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The middle of the 1990s is generally being acknowl-
edged as a turning point within the field of information
technology (IT). It is obvious that nowadays organiza-
tions and people (consumers) will find it difficult to
separate a relationship from information technology
and other technological advances. Relationship market-
ing based on new modern IT gave an impulse for the
origin of interactive marketing (IM). The article de-
scribes evolution of interactive marketing and presents
the analysis of various authors’ thoughts on it. The au-
thors describe the nature of interactivity phenomenon,
present theoretical analysis of IM’s definitions and
characterization. The influence of new modern IT is
described and the essence and importance of IM is iden-
tified in the article.
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Introduction

Intensifying competition, quickly changing consumer
behavior, constantly increasing quality requirements, fast
changing technology and its results in business changes
highlight the inadequacy of traditional marketing princi-
ples in the current situation. Reduction of price is the
only a certain way to attract a consumer and remain com-
petitive in hypercompetitive markets where supply of
products and services exceed demand several times.
However it is not possible to reduce price all the time. It
is rather difficult to survive and work profitably under
market conditions. Those who gain competitive advan-
tages, use marketing means and act creatively win the
competition. Qualitative goods and consumer service as
well as the implementation of new competing methods
ensure success in both local and global markets. The de-
velopment of interactivity phenomenon when a consumer
is involved in a bilateral active communication process
with the help of the newest modern technologies stimu-
lated evolution of interactive marketing.

Virtuality and systemic networks as a result of tech-
nological advance marked modern economy. Informa-
tional technologies have changed composite elements of
marketing theory. Interactive communication means
allow clients to respond to the offers of a company, pre-
sent their wishes and requirements. One-way flow of
information was changed by mutual interactive commu-
nication between the consumer and the company. Nowa-
days information transfer means become more and more
important while seeking to create competitive advan-
tages. However new technologies themselves can nei-
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ther reply the consumer nor solve his / her problem.
Integration of information technologies into activities
of interactive marketing makes the possibilities to
serve the clients properly and compete in the market
successfully.

While describing interactivity many theoreticians
and practices point inevitable its influence on the rise of
new directions of marketing paradigm. Interactive mar-
keting is a hot topic and an exciting area for research
due to its relative novelty and explosive growth. How-
ever, despite its popularity and importance in the digital
economy, no comprehensive analysis has been con-
ducted in the field of interactive marketing.

Scientific problem. Mostl USA scholars analyzed
interactivity and interactive marketing. G. Armstrong,
B. Bentssosn, J. A. Bonito, R. J. Brodie, R. W Brookes,
J. K. Burgoon, N. E. Covielo, L. M. Delene, K. M. File,
R. Goldsmith, C. Gronroos, T. Kollman, Ph. Kotler, V.
Little, D. M. Lyth, J. L. Mack, L. Peters, R. A. Prince,
R. Weiber and others examined interactivity. However,
ambiguit conception and description of interactivity and
interactive marketing dominate in the studies of schol-
ars. Authors analyze interactivity through different as-
pects and levels. Meanwhile Lithuanian scientists only
begin the analysis of interactivity and interactive mar-
keting (R. Gatautis, D. Krik§¢itiniené, R. Urbanskiené).

Aim of the article. The article aims to theoretically
analyze interactivity as the phenomenon resulted in fast
advance of modern technologies, reveals evolution of
interactive marketing, characterizes the essence of inter-
active marketing.

Object of analysis — interactivity phenomenon
stipulated by information technologies and also origin
and definition of interactive marketing which arose as a
result of interactivity’s influence.

Methodics of research. Systemic and comparative
analysis and generalization of scientific literature were
used while theoretical studies of interactivity phenome-
non and interactive marketing were carried out

Essence and description of interactivity

In common sense interactivity is defined as it is often
cited but rarely used in practice with global network
(World Wide Web) connected concept. Interactivity was
analyzed by scholars of marketing, informatics, journalism.

