOPMaLMOHHbIM 6a3am
AAHHbIX HOPMATUBHO-MNPABOBbIX aKTOB, PErYNPYOLNX TPAHCMOPTHO-NIOMMCTUYECKYO
[eATeNnbHOCTb;

e Aggregated information from business publications to understand the current trends
of transport facilities and corridors;

ArpernpoBaHHas MHbOpMaunn 13 AenoBbiX U34aHWNNA, ANA MOHUMAHUA TeKyLWMX TEHAEH-
LMW pa3BUTUS TPAHCNOPTHbLIX KOMMEKCOB U KOPUAOPOB;

e Analytical overview of the situation in the target sectors of the economy (production
capacity, investment in construction, price monitoring of deliveries of raw materials and
final products);

AHanuTnyeckunin o630p cuTyaumm rno uenesbiM OTPac/siM 3KOHOMUKW (MPOU3BOACTBEH-
Hble MOLLHOCTWN, NHBECTULINMN B CTPOUTENBCTBO, LLIEHOBOW MOHUTOPUHT MOCTaBOK Cbipbs U
KOHEYHOW NpoayKunn);

Infrastructure /
NHbpacTpykTypHas

e Data on the capacity of transport infrastructure by different types of transport;
[aHHble 0 NPOMNYCKHOM CNOCO6HOCTM TPAHCMOPTHOM MHMPACTPYKTYPbl MO Pas3iNyHbIM
BMAAM TpaHcCropTa;

e Aggregated data on available capacity and location of terminal facilities, transship-
ment complexes;

ArpervpoBaHHble AaHHble 06 UMEILWUXCS MOLLHOCTSIX U pacrnonoXeHUU CKNaaCcKuX Tep-
MWHAsIOB, Neperpy3oYHbIX KOMMIEKCOB;

e Robotization of the processes in the terminal cargo handling;

Po6oTn3auma npoueccos Npu TepMuHanbHo ob6paboTke rpy3os;

e Information about the possibilities and time required for processing of various types
of cargo (containerizing, bulk, liquid and packaged);

NHdbopMaunst 0 BO3MOXHOCTAX M TpebyeMoM BpeMeHu A/t 06paboTKM pasfiMyHbIX BUAOB
rpy3oB (KOHTeliHepU3MpyeMbIX, HaBaSIOUHbIX, HAJIMBHbIX U TAPHO-LUTYYHbIX).

Source: compiled by the author / UICTOMHMUK: cOCTaB/IEHO aBTOPOM

Table 2. Relationship Marketing based on Information Technologies

Ta6nuua 2. MapKeTUHI OTHOLUEHUI Ha OCHOBE MH(OPMALMOHHbIX TEXHOOMMIA

Attraction of potential
clients

Customers’ category Aspect Steps to develop relationships with customers
KaTeropusi KIMeHTOB AcnekT [OeicTBUA NO pa3BUTUIO COTPYAHUYECTBA C K/IMEHTaMMm
Get or create access to information networks, including data on
Spatial the transport needs of potential customers
MpocTpaHcTBeH- | MonyyeHne nnu cospaHue A0CTyna K MHMOPMALIMOHHONM ceTy,
HbI BKJItOYatoLel JaHHble O TPAHCMOPTHbIX NOTPEBHOCTAX NOTEHL M-

aJIbHbIX KJINEHTOB

Socio-economic
CoumnanbHO-3KO-

Participation in industrial exhibitions and industry associations
in order to promote its own brand and distribution of analyti-
cal information about trends in the industry and the company’s
position in the market

Yyactne B MHAYCTpUarbHbIX BbiCTaBKax, BXOXAEHWE B oTpacie-

HOMMYECKUM
MpuBneyexune Bble accouMaunmn C Lesbio NpoABMXEHUSI COBCTBEHHOro 6peHaa
roTeHUMabHbIX W pacnpocTpaHeHus aHannTnyeckon nHbopMaLmnm KacaTesbHO
K/IMEHTOB TEeHAEHUMI B OTPAC/IM U NO3ULMN KOMMNAHUW Ha pbliHKE
Offer services based on access to infrastructure objects of cus-
tomers’ interest with particular characteristics (storage capacity,
rocessing capabilities of the specialized goods, a wide geogra-
Infrastructural P 9 cap P 9 ! 9€og
phy of location)
NHdpacTpykTyp-
bl MpeanoxeHne cepBmca Ha OCHOBE A0CTyNa K MHMPACTPYKTYPHbIM

