Qualitét zu verbessern und Kosten zu senken. Sie ist ein wichtiger Faktor fir den
Erfolg moderner Maschinenbauunternehmen und wird in Zukunft noch eine
groBere Rolle spielen.
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AGGRESSIVE MARKETING AS A METHOD OF BUSINESS
SCALING
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benopycckuii HallMOHANbHBINA TEXHUYECKUI YHUBEPCUTET

Aggressive marketing is a strategic approach in which companies engage in
active, often intrusive communication with their target audience to achieve rapid
growth and market recognition. This study explores the role of aggressive mar-
keting in business scaling, evaluating both its advantages and potential risks. It
provides insight into how aggressive marketing techniques can help companies
quickly attract customers, increase brand awareness, and outperform competitors.
However, it also addresses the challenges and ethical concerns associated with
this marketing practice.

In today’s market conditions, where competition is intensifying across almost
all industries, companies face significant difficulties in standing out and capturing
consumers’ attention. The strategy of aggressive marketing is gaining more pop-
ularity, involving bold and often controversial tactics aimed at rapid information
delivery and prompting consumer action. While aggressive marketing can pro-
duce quick results, such as increased sales and enhanced brand awareness it also
carries risks including customer alienation and potential damage to brand
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reputation. This paper aims to explore how aggressive marketing can be used as
a tool for business growth, as well as to consider both the pros and cons of this
approach.

Aggressive marketing can be defined as a promotion method in which a com-
pany uses striking, flashy, and often provocative tactics to draw attention from its
target audience. The main goal is to reach as many people as possible in a short
period by creating buzz around the brand and its products. This marketing ap-
proach typically involves constant advertising, emotional impact on consumers,
and sometimes the use of controversial topics or ideas that provoke public discus-
sion.

Several features characterize aggressive marketing strategies. These include
constant advertising — continuous brand exposure through various media chan-
nels. They also involve emotional appeal — direct targeting of consumer emo-
tions, often using dramatic or polarizing messages. Another important character-
istic is provocative content, which means the use of bold sometimes controversial
messages to capture attention. Lastly, case studies of aggressive marketing cam-
paigns are also part of these strategies. A good example of an aggressive market-
ing strategy that includes all the above features is Burger King’s “Whopper De-
tour” campaign.

One of the most striking examples of aggressive marketing is the Burger King
"Whopper Detour" campaign, which was based on the proximity of McDonald's
restaurants. As part of the campaign, customers were offered to order a Whopper
for just $0.01 if they placed the order through the Burger King app while being
near a McDonald's restaurant. This provocative tactic led to a sharp increase in
app downloads (1.5 million in the first week) and a 54% rise in app-based sales.
However, not all aggressive marketing strategies are successful. A failed example
is the Sony PSP campaign “White vs. Black.”

Unlike the successful example, Sony's "White vs. Black" campaign for PSP
received a negative backlash due to its racially charged imagery. The advertise-
ment showed a white woman "dominating" a black woman, which was perceived
as racist and inappropriate. The campaign was quickly pulled and Sony suffered
significant reputational damage, losing customer trust and loyalty.

The main advantage of aggressive marketing is its ability to accelerate busi-
ness growth. By using attention-grabbing tactics, companies can achieve a broad
audience reach. Aggressive marketing helps businesses rapidly expand their cus-
tomer base by targeting large audiences through various media channels. It also
allows companies to enhance brand recognition using bold attention-seeking
methods, making them more noticeable in their industry. In the process of attract-
ing mass attention, companies can also push out competitors, as aggressive mar-
keting often involves direct opposition to rivals, potentially helping firms to gain
a larger market share.
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Key tools used in aggressive marketing include targeted advertising on social
media platforms. For example, platforms like Facebook, Instagram, and YouTube
enable hyper-targeted ads based on user behavior and preferences. This increases
the likelihood of reaching the right audience and capturing their attention. An-
other essential tool is viral content. Creating viral content, often through video
platforms like YouTube, can significantly enhance a company’s image and
broaden its reach. Content that reflects current trends or issues can quickly spread
on social media, generating viral hype.

Examples of companies effectively using these tools include Tesla, whose
CEO Elon Musk often used Twitter to make provocative statements, drawing at-
tention to his company and its products, which frequently led to wide media cov-
erage and public discussions. Another example is Pepsi, which launched a pro-
vocative ad campaign "Pepsi vs. Coca-Cola," highlighting Pepsi’s advantages
over Coca-Cola — a clear case of using aggressive marketing tactics to directly
confront a competitor.