A. Bezjian, Calder, Cho, Leckenby, Haeckel,
Heeter, Miles, Pavli define interactivity as a concept
based on the process; Carey, Ha, James, Straubhaar,



LaRose, Novak, Hoffman, Yun define interactivity as a
concept based on the opinion. A. B. Avery, B. Calder,
D. Iacobucci, Shankar, Smith, Rangaswam argue that
interactivity makes negative influence, other authors —
Ch. Gronroos, K. M. File, J.L. Mack, R. A. Prince, Cho,
Leckenby — underline that it is an excellent possibility
which new modern technologies give to the interaction
of a consumer and supplier.

Interactivity is an intermediate element between a
consumer and company. It may emerge in direct commu-
nication but it is not compulsory. Although one can treat
it like a feature of a dialog, interactivity is not limited
neither to two persons nor to direct communication. It
may be treated as a changing reaction in interpersonal or
public communication. The usage and employment of
informational technologies themselves are not an interac-
tive subject. They may be only mediators which facilitate
or trouble interactive communication. Interactivity comes
as an outcome of changing environment and rising de-
mand of consumers’ to get personalized services / prod-
ucts.

Internet is the most favorable environment for the
development and implementation of interactivity. Ac-
cording to Burgoon, Bonito, Bentsson Internet as a new
communication and informational technology may be
referred to as an interactive technology. Internet stimu-
lates changes in communication process. Two — way
flow of information emerged in internet may be treated
as the main change. Namely due to interactivity internet
has changed tandem of “message supplier — receiver”
which was acknowledged as classic one for several dec-
ades and infuses the possibility of free mutual move of
information’s flow. Consumers gain the possibility,
which they did not have in traditional communication —
the possibility to be heard. Thus consumers become ac-
tive advisers, companions and respondents.

Figure 1 illustrates the position of interactivity in
interaction between a consumer and supplier and the
factors that influence interactivity (according to L. M.
Delene and D. M. Lyth).
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Figure 1. Position of interactivity in interaction between a con-
sumer and supplier and factors that influence interactivity

Scientists argue that all the employees of a company
should be involved into the process of implementation
of interactivity into activity of the company in order to
make it successful. Figure 1 shows that stuff may use
both internal and external sources of information. A
consumer in his / her turn uses its own sources of in-
formation. Both parties collect information from their
own sources before getting into interactive zone.

When interactivity phenomenon is described we
may not forget its influence on the evolution of interac-
tive marketing. After revealing of the main characteris-
tics of interactivity and evaluating the influence of fast
improvement of information technology, these factors
were applied in the activities of marketing. This stimu-
lated the beginning of interactive marketing formation.

Origin of interactive marketing concept

At the heart of most presentations of marketing
management there lies the time-honored concept of the
4Ps — product, price, promotion, and place — the Market-
ing Mix — that summarize key decision responsibilities
of marketing managers. It was first formulated over 20
years ago by McCarthy as a pedagogical tool. The con-
cept of the 4Ps represents a parsimonious and compre-
hensive way to describe the chief tasks of marketing
managers. After selecting a target market, marketing
managers must develop a systematic plan to sell to these
customers and create long-term relationships. The mar-
keting plan consists of decisions about product, price,
promotion, and distribution. These are the major deci-
sion areas where marketing managers allocate scarce
corporate resources to achieve their sales and profit
goals. Little has changed in this presentation since
McCarthy's original statement. Most marketing texts
still feature the 4Ps as the central, coordinating concept
around which the many other aspects of marketing prac-
tice are organized.

Almost for three decades marketing was treated as
organisation’s function responsible for 4P. Nowadays
mass production markets which dominated in the fifth
and sixth decades in North America, high competition in
distribution channels and very powerful journalists are
considered as a result of origin of marketing 4P com-
plex. Marketing manager should choose target market
and after it he / she must make a systemic plan which
seeks to sell products and services to clients of that
market and establish long term relations with them.
Marketing plan consists of product, price, promotion
and place decisions. Marketing manager accumulates all
the company’s resources in the context of 4P (product,
price, promotion and place) in order to achieve sell and
profit goals.

