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MARKETING TOOLS IN THE ENTERPRISE MANAGEMENT SYSTEM

Abstract

The modern market is characterized by increasing saturation of the market space with information, increasing its significance
and value. In these conditions, the processes of formation of consumer demand and preferences are significantly complicated, as well
as performing the marketing influence on them. An effective marketing policy is designed not only to provide the consumer with the
necessary knowledge about the characteristics and quality of goods and services, the terms of concluding agreements, the features of a
competitive offer, but also to arouse the affection of buyers, to create an atmosphere of emotional mutual understanding, goodwill and
trust between the manufacturer and consumers, society.

This problem becomes especially important in the conditions of the modern socio-economic situation. The necessity of using
marketing in the activity of an enterprise is substantiated in the paper. The content of marketing in the enterprise management system is
investigated. Directions for implementing the concept of marketing management through the practical implementation of an integrated
enterprise management system based on marketing are proposed.
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Introduction

As aresult of the transition of the country’s economy and individual enterprises to a market economy, and therefore
the necessity to constantly develop and improve the relations of market subjects, there is a need to significantly revise the
methods of managing these subjects.

In the modern paradigm of management, the enterprise is considered as an open system, the results of which
are determined by its position on the market, the ability to innovate, productivity, personnel development, and product
quality. The activities of many enterprises are characterized by increased risk due to insufficiently deep understanding
and consideration of factors of the external environment critical for the survival of the organization: the behavior of
consumers, competitors; correct choice of partners; creation of competitive goods and services; use of reliable sources of
information; qualified consultations, etc.

The formation and development of market relations in the economy of Ukraine necessitate the improvement
of the management mechanism of enterprises in the agricultural sector, the orientation of the management system to
market conditions of business, the ability to respond to changes quickly and flexibly in the environment and within the
enterprise. This leads to trends in the formation of management based on marketing, which, in turn, prompts the heads of
enterprises to use the appropriate tools in management. But for many managers and specialists of agricultural enterprises,
the understanding of marketing is limited to a set of means of sales promotion and advertising.

However, market economic transformations require consideration of all spheres of enterprise activity through the
prism of marketing. As a result, the entire management system of the enterprise should have a marketing orientation.
There is a need to consider and solve problematic issues, to develop strategies for the transition of enterprises from
outdated forms and methods of management and management to new, scientifically based market methods that involve a
marketing approach.

Literature review

The scientific works of many scientists are devoted to the problems of the formation and functioning of marketing
in the enterprise management system. In foreign literature, this aspect was studied by H. Bagiev, P. Zavyalov, F. Kotler,
K. McConnell, E. Utkin, and others. Among Ukrainian scientists-economists, P. Berezivskyi, A. Vovchak, V. Zbarskyi,
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V. Kotkov, S. Zakharin, P. Sabluk, D. Oliinyk, G. Cherevko, M. Shulskyi, V. Yurchyshyn and others worked on this issue.
In their works, the content of the economic category of marketing management, as well as the theoretical foundations of
the formation of marketing management at the enterprise, were researched and analyzed.

At the same time, marketing in the enterprise management system is practically not considered from the point of
view of a comprehensive approach and does not take into account its specificity in modern conditions. So, the objective
need for further development of the theoretical foundations of marketing management, taking into account the modern
features of marketing activity in Ukraine, determines the relevance of the researched problem.

Purpose. The purpose of the study is to develop theoretical and practical principles for the implementation of
marketing tools in the enterprise management system through the formation of the mechanism of interaction of its main
elements.

Methodology. A mixed approach was used to conduct a comprehensive study and obtain objective results. Systemic,
synergistic, cultural, and axiological approaches to the comparative analysis of economic phenomena are applied.

