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Introduction

Alarge-scale update of the produced products
and services and the introduction of innovative
technologies in communications results in
constant changes in customers’ demands and a

This work is licensed under a Creative Commons
Attribution 4.0 International License

change in the trend of customer behaviour. This
objectively requires that companies reform their
business strategies and tactics and develop new
approaches to the organisation of relationships
and communication with target audience.
Today, the integration of means and efforts in
the informational interaction with customers
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becomes a condition for the successful operation
of companies in markets. In this context, a
new marketing paradigm has been formed
that assigns the primary role to the company’s
communications.

The increased significance of communications
in today’s business brings up the issue of
conceptualisation of the new form of capital
and identification of the content of the
“communicative capital” concept. Digitising
leads to the creation of new environments for
informational interaction. New technologies of
the communication process are being introduced,
which results in multiple effects, including
those related to the economic and financial
achievements of companies and growth of
business capitalisation. It is no longer sufficient
to study communications as an auxiliary
element performing infrastructural functions
and mostly considered as an expenditure item.
Communication costs and “communicational
support” of the implementation of products itself
have already become an integral part of market
success and achievement of key competencies
and revenues for many enterprises. Therefore,
the issue of conceptualisation of communicative
capital has become relevant for researchers.

Over the past two decades, the issues related
to communication capital have been actively
studied by economists, marketing specialists,
sociologists, culture experts, linguists, and
other specialists (see, for example, Dekalov [3],
Chudnovskaya [4], Blattberg et al. [14], Palmatier
& Steinhoff [20], Persson & Ryals [22]. An
academic discussion dedicated to the issue of
the essence of communicative capital showed
a diversity of approaches and interpretations.

Jeffres, Jian & Yoon believe that it is
necessary to distinguish it from social capital
and give arguments in favour of the development
of the communicative capital concept [17].
Similar issues are studied by Russian specialists
Dekalov [3], Melentieva [7], and others.

At the end of the last century, the concepts
of “client capital” and “client assets” were
introduced and studied by scientists who tried
to develop a method for their quantitative
evaluation. The issues of client capital were

quite actively discussed by scientists and
specialists during 1990s, mainly in relation to
the issues of economic feasibility and efficiency
of new customer engagement, on the one
hand, and their retention, on the other hand.
Blattberg & Deighton [13] defined client capital
and suggested a method for its evaluation.
The client’s lifecycle during which they can
bring a certain profit to the company (taking
into account the discounts) is considered to be
highly important with this approach. As a result,
in most international studies client capital
was represented as a predictable discounted
amount of revenue from the client over the
expected period of their communication with
the company.

Blattberg & Deighton [13] believed that the
client base had similar features as compared
to traditional assets. They also found some
similarity in the customer mix, for example,
with real estate property that brings regular
income. A number of researchers, including
Persson & Ryals [22] stressed the need for a
clear distinction between the concepts of “client
assets” and “client capital”.

International researchers often study client
capital as an intangible asset. Particularly,
Edvinson [12] did not identify relationships with
clients as an individual element and included
them with structural capital which forms a part
of intellectual capital. Gupta & Lehmann [18]
stated that clients themselves were an intangible
asset. Therefore, it was necessary to study the
problem of the identification of client capital
and possible methods for its assessment. In
most works, the assessment of client capital is
studied based on the income from regular and
loyal customers.

Cohen [5, p.49] argued that it was necessary
to distinguish between intangible assets from
the viewpoint of their identification, and
intellectual property items (patents, trademarks)
are especially identifiable, while intangible
assets associated with reputation (goodwill) are
unidentifiable assets. Such division is typical for
lists of customers that can be identifiable while
customer loyalty, according Cohen [5, p. 51, 59],
is not an intangible asset.
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Clients’ lifecycle and life value concepts are
usually used for the estimation of client capital.
The client’s lifecycle has become an important
feature of long-term customer relationships
and a part of client capital estimation, however,
it is a probabilistic observation that may
change significantly in the real process due to
various events and trends. At the same time,
such estimation may lead to false conclusions
and solutions. Rust, Lemon & Zeithaml [23,
p. 110] defined client capital as a total sum of
discounted values over the entire lifecycle for
all current and potential clients of the company
and concluded that a change in this cost was
equal to a change in the amount of capital. It is
hard to agree with this. It is risky to follow the
understanding of client capital as a probabilistic
calculated value as this approach simplifies the
real diversity of consumers using its average
abstract model with no account of many other
factors. It should be stated that the existing
approach to the evaluation of client capital is
imperfect and further research in this field is
required.