Recently plenty of criticism focused on the limita-
tion of theoretical 4P paradigm emerged. It is main-
tained that marketing oriented to product but not to con-
sumer is a result of 4P paradigm.

After a number of actions marketing must convince
a consumer to buy a good. We may maintain that atti-
tude of 4P to the consumers is manipulative. If a man-
ager chooses proper means, right combination and in-
tensity, a consumer buys. This is pressure on a con-



sumer. Commonly managers know little about consum-
ers’ thoughts, how they think and what they feel. To-
day’s society demands another type of production. Con-
sumer oriented offers and more personalized marketing
should be used instead of mass production.

Classic marketing theory is based on the marketing
of consumer goods but not on the studies of service or
business-to-business marketing. Marketing complex is a
result of standardized mass production for industrial
society and its separation from individual consumer.
Marketing complex consists of mass marketing and
standard consumer goods (figure 2). As an outcome of
the influence of new informational technologies new
marketing theory evokes (figure 3).
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Figure 2. Classic marketing theory (E. Gummesson)
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Figure 3. New marketing theory raised in the results of advanced
informational technologies

Development of advanced economic systems from
manufacture towards services stipulated the emergence
of new marketing methods. Huge attention to the con-

sumers’ satisfaction and long term relations with clients
of service marketing managers motivated industrial
marketing managers to change perception about their
businesses and clients. Now everybody understands that
more attention should be paid to the satisfaction of con-
sumers, prevention of defects and establishment of long
term relations with clients.

Advocates of new marketing trend treat new attitude
to relations with consumers as a base for the develop-
ment of new marketing concept — relationship marketing
(figure 4). Essence of new concept may be expressed as
a shift from the school “tell us what color do you want”
towards the school of marketing concept “let’s together
decide if and how the color will fit your aim”. In this
concept satisfaction of a consumer is finished with
comprehensive his / her integration into a mutually ac-
tive process of value creation in the aspects of bilateral
dependence and interaction. Relationship analyses how
to find products for the clients contrary to the transac-
tion marketing which focuses on finding of clients for
the products. (Goldsmith, 2002).

American marketing and other scholars were the
first who became interested in interactivity and interac-
tive marketing. However, there is no generalized and
structured definition of interactive marketing that would
satisfy thoughts of plenty academics. Often term inter-
active marketing is treated as relationship marketing,
internet marketing, data base marketing. Scholars ana-
lyze interactive marketing in the context of different
marketing research traditions.

Interactive marketing objects to orientation of tradi-
tional marketing to the management of separate ele-
ments of marketing (price, product, etc.) and stands for
the integration of the company’s marketing information
system into the whole information system of the com-
pany: the same flows of information, processed infor-
mation reports, messages, decisions, etc.

During the 1980s, IT became increasingly important to
the development and execution of corporate and marketing
strategies, and IT was increasingly applied in the search for
competitive advantage (Weiber, Kollman, 1998). This
caused IT to be seen not just as a useful tool for marketers
but also something that represented a strategic challenge
for them to manage. A substantial literature looking at the
relationship between IT and marketing emerged, with par-
ticular emphasis on the generation of competitive advan-
tage; the development of marketing information systems
for marketing planning and control (Ngai, 2003); and the
impact of IT on market structures (Peters, 1997).
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Figure 4. Synthesis of theory and practices in the context of creation of relationship marketing theory (Kriks¢itinien¢)
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As IT moves into the realms of communications and
connectivity, its centrality to marketing becomes apparent.
This is because formal marketing exists to connect produc-
ers and consumers who became distanced and estranged by
the process of industrialization and the emergence of mass
production for mass markets. The concept of interactive
marketing is emerging in which new communications
technologies allow marketers to bypass the distancing ef-
fect from customers created by long supply chains, market
internationalization and an overreliance on unidirectional
forms of marketing communication such as advertising.
Possibilities of new marketing means gave an impulse for
the origin of new trends in marketing paradigm. Modern IT
will allow companies to link directly into customers to
enable new relationships and interactions to develop

Development of service, creation of products consum-
ing knowledge, advance of new informational technologies
and their implementation into business, formation of
“business-to-business” model and modern organizational
structures influenced the changed approach to standard
marketing 4P complex and to the marketing generally. In-
teractive marketing revealed absolutely new approach
comprising new ideas both in business and in management
and marketing. Interactive marketing is treated as man-
agement of relations, networks and interaction (Goldsmith,
2004).