06beKTaM MHTEPECYIOLWNMIN NOTPpebUTENE XapaKTepUCTMKaMm
(cknapckme MOLLHOCTU, BO3MOXHOCTM 06paboTku cneymannsmpo-
BaHHbIX rPy30B, WKNpoKas reorpadus pacrnosioxeHus)
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Retention of existing
clients (key and mass
customers)
Yaepi>xxaHune cyuje-
CTBYIOLUMX KIIMEHTOB
(K/1t04€eBbIX M 0OAHOMO-

Spatial
[MpocTpaHCcTBEH-
HbIN

Monitor and update the individual characteristics of the services
offered(regularity of the pace, our route network) based on data
from the geography of supplies of raw materials and finished
products for ongoing customers

MOHWUTOPUHI 1 0B6HOBNEHNE OTAENbHbIX XapakTepUCTUK npeana-
raemMblx CEpBMCOB (PUTMUYHOCTb OTNPaBOK, reorpadus mMapLu-
PYTHOM CeTU) UCXOASA M3 AAHHbIX reorpadum nocTaBokK Cbipbs U
roTOBOM MPOAYKLUN TEKYLUMX KITMEHTOB

Socio-economic
CoumanbHO-3KO-

Integration into local business associations and understanding of
the terms of business in different regions with the aim of provid-
ing service to current customers, they are interested in destina-
tions of supplies of raw materials or sales of finished products

WHTerpauusi B MecTHble 6U3Hec-accoumaLmm 1 NnoHMMaHue ycno-

Analysisof-reasonso-
floss

AHann3 NnpuYynH rorte-
PH MMEIOLUMNXCS UITN HE

HOMUWYECKUI .
MEHTHbIX) BUI BefeHMs 6M3Heca B pa3sHbIX PeErmoHax Mupa c Lesnbto npeao-

CTaBJIEHUSA CEPBUCA TEKYLLMM KIMEHTAM, MO MHTEPECYIOWUM UX
HanpaB/EeHUsIM NMOCTABOK CbIpbsi UK CHbITa FOTOBOW NMPOAYKLMMU
Satisfaction in the use of transport and logistics infrastructure at

Infrastructural minimal cost of operation

NHdpacTpykTyp- | YAoBNeTBOpEHNE UHTEPECOB KJIMEHTOB B UCMOSIb30BaHUN TpaHC-

HbI NOPTHO-IOMMCTUYECKON MHDPACTPYKTYPbl NP MUHUMANbHbIX
n3gepxxkax sKcnayataumm
Analysis of the causes of customers loss to identify the factors
that led to another company servicing the potential client by and

Spatial mapping deficiencies with its own strategic targets

MpocTpaHcTBeH- | BbisiBneHMe akTopoB, NPMBEALNX K 06CYXXMBAHNIO NOTEHUM-

HbIN aNbHOro0 KJMEHTa APYron KOMMaHWen, n conoctaBiaeHne nMeto-

LNXCSA HeAOCTAaTKOB C COBCTBEHHbBIMU CTPATErMYECKUMU OPUEHTU-
pamMu C Lenbilo AanbHenwero HapawmBaHnsa KOMNeTeHunn

Socio-economic
CouuanbHO-3KO0-

Verification of compliance accepted by the region’s standards
(adherence to formal and informal rules, integration with local
and regional companies or opening their own representative of-
fices)