Research methodology

Dean [16] tried to study social and economic
processes in modern society using the
conceptual approach from the point of view
of the role and importance of communication
between the participants of market operations,
identifying the current stage of development
as “communicative capitalism”. Her analysis
was focused on communicative practice and
application of digital technologies that help to
integrate communicative networks and global
media. Dean [15, p. 4] associated one of the
most important issued of modern companies
with client attraction and retention based on
specially developed notions and programmes.
This objectively corresponds to new business
strategies and objectives connected with the
formation of long-term relationships with the
target audience and client base development.
As a result, a complex strategy of relationship
marketing is formed. Due to the increased impact
of communicative practices in the competition
between companies, it is objectively necessary

to form and accumulate communicative capital
as the most important part of intangible assets
that ensure audience attraction and control
consumer behaviour using emotional and
psychological influence tools in order to create
common clients’ stereotypes and habits.

In the new century, we see a change in the
paradigm of marketing strategy as comprehensive
satisfaction of consumers, development of
long-term relationships with them, and an
increased number of loyal customers become
most important things for many companies.
The concept of relationship marketing is a new
stage in the development of business theory
and practice. The idea of relationship marketing
(which s also called relation marketing or loyalty
marketing) is to create a long-term interaction
and collaboration between a company and its
clients which is useful and beneficial for both
parties. Traditional marketing focused primarily
on the transactions, in other words, on sales
and purchases in order to gain the appropriate
profit. In this approach, companies do not aim
to specifically and systematically care about
retaining their target audience and regular
customers. However, multiple data showed that
the cost of customer retention was significantly
less as compared to the cost of attracting new
ones. (See, for example, Blattberg & Deighton
[13], Gupta & Lehmann [18], Palmatier &
Steinhoff [21]).

The formation of the concept of consumers’
loyalty is based on the idea that consumers and
their positive attitude towards the company
form an intangible asset that has a significant
value, allowing to generate added value and to
increase the company’s competitiveness, which
includes the development of a strategy and
tactics based on the efficient management of
communication capital. Therefore, the focus is
shifted from the product to the consumer, their
satisfaction and loyalty, as well as successful
consumer experience.

The main principles of relationship
marketing are the following: a focus on long-
term collaboration, long-term interactions with
consumers; a differentiated approach to the
target audience, the identification of a group
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of loyal consumers, the retention of valuable
customers; a comprehensive consideration of
client experience, customer journey, formation
and management of consumer knowledge Kolbe
et al. [19]; the achievement of positive reviews
in contact points with the company, new forms
of relationships with consumers, ensuring
emotional comfort and psychological well-being,
as well as receiving feedback.

Relationship marketing is the concept of a
company’s activity that is aimed at maintaining
and developing relationships with consumers
as well as forming and increasing the group
of loyal customers, which allows a long-term
generation of sustainable cash flows. According
to the assessment by Palmatier & Steinhoff [21],
regular consumers bring about two thirds of all
profit. Thus, loyal customers become the centre
of marketing activity while communicative
capital is the most important management item.
The efficiency of relationship marketing was
proved by research, for example, Palmatier &
Steinhoff [21] discovered that the influence of
investments on the development of relationship
marketing allowed achieving the expected
effects, which was conditioned to a large degree
by the stimulation of positive emotions and the
effect on consumer knowledge.

Our study is based on a hypothesis that
the cost of communicative capital in a modern
company is increased through the creation of
communicative products aimed at the attraction
and retention of consumers (primarily, loyal
clients) who are the main source of both current
and future cash flows. The use of effective
models of communication with customers
becomes a powerful tool that maximises the
investment income and helps to effectively
distribute the marketing budget as well. To
implement these opportunities, the company
needs to intentionally and systematically form
and accumulate communicative capital.