Results. In the conditions of the development of market relations, the formation of the economy and the
functioning of enterprises based on the principles of marketing, great attention should be paid to the formation of a
coherent, scientifically based system of organization, formation, and enterprise management in modern conditions. Such
a system, in our opinion, can be the marketing management of the enterprise's activities, that is, the creation and operation
of such enterprises that would best satisfy the needs and demand on the market, could flexibly and adequately respond
to changes in the external and internal market situation, increase the profitability of production and enterprise activity in
the whole, etc.

The process of reforming the economy of Ukraine is taking place in the conditions of a deep crisis in most of
its branches, including agro-industrial production. In view of this, there is an urgent need for market reorientation of
enterprises. Agricultural marketing is a real economic tool for organizing their activities considering market requirements —
a complex and systematic solution to organizational problems, which covers all stages of the process: “production —
distribution (exchange) — consumption” [5].

Marketing activity has a comprehensive and comprehensive nature and covers a much larger range of issues.
Enterprises that do not use a marketing approach in their activities risk losing their own positions in the market. After
all, without its constant and systematic analysis, primarily of buyers and competitors, an agricultural enterprise will not
be able to respond in time to changes and fluctuations in consumer demand, their tastes and preferences, price dynamics,
and therefore will not be able to develop effective product and price strategies aimed at specific consumer segments and
ensuring certain competitive advantages. Also, without the use of marketing research and measures to create a positive
image of the company and attract new customers, the company will have no chance of development [1].

It is advisable to consider the essence of marketing in the enterprise management system from the standpoint of
the historical stages of its formation.

1. Pre-scientific stage (4-3 thousand BC — first half of the 19th century). During this period, the first methods of
influencing the consumer, the so-called prototypes of marketing tools, appeared. These processes arose because of the
disintegration of the original communal system.

2. The stage of the beginning of the formation and development of marketing concepts (the second half of
the 19th century — the first half of the 20th century). One of the main features of the second stage of the formation of
marketing management is the introduction of the term "marketing" into the official business vocabulary. The concept
of "marketing" here means subordinate knowledge of production, i.e., the requirements for mass production were of
primary importance, rather than meeting the needs of buyers. At first, marketing was interpreted as one of the main
functions of management [4].

3. The stage of formation of marketing management (from the beginning of the 1950s to the present day).
Marketing management can function only if the management of the enterprise is carried out based on marketing principles,
that is, the consumer should be at the center of the organization, and accordingly, the marketing and management system
should combine all efforts to satisfy the needs of consumers as much as possible [3].

Marketing management of an enterprise is an opportunity to organize its activities based on the principles of
optimal use of existing potential and obtaining the greatest profit, considering the satisfaction of consumer needs. The
analysis of the company's capabilities makes it possible to obtain reliable information about the state of assets and
liabilities of production, to analyze the external marketing environment.

A systematic approach to the organization of marketing is a necessary condition for the successful operation of
the enterprise on the market. It characterizes the enterprise that applies the marketing methodology as an open complex
system oriented to the market and the external environment.

Marketing management of the enterprise is a process of analysis, development and implementation of tools
designed to establish, strengthen and maintain profitable exchanges with customers to achieve the main goal of the
enterprise — to make a profit, increase sales volumes, increase market share, etc.

The marketing system is in constant interaction with the external environment. The factors of the external
environment can be divided into those that are influenced by management and the marketing department, and factors that
are not influenced by management. In market conditions, ensuring the successful functioning of the agricultural marketing
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system in various organizational and legal economic structures must take into account all the factors of micro- and macro-
environment influence on enterprises.

To reveal the content of marketing in the management system, let’s highlight its main tasks and functions (Fig. 1).

So, in the enterprise management system, it is marketing that performs the accompanying mission, starting with
the organizational and preparatory, and ending with the control function.

The formation of marketing in the enterprise management system requires knowledge of the basics of market needs,
production processes, financial and economic operations, socio-economic principles of enterprise management, etc.
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Fig. 1. The content of marketing in the enterprise management system

Finding and substantiating the main factors affecting the enterprise management system and directions for the
formation of a comprehensive management system based on marketing at the enterprise is a priority task of every manager.