MpoBepka Ha COOTBETCTBUE MPUHATLIM B PErMOHE HOpMaM Be-

HOMWYECKUI
rpuBIEYEHNS MOTEHLM- AeHnst 6usHeca (cnepoBaHne dopmManbHbIM U HedopManbHbIM
a/lbHbIX K/TIMEHTOB rnpaBuiaM, MHTErpaumns C MECTHbIMU permoHasnbHbIMM KOMMNaHuUs-
MW UKW OTKPbITUE COBCTBEHHOrO NpeAcTaBUTENbCTBA)
Defining constraints which the company was unable to overcome
in services delivering (proposed storage capacity, storage condi-
Infrastructural tions and handling)
NHbpacTpykTyp- | OnpeaeneHne orpaHUYeHnin, N0 KOTOPbIM KOMMN@HUs He cMorna
HbI npefoCTaBUTb CEPBUC Ha YAOBNETBOPSIOWMX KIIMEHTA YCN0BU-

ax (npepnaraemble CKNAACKUE MOLLHOCTU, YC/I0OBUS XPaHEHUS U
06paboTkn rpy3oB)

Source: compiled by the author / UICTOMHMK: COCTaB/IEHO aBTOPOM

time for performing any operations, they
themselves cannot supersede the mana-
gerial decisions. Rather, new technologies
increase the gap between traditional and
modern technological provision of pro-
duction processes. For example, nearly
the same trend was observed in an era
of rapid railway construction. Some areas
with access to railway infrastructure were
becoming industrialized, while others did
not get an opportunity to get the same
pace of economic development despite
their industrial specialization. The results
of implementation of technologiesdepend
on their application: if it is oriented to ef-
ficient process, it will increase effective-
ness; but if it is an inefficient process, it
will increasethe ineffectiveness.

MNPUMEHUTENBHO K JIOTMCTUYECKMM KOMMa-
HMSIM MaApKETUHI OTHOLUEHWA MNO3BONSAET
CTPYKTYpMpOBaTb CBSI3M KOMMAHUW C Cy-
WECTBYOWMMN U MOTEHUMANBHBIMU KNN-
eHTaMu. B nornctnyeckom 6MsHece cambiM
BbICOKOAOXOAHbIM BWAOM YCNyr siBNsieT-
Cs NIOTMCTUYECKUIA ayTCOPCUHI. 3a CcueT
KOMI/IEKCHOrO Mnoaxofa K o06CnyXUBaHUIO
KJIMEHTA JIOFMCTUYECKMIA OmnepaTop Croco-
6eH co34aTb CYLLECTBEHHYIO SKOHOMUIO Ha
N3aepXKax M, COOTBETCTBEHHO, MOBbICUTb
COBCTBEHHYI0 BbIpy4Ky. OKa3aHue pasoBbIX
nepeBo30oK TpebyeT KOMIMIEKCHOro noa-
X04a B OTHOLIEHUW aHanM3a CUTyauun Ha
pbIHKE C LeNblo NpeanoxeHusa 6onee Bbl-
roAHbIX YCNOBUI OKasaHus cepsuca. MNpu
B3aWUMOOTHOLUEHUN C K/IMEHTaMu TpebytoT-
CA pasfivyHble JIMHUW MNOBEAEHMSA B 3aBU-
CMMOCTM OT CTaAuu pa3BUTUS OTHOLLEHWI C
K/IMEHTaMu.
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Digital technologies and artificial intelli-
gence provide great opportunities for pro-
cessing information and executing stand-
ardized tasks. However, the question of
how to incorporate modern technologies
to strengthen companies’ competitive ad-
vantage and enhance their competitive-
ness in the market is open for discussion.

V. Conclusions

The issues of economy digitalization affect
many areas. Network relationships rein-
force the importance of relationship mar-
keting in achieving leading positions in
the target market segments. For compa-
nies in the logistics industry the introduc-
tion of modern information technologies
is capable of improving the company’s
competitiveness. In any case, the intro-
duction of new technologies provides sig-
nificant cost optimization and/or creates
opportunities for offering fundamentally
new services, which could undermine the
position of companies, continuing to ex-
ploit outdated approaches.

Companies in the field of transport logis-
tics, using the capabilities of digital tech-
nologies for the automation of standard-
ized business processes in the collection
and dissemination of information, have
the opportunity to reduce costs on ser-
vices, and to increase the level of cus-
tomer satisfaction. Logistics services with
the highest added value bringthe highest
marginal revenue. Digital technologies
open up such opportunities through the
collection of data. Further interpretation
and development of higher-yielding con-
figuration of freight flows is a competitive
advantage of the logistics companies.
With the wide usage of digital technology,
the connectivity to the network provides
access to data andallows strengthening
the competitive advantage of the com-
pany. Orientation to customer satisfaction
and maintaining their loyalty strengthens
a company’s competitiveness in the long
term.

