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MARKETING CONCEPT OF THE MANAGEMENT STRATEGIC PLANNING
ENTERPRISE ACTIVITY

In the article describes the main problems formation marketing concept of the management strategic planning
enterprise activity. Determined that strategic planning for the enterprise is defined as an organized process of strategic
decision-making, the main contents of which is to compare own capabilities with the opportunities and threats of the
external environment on the basis of the analysis information and determine its marketing orientation. In addition, in
this article formed structure marketing concept of the management strategic planning activity enterprise and the
proposed conceptual scheme of the management strategic planning activity enterprise that allows us to make decisions
most relevant to the requirements of the dynamic external environment. In the paper also substantiated a methodical
approach to setting up a marketing information system basis of effective model building marketing information system
of the enterprise.
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MAPKETHHI'OBASI KOHLEINNUA YIIPABJIEHUSA CTPATETUYECKUM
IINIAHUPOBAHUEM JAEATEJIBHOCTHU NPEANIPUATHUA

B cratee paccMOTpeHBI OCHOBHBIE NPOOJEMHBIE BOMPOCH (OPMUPOBAHHS MAPKETUHTOBOW KOHIICIIIUH
yIpaBJIeHUs] CTPATETHYECKUM IUIAHHUPOBAHUEM JEATEIbHOCTH mpeanpusatua. OIpeneneHo, YTo CTpaTerHdeckoe
IIJIJAHUPOBAHKUE HA MPEANPUATUM €CTh OPraHU30BAHHBIM IIPOLECCOM IPHUHATUSA CTPATErMYECKUX PEIICHUN, OCHOBHBIM
COIIEpYKaHHEM KOTOPOTO SBIIIETCS COIOCTABJICHHE COOCTBEHHOTO NOTCHIMANA C BO3MOXHOCTSIMH H yTpO3aMH
BHEIIHEH Cpebl Ha OCHOBE aHajm3a MH(POPMAIUH C ONpeelIeHIeM er0 MapKeTHHTOBOM opreHTanud. Kpome Toro, B
cratbe CcPOpPMHpOBaHA CTPYKTypa MapKETHHTOBOH KOHIENIHWK YIPAaBICHUS CTPATETHYCCKUM IUTAHUPOBAHHUEM
JIeATENbHOCTH NPENUPUATHS U NPEAJIOKEHA KOHUENTyalbHas CXeMa YIpPaBIEHUS CTPATErMYECKUM IIJIAHUPOBAHUEM
JIeATENbHOCTY  NPEANPUATUS, KOTOpass MO3BOJSET IPUHUMATh pPEIICHUS MAaKCUMalbHO COOTBETCTBYIOLIME
TpebOBaHUSAM JIWHAMUYHOW BHEIIHEH cpenbl. B wWcciaenoBaHuM Takke OOOCHOBAHHO METOJAMYECKHH MOAXOM K
HACTpPOHKE MapKEeTHHTOBOH HH(M)OPMAIIMOHHON CHCTEMBI dYepe3 peanu3anuio 3((GEKTHBHOH MOAETH IOCTPOSHHS
MapKETHHTOBOH HH()OPMAITHOHHON CHCTEMBI TPEIIPUATHSL.