Despite its potential for success, aggressive marketing is not without risks.
Through analysis, several key risks can be identified. One of them is customer
alienation when some consumers may perceive aggressive marketing as too in-
trusive or unethical, leading to negative brand perception and loss of customer
loyalty. Another risk is reputational damage, which may result from overuse of
controversial tactics or excessive provocation, potentially leading to long-term
harm to the brand’s image. One of the most significant risks is legal consequences
— aggressive marketing campaigns that violate ethical standards or contain false
advertising may result in lawsuits or scrutiny from regulatory authorities.

In conclusion, aggressive marketing is a way for companies to make quickly
a name for themselves in the market and attract customer attention. It helps busi-
nesses grow, increase brand recognition, and even outperform competitors. These
methods can truly deliver fast results, especially when executed properly and with
a sense of style. However, aggressive marketing also has its downsides. People
may find overly pushy advertising or controversial content unpleasant. This can
damage company’s reputation and even lead to legal issues if the campaign
crosses certain boundaries.
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BEZHESPEEMRIESENENSE

UYaiika A.E., Kpamuu A.O.
Hayunslii pykoBoauTens: npenonasareis lupokas A.JI.
benopycckuii HallMOHANBbHBINA TEXHUYECKUI YHUBEPCUTET

B nocnennue necstuneTus HaOMIOOAETCS 3HAUUTEIBHOE YTITyOJIEHHE SKOHO-
MuueckuX cBsseit (A5 Ik R jingji lianxi) mex sty PecryGnukoii Benapych u Ku-
tarickoii Hapomuoit Pecriy6nukoii. OTHUM W3 KITFOUEBBIX HAIIPABJICHUH 3TOTO CO-
TPYAHUYECTBA SBISETCS JIOTUCTUKA, KOTOpasi UTPaeT BaXKHYIO POJIb B odecreue-
HUM 3P HekTHBHOrO 0OMEHa TOBapaMH U yCIyraMH M1y JBYMsI CTpaHaMH.

Benopyccko-kuTaiickoe COTpyIHUYECTBO 00YCIIOBICHO PSIIOM (pakTOPOB:

I'eorpaduueckoe nonoxenune (HLFEAL B dili weizhi).

Ha ceronmusimauii nenp benapych sIBIsieTcsl KIIFOYEBBIM TPAH3UTHBIM Y3JI0M
JUISl TPY30IEPEBO30K, 3aHUMast CTPaTErnuecKy BaKHOE MOJI0KEHHE Ha Iepeceye-
HHUH TOPTOBBIX ITyTei Mex 1y EBponoit u A3uel, 4To 0COOEHHO aKTyallbHO B KOH-
TEKCTE KUTaCKOM MHUIMATHUBBI "OUH NosAC, OJUH MyTh".

Tpancnopthbie Kopuaopbl (321 £ Jif jidotong zouldng).

Pa3Butne TpaHCHIOPTHBIX KOpUAOpPoB, Takux kak "Cesep-IOr" u "3anan-Bo-
CTOK", CIIOCOOCTBYET YIJIyUIICHHIO JIOTHCTHYECKOH MHPACTPYKTYPHI. DTH KOPH-
JIOpbI 00ECTIeUNBAIOT MYyJIBTUMOATIBHBIE TIEPEBO3KH, BKIIFOUAS JKEIE3HOTOPOXK-
HBIE, aBTOMOOWIJIBHBIE 1 BO3/YIIHBIC MapIIPYTHI.

3. Kuraiickas uaunuarusa "Onun nosc, ogud myTs" (H7[E 7 «—H7 — B 15
W zhdngguo de “yidai yilu” changyi).

Kuraiickas wannmarrea "Oxaue mosic, oqud nmyTs" (OBOR) HanpaBneHa Ha
pas3BuTHE HHPPACTPYKTYPHI M TOPTOBBIX CBsA3eH Mexkay Kutaem u npyrumu crpa-
Hamu. benapych akTHBHO y4acTBYeT B 3TOH MHHLIMATHUBE, YTO OTKPBHIBAET HOBBIE
BO3MO>KHOCTH TS PA3BUTHS JIOTUCTUKH.

KuTtalickue KOMIIaHHMM WHBECTHPYIOT B DPa3BUTHE TpPaHCHOPTHOW HH(ppa-
CTPYKTYpbI benapycu, BKIItouasi CTpOMTENIBLCTBO HOBBIX JIOPOT, JKEJE3HBIX A0POT
1 JIOTUCTUYECKHX LIEHTPOB. DTH MHBECTHLIMH CIIOCOOCTBYIOT YJIy4IICHHIO Kaye-
CTBA JIOTUCTUYECKHUX YCIIYT U MOBBIIICHUIO KOHKYPEHTOCIIOCOOHOCTU Oenopyc-
CKOI1 SKOHOMUKU.
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