Implementation of the concept of marketing management in the conditions of a specific enterprise is possible with
the help of practical implementation and application of a complex management system based on marketing (CMMS) [2].
A complex enterprise management system based on marketing is a complex system of elements (structural aspect) and
actions (functional aspect) that ensure the balance of the management system and its overall efficiency. The structure of
CMMS is multi-level (Fig. 2):
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1st level — mission of the enterprise;

2nd level — goals of the enterprises;

3rd level — private management systems at the enterprise;

4th level — subsystems of private management systems.

The enterprise's mission gives an idea of its purpose, necessity, and usefulness for society in general and its
employees. The central point of the mission is the definition of the main goal of the enterprise, considering the interests,
expectations, and values of consumers in a strategic perspective. In this case, the mission should not depend on the current
state of the enterprise, the forms, and methods of work, since in general it expresses the orientation towards the future,
showing what the efforts will be focused on and what values will be prioritized.

In turn, CMMS is the mission of the enterprise, which unites such large-scale goals as management of marketing
research, management of organizational and technological activities, management of personnel and economic potential
of the enterprise.

An important role in the organization of KSUP is played by the marketing research management system, which
forms the management information base, allows for the diagnosis of the management system, creates prerequisites
for making optimal management decisions, and allows to determine the effectiveness of their implementation and the
effectiveness of the enterprise management system in general.

Diagnostics of the enterprise management system should cover the main areas: management organization,
marketing, research and development, technology, personnel, organizational culture, and image.

When evaluating personnel, it is necessary to analyze its qualitative and quantitative composition, identify trends
in personnel turnover and the degree of their motivation.

Organizational culture reflects norms of behavior, business ethics, management style, management philosophy.
When analyzing the organizational culture, it is necessary to assess the degree of development of the management
philosophy at the enterprise, the attitude of employees to the history of development, traditions that have developed at
the enterprise, the style of business communication, the level of culture of behavior, as well as to find out the presence of
developed standards of behavior and formal management rules and procedures. Evaluation of the image of the enterprise
is carried out with the help of expert evaluations.

The use of the proposed methodology will allow to assess the existing potential of the enterprise, its competitive
position and justify the choice of the enterprise's strategy.

To achieve management efficiency, the formation of the organizational structure of enterprise management in the
process of its design (for newly created enterprises) and redesign (for existing enterprises) is of priority.

Since this process is complex, time-consuming, multifaceted, and in many ways dialectical, its effectiveness
will depend on the degree of compliance with the requirements for organizational management structures, accounting
for the impact of socio-economic, production-technical, organizational-management, foreign economic factors on their
functioning, as well as choosing the most acceptable method of determining the number and structure of the administrative
and management apparatus.

The implementation of a complex management system of enterprises based on marketing will allow to ensure the
marketing orientation of management activities regardless of the size and power of enterprises, will contribute to increasing
the internal and external efficiency of enterprises, which, along with the use of a strategic approach to management, will
ensure the strengthening of their market positions and obtaining long-term competitive advantages.

However, to ensure the stable stability of the enterprise in the conditions of a changing market environment, the
application of CMMS is not enough.

An important stage on the way to improving management is a fundamental change of the entire planning system.
Based on in-depth marketing research of the market, sales system, consumer characteristics of goods, and competitiveness,
advertising, economic analysis of costs, profits, prices and other indicators, motivational analysis should be carried out to
plan a marketing strategy. This strategy in the form of formed goals, set tasks, a defined sequence of actions finds concrete
implementation in the marketing program.

Therefore, at this stage of the development of market relations, no enterprise can function normally without the use
of marketing to determine its position on the market, analyze its opportunities, study the market environment, determine
the development strategy, etc. Therefore, marketing activity is a generally recognized sign of modern successful enterprise
management.