KiaioueBble cioBa: KOHIICIIIUA, MApKETUHI, YIIPpABJICHUC, TMPEANPHUATHC, CTPATCTHYCCKOC IIJIAaHUPOBAHUEC,
JACATCIBHOCTD MPECANIPUATHA.
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B crarti po3risHYTO OCHOBHI IpOONEMHI MHUTaHHA (OPMYBAaHHS MapKETHHTOBOI KOHIEMII YIpaBIiHHS
CTpaTeriyHuM IUIAaHYBaHHSAM JisTIBHOCTI MiANPHEMCTBA. BU3HaueHO, IO cTpaTeriyHe IUIaHyBaHHS Ha IMiANPUEMCTBI
BU3HAYAETHCS SIK OPraHI30BaHUH MPOLEC YXBAJCHHs CTPATEriYHUX pillleHb, OCHOBHUM 3MICTOM SIKOTO € 3iCTaBJIECHHS
BJIACHOTO TOTEHIiaTy 3 MOKJIMBOCTSIMU Ta 3arpo3aMiy 30BHILIHBOTO CEPEJOBHINA HA OCHOBI aHami3y iH(popmarii Ta
BU3HAYCHHS WOTO MAapKETHHTOBOi opieHTalli. JlocmijpkeHo, IO MapKETHHTOBa OpIEHTAIliI B CTPATCTIYHOMY
IUTaHYyBaHHI AiSUTBHOCTI MiJIPUEMCTBA pPEANi3yeThCSI HA OCHOBI 3allPpONOHOBAHOI MAapKETHHTOBOI KOHIICIIIii, sKa
TIOJISITAa€E B afamTallii Ta BUKOPHUCTaHHI alpoOOBAHWX METONIB (IHCTPYMEHTIB) MapKETHHTY JUISA ITIeH CTaHOBICHHS W
TIPOBEICHHS TPOIIECY CTPATEriyHOrO IUIAaHYBAaHHS HAa BITUYM3HSHHX mignpuemctBax. KpiMm Toro, y craTti copMOBaHO
CTPYKTYPY MAapKETHHTOBOI KOHIICIIIil YHpPaBIiHHA CTPATETiuHUM IUIAHYBAHHAM [isUIBHOCTI MiANPHEMCTBA Ta
3alPOIIOHOBAHO KOHIENITYaJIbHY CXEMY YIPaBJIiHHS CTpPAaTEriYHUM IUIaHYBAaHHSM JiSUIBHOCTI MiJNPUEMCTBA, IIO
JIO3BOJISIE CIPSIMYBATH MPOLEC AOCIIKEHHS IIPU YXBaJIEHHI PIllIeHb Y CTOPOHY MaKCUMaJIbHOI BiJITIOBITHOCTI BUMOTaM
JMHAMIYHOTO 30BHILIHBOTO cepefoBHIIa. [lopsa i3 JOCHIIKeHHSIM CKJIaJI0BHX MapKETHHIOBOI KOHIEMIIT yIIpaBIiHHS
CTpaTeriyHuM IUIAaHYBAaHHSAM JISUIHOCTI MIJIPUEMCTBA HaMH C(OOPMOBAHO KOMIUIEKC O3HAaK BH3HAYCHHS
CTPATETIYHOTO PiBHS MiAMPUEMCTBA, IO 32aCHOBAHI Ha MOMIEPEIHIN OIiHIII TOTOBHOCTI MEHEIDKMEHTY ITiAIPHEMCTBA 10
pobOTH B YMOBax CTpaTerivyHOro IUIaHYBaHHS. BpaxoByrouM BHIE3a3HA4YeHi OCOONHMBOCTI IOHATTS O3HAK
CTPATETiYHOr0 PiBHS MIANMPUEMCTBA, HAMH Yy CTaTTi BH3HAYCHO § NPOCTOPIB, Y MeXaX SKUX MOke OyTH MPOBEACHO
CTpaTeridyHe IUIaHYBaHHS JiSUTbHOCTI ININPUEMCTBA HAa OCHOBI MApKETHHTOBOi KOHIEMINI. VY CTaTTi TaKOX
OOIpyHTOBaHO METOAMYHHUI MiAXiJ MO HaJAIITyBaHHS MapKETHHIOBOi iH(opMamiiHOT cUCTeMH Uil BHPILICHHS
aHAJITUYHUX 3aBJaHb CTPATEriuyHOIO IUIaHyBaHHS 4yepe3 (OpMyBaHHS Ta peanizalilo MapKeTHHTOBOI KoHuenuii. Tum
CaMHM ICTOTHO PO3LIMPEHI MOXKJIMBOCTI BHKOPUCTaHHS aHAJITUYHOI (YHKIIT MapKeTHHIY, LIO IiJBHIIYE SKiCTh
MPOIIECY CTPATEriYHOIO IIAHYBAHHS Ta JOMOMarae iHQpopMaIliiHO-aHAII THYHOMY 3a0€3EUCHHIO TPOLIECY YIPaBIIHHS
CTpaTeriYHAM IUIAHYBaHHAM Ha OCHOBI KOHIIETIii MapKETHHTY pealli3yBaTHCh y e(eKTHUBHIH Mozeni moOymoBH
MapKEeTHHTOBOI iHpOPMAaLiHHOI CHCTEMH I IIPUEMCTBA.