Definition of interactive marketing

It is obvious that the concept of interactive market-
ing has evolved influenced by independent and different

directions scientific research and resulted in the abun-
dance of different interpretations of the interactive mar-
keting notions. Most of authors maintain that interactive
marketing is management of relations with consumers.
Later this notion was added that it is continuing process
during which consumer’s needs, interests and possibili-
ties are identified and satisfied.

After the analysis of different authors’ researches of
interactive marketing, descriptions of interactive mar-
keting formulated by different scientists and their com-
parison are presented in table.

E. W. T. Ngai presented the term — internet market-
ing — it is the process during which relations with con-
sumers are established and maintained through online
activities in order to facilitate exchange ideas on prod-
ucts and services more quickly that would satisfy the
goals of both buyers and sellers.

M. Zineldin talks about technologicalship marketing
— this is relationship marketing based on advanced in-
teractive technologies.

Summarizing studies of various scientists on inter-
active marketing, we may ascertain that interactive mar-
keting as new marketing philosophy reveals long term
interaction between consumer and company based on
information technologies which enables to nurture their
loyalty and value and emphasizes significance of estab-
lishment and development of relations with all partici-
pants who take part in the activity of the company or
influence its results.

Table

Comparison of interactive marketing definitions

Source

Description

Main accents

T. Kendrick and K. Fletcher
(1999)

Interactive marketing is combination of conventional marketing’s
planning and methods of handling of relations’ with consumers and
technologies, which enables establishment of interactive mutual rela-
tions and attraction of new consumers.

Establishment of mutual
relations in order to attract
consumers

Ch. Gronroos (1995) sumer and supplier

Interactive marketing is management of interaction between con-

Management of interaction

A. Bezjian, B. Caldery and
D. Iacobucci (1998)

Interactive marketing is continuing process during which consumer’s
needs and dreams are identified, described and satisfied.

Continuing process

Blattberg and Deighton
(1991)

Mutual exchange of information. During the interaction needs, inter-
ests and possibilities are identified gradually. Such relations are es-
tablished during some time while the company accumulates data base
that gives favorable possibilities to act.

Striving for favorable pos-
sibilities to act

According to the fact that in interactive marketing
both consumer and company presents information, fig-
ure 5 illustrates interaction between consumer and com-
pany in the context of interactive marketing.

Petter Drucker says “demand is the only guarantee of
profit ... there is nothing more important as to establish
and develop beneficial mutual relations with your consum-
ers”. Interactive marketing means development of various
forms of interaction and cooperation seeking to find out
potential consumers and establish a dialog with them. Di-
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rect work with client based on interactive relations, which
expands spectrum of forms and ways of services rendered
to consumer in order to satisfy his / her individual needs as
well as possible, is of particular importance.

Interactive marketing focuses on interactive nature
of company — consumer. As far as back 1978 Ch. Gron-
roos noticed that interactive marketing may be very im-
portant to modern business. His statement that interac-
tive marketing — is management of interaction between
consumer and company — was disputed broadly.



Interactive marketing is complex system enabling to
evaluate and maximize economic value of every com-
pany’s client and apply effective loyalty stimulating
methods for the most valuable clients.

Interactive marketing

Consumer approach: Supplier’s of product /

Participation in adapta- service approach:

tion and delivery of ser- 1.
vice / product 2.

instrumental performance
expressive performance

Figure 5. Principles of interactive marketing

Interactive marketing means not only individual
communication with a consumer. It involves personal-
ized products and proposals responding to consumer’s
needs which are not imparted yet. Really close relations
with a consumer may be established when a consumer is
allowed to express his / her wishes clearly which he /
she wants the company to satisfy — and mutual dialog is
necessary for this purpose. Content of the actual market-
ing messages that are presented to the consumer and
overall relations between consumer and company influ-
ence the future success.