Conclusion

Marketing management of the company's activities contributes to the process of analysis, development and
implementation of measures aimed at establishing, strengthening and maintaining mutually beneficial relations with
customers; provides an opportunity to organize the company's activities based on the principles of optimal use of the
available potential and obtaining the greatest profit, taking into account the satisfaction of consumer needs. Marketing in
the enterprise management system performs an accompanying mission, starting with organizational and preparatory, and
ending with a control function.

The implementation of a complex management system of enterprises based on marketing will allow to ensure the
marketing orientation of management activities regardless of the size and power of enterprises, contributes to the increase
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of internal and external efficiency of enterprises, which, along with the use of a strategic approach to management, will
ensure the strengthening of their market positions and obtaining long-term competitive advantages.
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MAPKETHHI'OBI 3ACOBM B CUCTEMI YIIPABJIITHHA HIAITPUEMCTBOM

Anomauis

Bemyn. Y cyuacniti napaduemi ynpaéninus nionpuemMcmeo po3ensioacmucs AK 6iOKpUmMa cucmemad, pesyiiomamil OislbHoCmi aKoi
BUBHAUAIOMBCA 11020 CIMAHOBULYEM HA PUHKY, 30aMHICMIO 00 IHHO8AYiLL, NPOOVKMUSHICIIO Npayi, PO38UMKOM NEPCOHANLY, AKICMIO NPOOVKYII.

Cmanosnenns ma po3eumox puHKOGUX GIOHOCUH 8 eKOHOMiYT YKpainu 3yMO61I00Mmb HeoOXiOHICMb YOOCKOHAeHH MEXaHi3My
YNPAGNIHHA NIONPUEMCINEAMU ASPAPHO20 CEKMOPY, OpiEHmMayii cucmemu YnpaesiiHHia HA PUHKOS] YMOBU 6e0eHHs Oi3Hecy, 30amHicmy
WBUOKO Ma SHYUKO peazyéamil Ha 3MIHU ) 308HIUHbOMY cepedosuiyi ma ycepeouni nionpuemcmea. Lle npuzeooums 00 meHOoeHyil
opmysanns ynpasiints Ha OCHOBI MAPKEMUH2Y, W0, CEOEI0 YeP2oI0, CNOHYKAE KEPIGHUKIE NIONPUEMCING GUKOPUCMOBYBAMU GiONOGIOHI
iHCmpyMeHmu 8 Yynpaeninui. Ane 014 6a2amvox KepieHuKie ma (haxisyis cilbCbKo20Cn00apcbKux NiONPUEMCIME PO3YMIHHA MAPKEMUHEY
o0bMedcyEmMbCss HabopoM 3aco0i6 CIMUMYNI0BAHHA 30YMY MA PeKAAMU.

Ilpome punrogi ekoHOMIUHI NEPemEOPeHHsl GUMALAIOMb PO32IA0 6CIX chep OisNbHOCMI NIONPUEMCMEA Yepe3 NPUMy MapKe-
muney. Y pesyibmami cucmema ynpasuinusa nionpueMcmeom nOGUHHA MAmMiu MApKemuH2068y Cnpamosanicms. Bunuxae neobxionicme
PO3271510Y MA GUPIULEHHSL NPOOIIEMHUX NUMAHb, PO3POOKU cmpamezili nepexody niOnPUEMCma 6i0 3acmapiiux popm ma memoois ynpas-
JIHHA MA MeHeOHCMeHNY 00 HOBUX, HAYKOBO OOIPYHIMOBAHUX PUHKOBUX MemO0is, o nepeddoauaroms MapkemuH208uil nioxio.

Mema. Linb docniodicenns nonazae y po3pooyi meopemudHux ma RPAKmudHUX npUHYUNie GnpoeaoddlCceHs iIHcmpymenmie map-
KemuHey 8 cucmemy YRpAasiiHHA NIONPUEMCINGOM Yepe3 POPMYBAHHA MEXAHIZMY 83A€MOOIT iT OCHOBHUX elleMeHmis.