V. 3aknroueHue

Bonpockl undpoBu3aunMmM 3KOHOMMKMK 3a-
TparusatoT MHorme obnactu. Habnwogaemole
TEHAEHUMWN YCWUSIEHUS CETEBbIX B3aMMOOT-
HOLLUEHUI YCUIMBAIOT 3HAUYEHNe MapKeTUH-
ra OTHOLIEHMIA B AOCTMXKEHUN TUANDPYOLLMX
Nno3nLMA Ha UeneBblX CerMeHTax pblHKa.
MpUMeHUTENBHO K KOMMNaHusM B cdepe
JNIOFUCTUKN BHEAPEHUE COBPEMEHHbIX WH-
(OpMaLMOHHBIX TEXHOMOMMIA CNOCOBHO Kak
YCUIUTb KOHKYPEHTOCMOCO6HOCTbL KoMMa-
HUM B TEKYLUNX PbIHOYHbIX YCNOBUSAX, Tak
N TpaHchOopMMpoBaTb MX B CBOK MOJb3Y.
B nobom cnyyae, BHeApeHME TEXHOMOMUI,
obecneymBaroWMxX CYLLECTBEHHYI OMTU-
MU3aLNIO M3LEPXKEK U/UNN CO3[4aHME BO3-
MOXXHOCTEWN AN OKa3aHUs NpUHLMINANBHO
HOBOro cepBuca, CNocobHO noaopBaTb MO-
3MLMN KOMMaHWN, KOTOpble PYKOBOACTBY-
IOTCS MPEeXHWUMWU npaBuiaMu B3auMoAeWn-
CTBMS.

KoMnaHum B cdepe TpaHCMOPTHOM Soru-
CTMKM, UCMONb3YS BO3MOXHOCTU LMPOBbIX
TEXHOMOMMA NpW aBTOMaTU3auMK CTaHAap-
TU3NpoBaHHbIX bM3HeC npoueccos, B cbope
N pacnpocTpaHeHun nHdopMaLmmn, cnocob-
Hbl COKpPaTUTb U3LEPXKM Ha npefocTaBs-
eMble yCNyru, a TakXe MOBbICUTb YPOBEHb
KJIMEHTOOPUEHTUPOBAHHOCTM  OKas3blBae-
MbIX ycnyr. Hambonblinii Map>XuHasnbHbIN
[0X0A4, MPUHOCST JIOFMCTUYECKME CEPBUCHI
C Hambonee BbicOKON Ao6aBNEHHONM CTOM-
MOCTblo. TexHonoruu, oumdpoBbiBatoLLMe
MH(MOPMALMOHHbBIA MOTOK, OTKPbIBAOT Ta-
Kne BO3MOXHOCTM nyTeM cbopa AaHHbIX.
JanbHelwas wWHTeprnpeTauMs W paspa-
60Tka 60niee BbICOKOAOXOAHOW KOHMUIy-
pauun ynpaBneHust rpy30BbIMW MOTOKaMMU
COCTaB/ISIET KOHKYPEHTHOE MpenMyLLEeCTBO
norncrtmdeckon komnaHum. C pacnpocTtpa-
HEHMEM LNPPOBbIX TEXHONOTMMI MOAKIIIO-
YEHHOCTb K ceTn, obecrneymBatoLlen AOCTYn
K A@HHbIM, NO3BONSIET YCUSINTb KOHKYPEHT-
HOoe npeuMyLecTBO KoMnaHuu. OpueHTa-
LuMsa Ha yOOB/IETBOPEHWE NHTEPECOB MoTpe-
buTenen n nopaepxaHue UX NOoSNIbHOCTU
YKpennsieT KOHKYPEHTOCNOCO6HOCTb KOM-
NMaHWM B AOIFOCPOYHON NepcrnekTuse.
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