Our study of communicative capital is based
on the concept of intellectual capital in which
communicative capital acts as a structural
element. Intellectual capital also includes the
capital of knowledge, as well as the innovative
and digital capital of the company, and all

these forms complement one another, creating
a synergistic effect. Their common aim is to
generate a flow of intellectual products and
services (including communicative ones) based
on the use of intellectual labour.

An important principle of our approach
is to study client loyalty as the company’s
asset while the corresponding expenditure on
their attraction and retention are a form of
investment where current expenses will bring
profit in the future during the client’s lifecycle,
which means that the customer is considered to
be an investment medium.

Results

The company’s communicative capital is
investments that ensure the commitment,
trust, and loyalty of customers through the
creation of a flow of communicative products
and increased activity of clients as purchasers
and recommenders of products in the long term.
These communicative products have an impact
on the customers’ perception and mind, they
influence their behaviour, and, as a result, added
value and additional profit (this work is limited
by the study of consumers) are generated.

Communicative capital has the properties
that allowincluding it among the types of capitals.
First of all, investments in communicative
capital bring additional income (profit) to the
company, and this income remains rather stable
over a long period of its use. The use of this asset
in economic activity has become necessary in
order to obtain steady income in today's markets.
Second, it can be accumulated in a specific
form due to the increase of regular and loyal
clients and the growth of their activity. Third,
communicative capital is subject to depreciation
in case the value of communicative products
and the influence of information signals on
consumers are reduced. Fourth, intellectual
labour of different specialists in the company
is the source of growth for the communicative
capital as their ideas, research, and creative
approach and findings ensure communicative
effects and, as a result, bring extra income. This
process includes interaction with human capital
which has appropriate competencies.
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The idea of communicative capital is in
its functions that are implemented today by
the leading companies. In our opinion, the
following functions of communicative capital
are being implemented in modern economics.
First of all, informing consumers about the
company and its products, about its differences
and advantages as compared to competitors,
about new products, promotions, and events
for customers, as well as receiving feedback
that will be used for further improvement of
products and services. Second, influencing
the formation of the client base structure,
increasing the share of loyal customers, and
managing client experience. As a result, an
information system is made of direct and return
communication channels. Third, shaping a
positive image of the company, which includes
the creation of an online double (a digital
avatar), a comprehensive positive perception
of consumers' interactions with the company,
of the quality of its products and services,
service level, etc. Fourth, managing customers’
knowledge and emotions, adjusting consumer
behaviour in the interests of the company, and
developing sustainable behavioural reactions.
Fifth, obtaining extra added value as a result of
competitive advantages related to the systematic
use of communications for the attraction,
retention, and expansion of supporters and
loyal customers, and ensuring their long-term
interest in communicating and collaborating
with the company.

Communicative capital is formed by
three stages of generation and application of
communicative products. The first stage is
associated with the development of the concept
of the company’s image and the extent and
quality of relationships with consumers, and it is
accompanied by the required research, etc. This
stage is organised and directed by the company's
management, and it is aimed at the solution of
strategic and tactical issues of the interaction
with customers, at the identification of the
company's promising market position and its
expected perception by different entities in the
market space, the strong sides of products, the
degree of customer satisfaction with products

and services, including maintenance services,
which presupposes the development of the
appropriate level of service.

The second stage of formation involves the
specification of aims and tasks that will be
implemented in accordance with the developed
concept of communications. The resources
for their implementation are allocated at
this stage, and executives and responsible
individuals are appointed. Most tasks are
related to marketing and are oriented towards
the expansion of loyal audience and long-term
interaction with them. Special research is also
highly important for this stage. Communicative
products that provide information through
selected channels at a certain time and for a
certain audience are the result of this work
of qualified specialists. Developing a single
approach to the formation of client loyalty
becomes a relevant issue in practice. At this
stage, it is possible to cooperate with specialised
agencies, different online influencers, famous
bloggers, etc. Thus, communicative networks
are formed for the transmission of information
and content through different channels and
intermediaries, and, as a result, a specific model
for the application of communicative capital
is formed in each segment, and it has certain
communicative effects and a level of output.
It is taken into account when distributing the
marketing budget.