Memoou. /{15 nposedenHs KOMNIEKCHO20 OOCTIOHCEHHS Md OMPUMAHHA 00 'EKMUBHUX PE3VIIbMAMie 3aCMoco8y8a6Cs 3MIUaHULL
nioxio: cucmeMmHul, CUHep2eMUYHULL, KYIbMYPOIOIUHUL MA AKCIONO2TUHUL MEMOOU U000 NOPIGHAILHO20 AHANIZY eKOHOMIYHUX AGULY.

Pezynomamu. [Ipoyec pegpopmysanns exonomiku Yxpainu eiobysacmuvca 3a ymoe 2nubokoi kpusu oinouiocmi ii eanysei, y
MOMY HUCII A2PONPOMUCTIOB020 GUPOOHUYMEBA. Y 36 'A3KY I3 YUM 6UHUKAE 20CMpa nompeba punKoeoi nepeopienmayii nionpuemMcma.
Cinbcobko2ocnooapcovKuil MapkemuHe — ye peanrbHull eKOHOMIUHUL THCmpYMeHm op2anizayii c8o€l OiANbHOCMI 3 YDAXYBAHHAM BUMO2
PUHKY — KOMNJIEKCHEe Ma cucmeMHe GUPIueHHs Op2aHi3ayitinux 3a80atb, Wo 0XONIoe 6Ci cmadii npoyecy. «BUPOOHUYMBO — PO3NOOLN
(0OMiH) — CROJICUBAHHSLY.

Mapremunzose ynpasninis nionpueMcmeom — ye ModiCIUGICIb 0P2aHizyeamu 11020 OiAlbHICMb 3 NPUHYUNAMU ONIMUMATb-
HO20 BUKOPUCMAHHA HAABHO20 NOMEHYIANY Ma OMPUMAHHA HAUOIIbUIO020 NPUOYMKY 3 YPAXYBAHHAM 3A0060JIeHHs nompeb cnoicuea-
uig. AHaniz moorcnugocmeli KOMNAHIi 0A€ MONCIUBICI OMPUMAMU OOCMOBIPHY IHOpMayiio npo cman akmueie ma nacueie eUpoOHU-
Ymea, npoananizyeamu 306HIUHE MAPKeMUH206e cepedosulye.

Cucmemnuii nioxio 00 opeaHizayii MapKemuHey € HeoOXiOHOW YMOB0I0 YCniwHOi pobdomu nionpuemcmea Ha puHky. Bin
Xapakmepu3zye nionpuemMcmeo, ujo 3acmocogye Memoooio2ilo Mapkemuney, K 6IOKpUMy CK1aoHy cucmemy, opieHmoeany Ha puHox i
306HiUINE cepedosulye.

Dopmyeanns mapkemuney @ cucmemi Ynpasiinusa niOnpUEMCmeom UMAazde 3HAHHs 0CHOG NOMped PUHKY, GUPOOHUHUX npOYe-
€i8, QiHanco60-20cn00apcbKux onepayiil, CoyianbHO-eKOHOMIYHUX NPUHYUNIE YNPAGIIHHSL NIONPUEMCIMGEOM MA IH.
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Busignenns ma o0rpynmyeanisi 0CHOGHUX (haKmopis, Wo 6NIUBAIOMb HA CUCMEMY YAPAGIIHHS NiONPUEMCMEOM, MA HANPSIMIE
Gopmysanns Ha NiONPUEMCMEI KOMNIEKCHOT CUCEMU YAPAGIIHHS, 3ACHOBAHOT HA MAPKEMUNZY, € NEPUIOYEPOBUM 3ABOAHHSIM KOJIC-
HO20 KepieHuKda.

Peanizayis konyenyii ynpaeuinns MapkemuHeoM 3a YMO8 KOHKPEMHO20 NIONPUEMCINGEA MOJICIUBA 3a OONOMO20I0 NPAKMUYHO2O
8NPOBAOINCEHHS MA 3ACTNOCYBAHHS KOMNIEKCHOI cucmemu Ynpasninus, wo 6a3yemvcs Ha MAPKeMmuHe).