Mass marketing efforts have often been poorly di-
rected and controlled. Computer technology provides
opportunity for micromarketing and better control of
marketing relationships (Peters, Peattie, 1997). How-
ever, at the very beginning of “computers age” manag-
ers often failed to develop the potential that existed for
better control. This is illustrated by the growth in junk
mail, and reflected in the fact that direct-mail houses
continue to market themselves on brute force (number
of homes on their database) not precision. In other mar-
kets firms are using "manage-by-wire" systems to con-
trol marketing implementation.

However, it is important to realize that with all the
futuristic talk of the role of computers in marketing,
when it comes to processing information, computers and
humans utilize fundamentally different means. As Che-
sebro and Bonsall state: "Human beings react to many
different kinds of information, develop different con-
ceptual systems to deal with them, and ultimately gener-
ate multiple ways of perceiving and understanding any
single event or phenomenon. In contrast, computers
possess a unidimensional conception of what reality is
and how reality should be examined and understood".
Human beings link extremely divergent kinds of infor-
mation, for example visual, logical, interpersonal, lin-
guistic. The pathways, or nervous and sensory systems,
are necessarily multi-dimensional, simultaneous and
relational. In contrast, the computer links information in
a linear and sequential manner because it employs only
one type of knowledge — logical/mathematical. Com-
puters operate in a context-free environment where cir-
cumstances and social influences do not apply. Such
insensitivity to the situational features of data places
greater responsibility on the humans using computers to
understand the context of data and the appropriateness
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of its use.

It is very obvious that nowadays organizations and
people (consumers) will find it difficult to separate a
relationship from information technology and other
technological advances. It is commonplace to rethink
and talk about the speed of change in our present-day
highly technological society, and of the need for the
overall economy and business to respond to its rapidly
changing environment and market conditions. Some
factors that have had a major impact on the development
of marketing and management during this decade are:
knowledge explosion in technology, the arrival of a
commercial computer, the emergence of a more broadly
educated and more discerning consumer with increasing
discretionary spending and purchasing power, the inter-
nationalization and globalization of business, and the
emergence of the modern multinational companies. To-
day, information technology skills have also emerged as
a priority.

A company that does not learn and adapt to chang-
ing technology can face painful competition and may
fall victim to competitors that switched their strategies
to the more technologically-based relationships and ad-
vanced products and services. Douglas C. North, one of
the Nobel prize winners in the economic sciences in
1993, argues that learning from each other, from past
experience, and from new innovations, enables organi-
zations to find a common, probably unexpected, pattern
or network of relationships that works for them. Such
learning leads to emergent strategies.

Technology is an effort to maintain a firm's ability
to handle an increase in product/service volume while
controlling costs; it also enables firms to be innovative
and market oriented. The communications and com-
puters networks between companies helped them to re-
main competitive and profitable. Many roles are given
to the computers and Communications networks. Suc-
cess is the symbiosis of technology and marketing.
Blending technology with customer requirements is an
important success element in establishing and develop-
ing customer relationships (Zineldin, 2000). Any or-
ganizations that apply any of the above mentioned mar-
keting cannot operate effectively unless they have the
ability to communicate quickly, accurately, and over
great distances. Advances in IT should make it much
easier for managers and marketers to communicate and
do business within national or international networks.

Conclusions

Studies of scientific literature and survey of empiric
researches showed that while describing interactivity
most theorists and practicians emphasize its unavoidable
influence on the development of marketing theory. A
part of the scholars argue that interactivity makes nega-
tive influence, other authors emphasize that it is an ex-
cellent possibility which new modern technologies give
to interaction of consumer and supplier. This incom-
patibility impedes the formulation of unambiguous con-
clusions on influence of interactivity.

As one may notice from the presented interactive
marketing’s interpretations and descriptions (in spite of



the fact that they were formulated seeking to reveal dif-
ferent topics and perspectives), they are not contradic-
tory rather complementary and enducing the essence of
interactive marketing as a new marketing concept — es-
tablishment, development and maintenance of mutually
beneficial relationships with customers through modern
technologies.