At the third stage, communication products
are consumed at different points of contact
between consumers and the company, and during
these moments the communication effects are
expressed, so consumers get a single perception
of the company’s image and their attitude
towards the company and its products. At this
final stage of the movement of communicative
products, the final perception of the company's
customers is affected and its position is fixed in
their minds among other competitors.

Thus, the flow of communicative products
is a set of informational signals aimed at the
rational and emotional mind of consumers.
Today, several methods of information transfer
(multi-channel approach) are usually used for
effective communications, including media,
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social networks, mobile applications, sales
points, exhibitions, etc. At the same time, it is
important to determine the mechanism for the
selection of these channels and ensure feedback.
Channel integration technologies (omnichannel
approach) help to improve the company’s
communications. It results in the combination
of individual communication channels into one
single system which focuses on the establishment
of stable and long-term relationships between
the company and consumers. In this case,
sufficient information about the client from
the client base is required. The omnichannel
approach allows eliminating the barriers in
product movement and communication, which
has a positive influence on the customers’
attitude towards the company. The omnichannel
approach also provides good results in the digital
environment. This approach allows significantly
improving the quality of service maintenance,
forming a positive attitude of customers towards
the company, and reducing marketing costs.
Digitising should include intelligent modules
for text and speech processing and analytics
that accelerate the contacts with the necessary
specialists, the use of chat bots, etc. As a result,
the company provides reliable feedback and
competitive advantages through the creation
of a single omnichannel platform for processing
requests and other types of messages.

In the modern digital economy,
communication capital is used more and more
often in the new cyberspace thus communicating
with a huge audience. This reveals new
opportunities for companies, and for this reason
the full-scale implementation of the effects of
communicative capital requires the application
of digitising technologies and accumulated
digital capital allowing rapid processing of a
large amount of data.

Today, mutual conversion with other forms
of intellectual capital, including innovative
and digital capital, is necessary to obtain high
output on communication capital. In particular,
it is possible to accumulate communicative
capital based on the innovative update of
communicative products, forms, and methods
of information transfer. The interaction between

communicative and human capital is increasing,
and it influences the efficiency of intellectual
labour and the quality of communicative
products. Due to the complication of professional
duties, all the company’s specialists must
understand the role of communications in their
work with clients. For that reason, the employees
need to acquire special competencies, skills, and
knowledge of analysis of consumer behaviour.

We identify two main elements in the
structure of communicative capital: client
capital and brand capital. We believe that it is
not right to equate communicative capital to
brand capital as the latter can be considered as
an important component.

In our opinion, client capital is a mix of
customers who buy the company’s products,
and they have various activity, loyalty degrees,
and purchasing frequency. The company should
build relationships with them differently,
taking this into account. It is important to take
into account the most significant features of
customer value differentiation, as financial
values only are not sufficient because there are
important additional effects, for example, when
the company’s supporters actively recommend
its products to other people, thus increasing
the number of customers and improving the
company’s positive image.

Brand capital (based on the approach and
its definition suggested by Aaker [1, p. 24])
rather describes the quality of communicative
capital being a concentrated expression of the
consumers’ level of positive attitude to the
company and its products. It shows a generalised
result of the impact of all marketing elements,
including product and service satisfaction
and the effects of communicative influence.
Brand capital becomes a whole communicative
megaproduct that involves valuable intellectual
property items.

Appealing to the emotional intelligence of
consumers as well as building trust, empathy,
and other forms of positive attitude towards
the company are important for the formation
of communicative capital, client capital, and
brand capital. Using communicative capital, the
company forms certain consumer expectations
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that are related to the product features as
compared to the competitors’ ones (these
properties should be interesting and relevant for
consumers and be really found in the products
and services produced by the company in order
to establish trustful and positive long-term
relationships).