Hiaenocmuxa cucmemu ynpasninns niOnPuUEMCmMEOM Mac OXONTO8AMU OCHOGHI HANPSIMU. OP2aHi3ayis YRPAaeLinHs, MapKe-
mume, Q0CHIONCEHHs Ma PO3POOKU, MEXHON02IT, NEPCOHAN, OPSAHI3AYIUHA KYIbIYPA, IMIOJiC.

Basxcausum emanom Ha wiisAxy 600CKOHANEHHs YNPAGLIHHA € OOKOPIHHA 3MiHa 6ciei cucmemu nianysanns. Ha ocnosi noenu-
O1eH020 MAPKEMUH208020 OOCTIONCEHHS PUHKY, CUCIeMU 30YMY, CROJICUBHUX XAPAKMEPUCUK MOBAPIB, d MAKOIC KOHKYPEHMOCHPO-
MOJICHOCTI, PEKAAMU, eKOHOMIYHO20 AHANIZY SUMPAm, npuOymKy, yiH ma iHWUX NOKA3HUKIE CLi0 NPO8OOUMU MOMUBAYIHUL AHATL3
NAaHYSaHHs MapKemuneo6oi cmpamecaii. L{s cmpamezis y 6ueniaoi cpopmoganux yineu, nocmagienux 3a80amb, NegHoi nociio08HOCmI
Olil 3HAXOOUMb KOHKPEmHe 6MINeH s Y MAPKeMUH208ill NPOo2Pami.

Bucnoexu. Mapkemuneose ynpaeninns OisibHICMI0 KOMNAHII CAPUSE Npoyecy aumanizy, po3pobrku ma peanizayii 3axo0is,
CNPAMOBAHUX HA 6CIMANHOBNEHHS, 3MIYHEHHsl A NIOMPUMAHHS 63AEMOBUSIOHUX BIOHOCUH 3 KIIEHMAMU; OA€ MONCIUBICIb OPeaAHI3y-
eamu OislIbHICMb NIONPUEMCIMEA HA NPUHYUNAX PAYIOHATLHO20 GUKOPUCMAHHS HASIBHO20 NOMEHYIANy ma OMPUMAtHs HAUOLIbULIO2O
npubymKy 3 ypaxyeamHsm 3a0080i1eH s nompe6 cnooicusadie. Mapkemune y cucmemi ynpagiinHs nionpuemMcmeom 6UKOHYE CYNYmHio
MICTI0, NOYUHAIOUU 3 OP2AHI3AYIUHO-NIO20MOEUOL A 3aKIHUYIOUU KOHMPOIbHOIO (YHKYIEIO.

Innnemenmayis KomniekcHol cucmemu YApagiinHsa NIONPUEMCMEAMU, OA3YIOUUCL HA MAPKeMUH2Y, 00360IUMb 3a0e3neyumu
MAPKeMuH208y CHPIMOBAHICIb YNPABGIIHCHKOL OISIbHOCI HE3ANEHCHO 10 PO3MIPI6 ma NOMYHICHOCME NIONPUEMCING, CRPUSIMUME
NIOBUWEHHIO BHYMPIWHBOT MA 308HIUHBOT e(heKMmuUeHOCMI NIONPUEMCME, WO NOPSO 13 BUKOPUCTIAHHAM CIMPame2iuno2o nioxooy 00
YApaginms 3a0e3nevums IMiYHeH sl C8OIX NO3UYIll HA PUHKY MA OMPUMAHHS 00820CIMPOKOGUX KOHKYPEHIMHUX Nepesas.

Knrouosi cnosa: mapkemune, ynpaenints Mapkemunzom, MapKemun2o8i 00CIiodicen s, NIONPUEMCIBO, MAPKEMUHSO8I CUCTEM.
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