After the analysis of descriptions of interactivity
and interactive marketing we may assume that interac-
tivity is based on new information technologies which
enable synchronic mutual communication during which
a consumer is involved into the process of active mutual
cooperation. Being a new marketing concept, interactive
marketing reveals value of a long term interaction be-
tween the company and a consumer which stimulates
consumer loyalty and emphasizes significance of estab-
lishment and development of relations with all partici-
pants who take part in the activity of the company or
influence its results
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Regina Virvilaité, Rima Belousova
Interaktyvaus marketingo kilmé ir samprata
Santrauka

Daugumos marketingo veiksmy esmé yra nuo seno gerbiama 4P
koncepcija — preké, kaina, rémimas ir vieta — Marketingo miksas.
Marketingo, kaip 4P samprata, apie 1960-uosius metus suformulavo
McCarthy. Mazai tepakitusi ji iSliko iki XX a. 9-ojo deSimtmecio.
Beveik tris deSimtmecius marketingas buvo traktuojamas kaip orga-
nizacijos funkcija, atsakinga uz 4P.

Pastaruoju metu gausis kritikai pabréZia teorinj 4P paradigmos
ribotuma. Teigiama, kad 4P paradigmos pasekmé — tai | produkta, o
ne | vartotojus orientuotas marketingas. Marketingas, atlikus serija
veiksmy, turi jtikinti vartotoja pirkti prekg. Galima teigti, kad 4P
pozilris | vartotojus yra manipuliacinis. Jei bus pasirinktos tinkamos
priemonés ir atitinkamas juy derinys bei intensyvumas, vartotojas
pirks. Tai jau vartotojo spaudimas. DaZniausiai apie vartotoju mintis,
kaip jie masto ir jaudia, kokie ju motyvai, Zinoma labai nedaug. Siuo-
laikiné vertybiy visuomené reikalauja kito gamybos tipo. Vietoj ma-
sinés gamybos turi buti | vartotoja orientuoti pasitilymai ir labiau
individualizuotas marketingas.

Besiformuojantis informacinis amzius i§ esmés keicia verslo ap-
linka, nes jam blidinga vis stipréjanti konkurencija, rinky globalizaci-
ja, vartotojy liokesciy augimas bei sparti informaciniy technologiju



paZanga ir jos salygoti poky&iai versle. Sie veiksniai isryskina tradi-
cinio marketingo principy neadekvatuma esamai situacijai. PripaZis-
tama, kad abipusisSkai naudingy santykiy su vartotojais sukiirimas bei
palaikymas turéty tapti prioritetiniu imonés tikslu. Sékminga veikla
rinkoje uZtikrina ne tik kokybiSkos prekés ir vartotojuy aptarnavimas,
bet ir naujy konkuravimo metody taikymas.

Veikiant naujoms informacinéms technologijoms, virtualumas
bei sisteminiai tinklai tapo modernios ekonomikos skiriamaisiais
pozymiais. Informacinés technologijos pakeit¢ marketingo teorijos
sudedamuosius elementus. Daugelis teoretiky bei praktiky, apibiidin-
dami interaktyvuma, pabréZia neiSvengiama jo jtaka naujy marketin-
go paradigmos kryp¢iy atsiradimui. Interaktyvumo reiskinio, kai
naujausiy technologijuy vartotojas jtraukiamas i aktyvaus abipusio
bendravimo procesa, plétra sudaré prielaidas interaktyvaus marke-
tingo raidai.

Daugiausia interaktyvuma ir interaktyvy marketingg analizavo
JAV mokslininkai. Interaktyvy marketinga nagrinéjo G. Armstrong,
B. Bentssosn, J. A. Bonito, R. J. Brodie, R. W Brookes, J. K. Burgo-
on, N. E. Covielo, L. M. Delene, K. M. File, R. Goldsmith, C. Gron-
roos, T. Kollman, Ph. Kotler, V. Little, D. M. Lyth, J. L. Mack, L.
Peters, R. A. Prince, R. Weiber ir kiti. Mokslininky darbuose vyrauja
nevienareik§mé interaktyvumo reiskinio bei interaktyvaus marketingo
samprata ir apibidinimas. Mokslininkai nagrinéja interaktyvuma
skirtingais aspektais bei lygiais. Tuo tarpu Lietuvos mokslininkai
interaktyvuma dar tik pradeda tyrinéti (R. Gatautis, D. Krik§¢iiniené,
M. Rusteika, R. Urbanskiené).