Promises are made attractive through a
complex combination of rational and emotional
incentives, and they directly affect consumer
loyalty and purchasing motivation. This
indicates the phenomenon of loyalty to a strong
brand, which is a complex communication
product with the greatest impact on customer
attitudes. This complex must correspond to the
explicit and implicit wishes of customers, thus
forming the basis for the success of consumer
loyalty programmes. To establish long-term
relationships with customers, it is necessary
to confirm these promises and to strengthen
their confidence in obtaining products and
services with the appropriate characteristics.
Therefore, there are a lot of obstacles and
issues associated with the implementation of
the goals of relationships marketing and the
formation of communicative capital, according
to Dvoryashina [2, p. 32].

As a result, the effectiveness of
communicative capital is achieved through the
arrangement of the process, from the formation
of consumer knowledge and expectations to
the effect on purchasing behaviour and by
increasing the number of loyal customers and
total sales while reducing the cost of attracting
new customers.

Discussion

A number of researchers studied client
capital based on the concept of intellectual
capital, including Prosvirina, Ivanov, Ostapenko
& Shirshikova [8, p. 133] who considered client
capital to be a part of intellectual capital
(according to Russian researchers, client capital
is associated with marketing innovations).
We believe that this approach corresponds to
the intangible nature of this type of capital,
and it should be implemented regarding all
communication capital.

Some international studies suggested
considering the attitude of clients towards the
company as part of the brand capital concept
which also considers it as an asset. In particular,
according to Aaker [1, p. 24], being the sum of
assets brand capital “...increases (or reduces)
the value of products or services for a company
and (or) for the clients of this company".
It also involves brand loyalty together with
brand awareness, perceived quality, and brand
associations. The main value of loyalty is
conditioned by the fact that its “high level
will provide the company with an absolutely
predictable flow of sales and profits”, Aaker
[1, p. 39].

Malmelin [20] made an attempt to study
the model of the corporation’s communicative
capital from the viewpoint of its formation as
an element of organisational assets. The result
was an expansive model of communicative
capital which includes four elements: legal
capital, organisational capital, human capital,
and relationship capital. He aimed to combine
all types of communications, both external
and internal, but in this case it seems that the
concept of communicative capital was blurred
due to the unreasonable introduction of
heterogeneous elements performing different
functions.

Melentyeva [7, p. 59] studied communicative
capital as “an economically valuable resource
that can create a differentiated additional
value”. However, a common feature was
identified in this approach, but the issues
of specific features of this type of capital
remain unclear. On the contrary, Skobeleva
& Legostaeva [9, p. 128] suggested exploring
communicative capital in a narrower sense,
as “a specific asset of the relationships
quality and mutual trust”. Surely, qualitative
properties are important, but trust does not
fully express the essence of communicative
capital and its role, Fomicheva [10] uses the
concept of communicative capital regarding
the process of mass communication. However,
relationship marketing is more oriented
towards the personalisation of interactions with
clients.
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According to Maksimov [6, p. 107-108], an
organisation’s communicative capital can be
defined as “a part of the organisation’s market
value that makes a considerable contribution
to the process of its capitalisation and includes
effective management of internal and external
communications as well as the expansion and
application of useful business connections”.

Dekalov [3, c.402] uses an approach in which
the main feature is to keep the attention of the
network users: “Communicative capital is a
cost increasing in the processes of: 1) building
economic relationships with users whose
attention was kept on a section of the network;
2) alienation of the communicative product
of these users and its sale to third parties.”.
We believe that it would be more accurate to
say that the company appropriates the results
of communication effects if we speak about
communicative capital.

It seems that the approach that considers
positive attitude and corresponding clients’
reactions as intangible assets is more accurate.
Therefore, it should be described using many
manifestations with intellectual nature
that are associated with both cognitive and
emotional areas. Based on this, we think it is
reasonable to create a multi-factor model for
the assessment of clients and their attitude
towards the company, taking into account
their structure, in particular, the identification
of their behavioural activity, the number of
buyers in different groups among the total
amount of clients (supporters, loyal customers,
etc.), the frequency of purchases, the average
purchase amount for different categories
in different market segments, their activity
as recommenders, etc. It is also important
to show the relationship between customer
characteristics (commitment, satisfaction,
trust), an increase in customer loyalty, and
an increase in profits. Such a multi-factor
model requires further research using artificial
intelligence. Based on this model and taking
into account the developed strategy of the
company, the prediction of a growth in client
capital, its content, and output would be more
reliable.

Conclusions

Consumers and their positive attitude
towards the company form an intangible
asset that has a significant value, allowing
to generate added value and to increase the
company’s competitiveness, which includes the
development of a strategy and tactics based on
the efficient management of communication
capital.

The company’s communicative capital is an
investment creating a flow of communicative
products that influence the increase of consumers’
purchasing activity, their recommendations of
products to other customers, and collaboration
with the company based on their customer
experience. The effects of its use are not limited
by the amounts of profits from purchases but
include participation in promotions and the
improvement of products.

We identified two main elements in the
structure of communicative capital: client
capital and brand capital. Client capital is a
mix of customers with various loyalty degrees,
purchasing stability, and recommendation
activity. It is the main asset of a company. Brand
capital shows the quality of communicative
capital, the development of different forms of
customer loyalty and regularity, and the level
of customer trust and commitment. It is largely
based on emotional and psychological impact.

Thus, to ensure competitiveness, enterprises
objectively need to form communicative capital
which corresponds to modern changes in
the economic activity. An increased number
of loyal consumers, their retention, and
development of relationships with them is a
top priority competitive advantage, but at the
same time it brings more risks associated with
the changeability of consumer behaviour, rapid
product updates, diversity of communication
channels, etc. Deeper research into these issues
is required in the future.

Conflict of interest

The authors declare the absence of obvious
and potential conflicts of interest related to the
publication of this article.

Proceedings of Voronezh State University. Series: Economics and Management. 2022. N2 4 39



V. G. Daineko, E. Yu. Daineko

References

1. Aaker, D. (2003) Creating strong brands. Moscow,
Grebennikov Publ.

2. Dvoryashina, M. M. (2017) Development of a
strategy for managing client assets of the company.
Manager. 1 (65), 29-33. (In Russian)

3. Dekalov, V. V. (2017) Communicative capital:
conceptualization of the concept. Bulletin of St.
Petersburg State University. Sociology. 10 (4), 397-409.
DOI: 10.21638/11701/spbu12.2017. (In Russian)

4. The communicative capital of the digital age:
materials of the International scientific online conference
with international participation. (2021). Moscow, MAKS
Press. (In Russian)

5. Cohen, J. A. (2012) Intangible assets. Evaluation
and economic benefit. Moscow, Laboratory Books. (In
Russian)

6. Maksimov, A. A. (2021) Information society as a
growth factor of the communicative capital of a
modern organization. Communicative capital of the
digital era: materials of an International scientific online
conference with international participation. Moscow,
MAKS Press. 101-112. (In Russian)

7. Melentyeva, N. 1. (2007) Communicative capital
and interaction marketing in the modern economy.
Proceedings of the St. Petersburg State University of
Economics. 1, 56-70. (In Russian)

8. Prosvirina, I. I., Ivanov, A. E., Ostapenko, G. F.
& Shirshikova, L. A. (2018) Comparative analysis of
the dynamics of investments of Russian enterprises
in intellectual and fixed capital. Economic analysis:
theory and practice. 17 (1). 131-148. (In Russian)

9. Skobeleva, I. P. & Legostaeva, N. V. (2017)
Transformation of the financial architecture of
integrated business in a crisis. Influence of science on
innovative development: collection of articles of the
International Scientific and Practical Conference.
Yekaterinburg, OMEGA SCIENCES. 127-130. (In
Russian)

10. Fomicheva, I. D. (2017) Media capital and its
composition. Mediascope. 2. (In Russian)

11.Hanushek, E. & Wessmann, L. (2022) Intellectual
capital in different countries of the world. Education and

economic theory of growth. Moscow, Publishing House
of the Higher School of Economics. (In Russian)

12. Edvinson, L. (2005) Corporative longitude.
Navigation in the knowledge-based economy. Moscow,
INFRA-M. (In Russian)

13. Blattberg, R. & Deighton, J. (1996) Manage
Marketing by the Customer Equity Test. Harvard
Business Review. 74, 136—144.