Atlikus metateoring skirtingy tyrimo tradicijy analizg, straipsny-
je apibudintas interaktyvumo reiskinys, nagrin¢jama interaktyvaus
marketingo kilmé ir samprata, apibréztos interaktyvumo ir interakty-
vaus marketingo savybés. Autorés pateikia interaktyvaus marketingo
koncepcijos kilmg skirtingy marketingo tyrimy tradicijy kontekste bei
apibendrintg Sios koncepcijos sampraty interpretacija.

Interaktyvumas — galimybé valdyti praneSimo siuntéjo ir gavéjo
saveika. Palankiausia terpé jisigaléti interaktyvumui — internetas.
Pasak Burgoon, Bonito, Bentsson, internetas, kaip nauja komunikaci-
jos ir informacijos technologija, gali biiti priskiriamas prie interakty-
viy technologijy. Internetas salygoja pokyc¢iy komunikacijos procese
atsiradima. Svarbiausias pokytis — interaktyvumo déka internete atsi-
randa dvikryptis informacijos srautas. Biitent interaktyvumo déka
internetas pakeicia net keleta deSimtmeciy klasikiniu laikyta ,,prane-
§imo siuntéjo — gavéjo” tandema ir jnesa laisvo abipusio informacijos
srauto judéjimo galimybg. Vartotojai igyja tai, ko tradicinéje komu-
nikacijoje neturé¢jo — galimybg buti iSgirsti, taigi i§ pasyviy vartotoju
jie tampa aktyviais pataréjais, paSnekovais ir respondentais. Tokiu
btdu ,,vienas daugeliui” komunikacijos modelj keicia ,,daugelis dau-
geliui” komunikacijos modelis, kuriame galimi abipusiai informacijos
srautai.

IT integruojantis i komunikacijos ir rySiy sritj, jy svarba marke-
tingui tampa akivaizdi. Naujy marketingo priemoniy teikiamos gali-
mybés salygojo ir naujy marketingo paradigmos krypciy atsiradima.
Interaktyvaus marketingo koncepcijos esmé — naujos komunikacinés
technologijos, igalinan¢ios marketingininkus eliminuoti ilgy tiekimo
grandiniy, rinkos internacionalizacijos ir per didelio pasitikéjimo
vienakryptémis marketingo komunikacijos formomis salygota nuto-
limo nuo vartotojy veiksnj. PripaZistant interaktyvaus marketingo
teikiama nauda, kuri pasireiSkia galimybe iSlaikyti vartotoja (o tai
gerokai pigiau nei naujo vartotojo pritraukimas), vartotojo jautrumo
kainai sumazéjimu, ekonomija dél maZesniy marketingo veiklos kasty
bei to salygoto padidéjusio pelningumo, mokslininkai nesutaria dél
§ios koncepcijos sampratos ir turinio. Interaktyviu marketingu, taip
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pat kaip ir interaktyvumu, pirmieji susidoméjo JAV marketingo ir
kity mokslo sri¢iy specialistai. Iki $iol néra suformuluoto apibendrin-
to ir susisteminto interaktyvaus marketingo apibrézimo, tenkinancio
didesng akademinés visuomenés dalj. Neretai interaktyvaus marke-
tingo terminas traktuojamas kaip santykiy arba rysiy marketingas,
internetinis marketingas, duomeny baziy marketingas, technologinis
marketingas.

Straipsnyje pateikiami {vairiy autoriy formuluojami interaktyvaus
marketingo apibrézimai bei juy palyginimas akcentuojant tarpusavio
rySiy kiirimo, siekimo pritraukti vartotojus; sqveikos valdymo, proceso
testinumo, palankiy veiklos galimybiy kiirimo siekimo aspektus.