14. Blattberg, R., Getz, G. & Thomas, J. (2001)
Customer equity: Building and managing relationships
as valuable. Boston, MA, Harvard Business School
Press.

15.Dean, ].(2010) Blog Theory. Cambridge, Malden,
Polity Press.

16. Dean, J. (2005) Communicative Capitalism:
Circulation and the Foreclosure of Politics. Cultural
Politics. 1 (1), 51-74.

17. Jeffres, L., Jian, G & Yoon, S. (2013) Con-
ceptualizing Communication Capital for a Changing
Environment. Communication quarterly. 61 (5),
539-563.

18. Gupta, S. & Lehmann, D. (2003) Customers as
Assets. Journal of Interactive Marketing. 17 (1), 9-24.
DOI: 10.1002/dir.10045

19. Kolbe, L. M., Osterle, H. & Brenner, W. (2003)
Customer Knowledge Management: Kundenwissen
erfolgreich einsetzen. Springer Berlin Heidelberg. (In
German)

20. Malmelin, N. (2007) Communication capital:
Modelling corporate communications as an
organizational asset. Corporate Communications: An
International Journal. 12 (3). 298-310. DOI: 10.1108/
13563280710776888

21.Palmatier, R., & Steinhoff L. (2019) Relationship
marketing in the digital age. London, Routledge. DOI:
10.4324/9781315143583

22. Persson, A. & Ryals, L. (2010) Customer assets
and customer equity: Management and measurement
issues. Marketing Theory. 10 (4). 417-436. DOI:
10.1177/1470593110382828

23. Rust, R. T., Lemon, K. & Zeithaml, V. (2004)
Return on marketing: Using customer equity to focus
marketing strategy. Journal of Marketing 68, 109—127.

Vladimir G. Daineko, Cand. Sci. (Econ.),
Assoc. Prof., Department of Economics, Marketing
and Commerce, Voronezh State University,
Voronezh, Russian Federation

E-mail: v.daineco@mail.ru

ORCID ID: 0000-0003-4821-5222

Received: 28.09.2022
Accepted: 22.11.2022

Elena Yu. Daineko, Cand. Sci. (Econ.), Assoc.
Prof., Department of Philosophy of Economics and
Social and Humanitarian Disciplines, Voronezh
State Pedagogical University, Voronezh, Russian
Federation

E-mail: e.daineko@yandex.ru

ORCID ID: 0000-0003-1585-3666

40 BECTHUK BT'Y. Cepusi: DkoHOMMKA U yipaBiaeHue. 2022. N2 4



BectHuk BI'Y. Cepust: DkoHOMMKA U yripaBieHue. 2022. N2 4. C. 32-42.
Proceedings of Voronezh State University. Series: Economics and Management. (4), 32—42.

BecTHUK BOpOHEXCKOro rocygapcTBeHHOro yHuBepcureTa
Cepusi: DKOHOMMKA U YIIpAaBJIeHN e

JKOHOMMYECKAasl Teopus

HayuHas cratbs

VIK 330.146

DOI: https://doi.org/10.17308/econ.2022.4/10593
JEL: D24; ]J41

KOMMYHI/IKaTI/IBHbIﬁ KalluTaJI 1 pa3dBUTHE MapKETUHIA OTHOIIIEHUM

B.T. Hajineko'®, E. 0. /latiHeK0?

! BopoHeXXCKMIi TOCynapCTBEHHbIN YHUBEPCUTET, YHUBEpCUTETCKas L., 1,
394018, Boponex, Poccuiickas ®emepaniyis

2 BopOoHeXCKMI TOCYLapCTBEHHBIN ITefarormyecknii yHUBEpCuUTeT, yi. JleHuHa, 86,
394043, BopoHex, Poccuiickast @egepaiiyist

ITIpegmet. CoBpeMeHHOE pa3BuTHe GM3HECA B YCIOBUSIX OGBICTPbIX M3MEHEHMIT HA PhIHKAX, TPUMEHEHMSI
CKBO3HbIX IIM(PPOBBIX TEXHOIOTMII TPEGYET HOBOTO ITO/IX0/Ia B OTHOIIEHMUSIX C IIOTPEOUTENISIMU U KITMEH-
TaMM, HOBBIX CIIOCOO0B KOMMYHMKAIIVI C HUMU. DTO aKTyaIM3UPYyeT U3yUeHMe PECYPCOB, HEOOXOIMMBbIX
11t obecrieuenst 3G GEKTUBHOTO MPOIlecca OpraHusalyy OTHONIeHN, popMMUpoBaHMsT KOMMYHMKA-
TUBHOT'O KaIuTaa.

Iean. KoHuenTyannsauusi KaTeropum «KOMMYHUKATUBHBIN KaIllUTaj », ONpee/ieHe er0 OCHOBHBIX
CBOJACTB U (PYHKIIVIA, CTPYKTYPHbIX 3JIEMEHTOB, CTaAuii GOPMUPOBAHMSI, POJIM B PA3BUTHUM JOITOCPOUHBIX
OTHOIIIEHUI C TIOTPEGUTENIMY B COBPEMEHHBIX YCTIOBUSIX.

MeTopmonorus. Vicronb30BaiiCh CUCTEMHBIN Y MHCTUTYLIVOHAIbHbBIN METOMbI MiccienoBanus. [Ipeaio-
SKeH TTOJXO/T /1T aHa/IM3a KOMMYHMKATVBHOTO KaIMTala Kak HEMaTepUaabHOTO aKTVBA, SIBJISIIOIEroCst
YaCThIO MHTEJIEKTYAIbHOTO KamuTaa.

BriBoppl. B xoze nccienoBanmst 6610 chopMyaMpoBaHO aBTOPCKOE OTpeiesieHNe CYIITHOCTM KaTeropumn
«KOMMYHMKaTUBHBI KaluTad», PACKPBITHI €r0 CBOMCTBA U (GYHKIMM, TaHA XapaKTepUCTUKa CTaaui
hopMuUpoBaHKSI KOMMYHMKATUBHOTO KaIMTaja, CO3AaHNs Y IPUMEHEHMS KOMMYHUKATUBHBIX IIPOTYK-
TOB, BBISIBJIEHbI B3aVIMOCBSI3} C U€JIOBEUECKMM UM MHTEJUIEKTYaJIbHbIM KaruTasoM. IIpeaoskeHHbIi
MTOJTXO/T MOKET GBITb MCIIOb30BaH hupMamu 17151 GOPMUPOBAHMS CTPATETMM MapKETUHTa, HalleJIeHHOIA
Ha 10/ITOCpOYHbIe 3¢ (HEKTUBHBIE OTHOIIEHNS C IOTPEOUTEISIMY, BEIGOP Hanbosee MOAXOASIIINX CPECTB
peanu3any MapKeTHHTa JIOSTIbHOCTH.

KiarwoueBsblie ciioBa: KOMMYHI/IKaTI/IBHHﬁ KanuTal, MapKeTUHTI OTHOLHeHMVI, KOMMYHMKATUBHbBIE IIPO-
OYKThI, KIMEeHTCKUM KamnuTall, I/IHTEJ’IJ’[GKTY&HI)H]JIVI KarnuTall.

Onst uutuposanusa: /aiinexo B. I., Jatineko E. FO. KOMMYyHUKAaTUBHBI KalUTal U Pa3sBUTUE MapKeTUHra
OTHOUIeHUI // BeCTHMK BOpOHEKCKOr0 rocygapCcTBeHHOTO YHUBepcuTeTa. Cepusi: DKOHOMMKA U YIIPaBJIeHUE.
2022. N2 4. C. 32-42. DOI: https://doi.org/10.17308/econ.2022.4/10593

KoHauKT MHTEepecoB

ABTOpBI IEKJIapUPYIOT OTCYTCTBME SIBHBIX U
MOTEHIMaIbHbIX KOH(IMKTOB MHTEPECOB, CBSI3aH-
HBIX C yOIMKalMeli HaCTOSIIEeN CTaTbu.
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