Akivaizdu, jog interaktyvaus marketingo koncepcija vystési vei-
kiama savarankisSky skirtingomis kryptimis vykdyty moksliniy tyri-
my, o tai salygojo skirtingy interaktyvaus marketingo termino inter-
pretaciju gausa. Dauguma autoriy teigia, kad interaktyvus marketin-
gas — tai santykiy su vartotojais valdymas. Véliau prie Sio teiginio
prisidéjo papildymuy, kad tai — testinis procesas, kurio metu vartotojo
norai yra iSaiSkinami, apibréZiami ir patenkinami interaktyviomis
abipuse komunikacijq jgalinanciomis priemonémis.

E. W. T. Ngai jvedé terming internetinis marketingas: tai proce-
sas, kurio metu interaktyviu biidu (on-line) kuriami ir palaikomi san-
tykiai su vartotojais, siekiant sparciau ir kokybiskiau keistis idéjomis,
produktais bei paslaugomis, kurios patenkina tiek pirkéjy, tiek ir
pardavéjy tikslus.

M. Zineldin kalba apie technologini marketinga (technologicals-
hip marketing) — tai santykiy marketingas, paremtas paZangiomis
interaktyviomis technologijomis.

Apibendrinus interaktyvaus marketingo tyrinétojy studiju me-
dZiaga, galima teigti, kad interaktyvus marketingas kaip nauja marke-
tingo filosofija atskleidZia ne tik informacinémis technologijomis
pagristos ilgalaikés jmonés ir vartotojo sqveikos, sudarancios prie-
laidas ugdyti jy istikimybe bei verte, bet ir akcentuoja rysSiy uZmezgi-
mo bei jy plétotés svarbq su visais organizacijos veikloje dalyvaujan-
Ciais ar jos rezultatams jtakos turinciais dalyviais.

Masinio marketingo veiksmai daZniausiai biidavo silpnai nu-
kreipti ir kontroliuojami. IT leidZia vykdyti mikromarketinga ir ge-
riau kontrolivoti marketingo ry$ius (Parkinson, 1994). Taciau ,kom-
piuterijos amZiaus” pradZioje daZnai nepavykdavo tinkamai kontro-
liuoti veiksmy. Tai rodo iSauggs ,,Slamstinis pastas” (angl. junk mail)
ir tas faktas, kad tiesioginis paStas ir toliau reklamuojasi neprotingai
(daugybé adresy ju duomeny bazése), be jokio tikslumo. [monés,
siekdamos kontroliuoti marketingo veiksmy igyvendinima, naudoja
valdymo laidais” (angl. manage-by-wire) sistemas.

Interaktyvus marketingas koncentruojasi i imonés — vartotojo
saveikaujancia prigimti. Dar 1978 metais Ch. Gronroos pasteb¢jo,
kad interaktyvus marketingas gali turéti didelg reikSmg Siuolaikiniam
verslui. Jo teiginys, kad interaktyvus marketingas — tai vartotojo ir
imonés saveikos valdymas — susilauké itin didelio démesio.

Atlikus interaktyvumo ir interaktyvaus marketingo sampraty
analizg, teigiama, kad interaktyvumas remiasi naujomis technologi-
jomis, kurios sudaro prielaidas sinchroniSkam abipusiam bendravi-
mui, kurio metu vartotojas yra jtraukiamas | aktyvaus bendradarbia-
vimo procesa. Interaktyvus marketingas, kaip nauja marketingo teori-
ja, atskleidzia ne tik ilgalaikés imonés ir vartotojo saveikos, skatinan-
¢ios ju lojaluma, vertg, bet ir akcentuoja rySiy uzZmezgimo bei ju
plétotés su visais organizacijos veikloje dalyvaujanciais ar jos rezul-
tatams jtakos turin¢iais dalyviais, svarba.

Raktazodziai: interaktyvus marketingas, interakcija (tarpusavio sqveika),
santykiy marketingas, koncepcija.
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