KirouoBi caoBa: KOHIENIis, MapKETHHT, YIPAaBIiHHS, HiANPHEMCTBO, CTpAaTeTiuHEe IUIAHYBaHHS, MiSIIbHICTH
M ATIPHEMCTBA.

Formulation of the problem. In the modern economics development of enterprises based on
orientation of company activities on customer needs is the only comprehensive method of doing business in
a competitive market. However, despite many years of scientific studies and the experience derived from the
activities of enterprises, many of them do not know how to implement the process of developing and
building effective marketing concept into practice.

It is understood that explore the concept of marketing is one thing, but to remain faithful to this
philosophy and implement it into practice is quite another. Therefore, the above problems of the development
of the marketing system of the management of enterprise activity the characterized by full absence of
integrated marketing concept of the management strategic planning of enterprise activity, which a its typical
for european business, therefore the necessity of its use on the modern Ukrainian enterprises increases
significantly.

The analysis of researches and publications. Methodological and technological issues of organization
strategic planning, strategic marketing and marketing consulting is dedicated to many publications. Among
foreign scientists it should highlight the work of scholars such as: R. Akoff, I. Ansoff, H. Wissema, P.
Doyle, J-J. Lambin, F. Kotler, G. Koch, M. McDonald, M. Porter [5,7].

It should also highlight a fairly detailed consideration of various aspects of the strategic planning process
in the works of such scientists us: G.. Azoev, G, Bagiev, M. Butko, Ye. Golubkov, O. Kuzmin, L. Lipich, T.
Pichugina, N. Podolchak, R. Fatkhutdinov[1, 3, 4, 8-10].

At the same time at the moment no studies, which comprehensively presents the methodology of
strategic planning of activity of the enterprise on the basis of the principles of marketing. Even in the
periodic studies, the problem of the use of marketing resources in strategic planning are not analyzed.
Therefore there is a need in the development or correction of strategic programs of Ukrainian enterprises in
the conditions of high market uncertainty the identification of shortcomings of experience and limited
resources for implementation of the principles of strategic planning and marketing because low literacy of
enterprise management leads to the loss of market opportunities and the deterioration of the competitive
position of enterprises in domestic and foreign markets.
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The purpose of the work. The main aim of the article is development of methodology and tools of
marketing for solving problems of strategic planning in the conditions of economic instability, limited
resources for management decision-making.

Presentation of the main research material. During the study, it is worth noting that strategic
planning at the enterprise is defined as an organized process of strategic decision-making, the main contents
of which is to compare own capabilities with the opportunities and threats of the external environment on
the basis of the analysis of marketing information. The complexity of the problems arising in connection
with this, determines the feasibility of using a systematic approach combined with the ideology of marketing
as a conceptual framework for management in the market [2].

.Marketing concept of the management strategic planning enterprise activity
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of marketing marketing

Information marketing Analytical marketing
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Fig. 1. The structure marketing concept of the management strategic planning enterprise activity*
*Source: modified and compiled by the author based on the analysis of [1-2, 5-7]
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In our opinion, the marketing orientation of activity of the enterprise should be considered based on the
following elements:

1) Ideology. Marketing orientation is perceived as an important part of the value system of the
enterprise, as a base for the formation of vision, mission, goals, strategies, understanding of the necessity of
market orientation as a prerequisite for effective performance.

2) Goal. The most important aspect of marketing orientation is the presences of marketing objectives in
the overall system determine the goals of the enterprise: market share, consumer preferences, level of
satisfaction, level of consolidation and increase customer loyalty, improvement of image.

3) Information. The company must have a reliable source of market information, relevant databases,
means of rapid dissemination of this information, including through informal procedures in decision-
making.

4) Organization. The orientation of the management system on marketing, in particular, the high status
of leaders and organizations responsible for marketing activities.

5) Process. Market orientation in the processes of planning, control, incentives. A special role is played
by features of the decision-making process (strategic and operational).

6) Tools. For the enterprise focused on marketing, characterized by intensive and diverse use of
marketing strategies and activities in the area of commaodity, price, marketing and communication policies.

Note that the marketing orientation in the strategic planning of the enterprise activities should be
implemented based on the proposed marketing concept (see fig.1.), which consists in adapting and applying
tested methods (tools) of marketing for the purpose of establishing and conducting a strategic planning
process in UKkrainian enterprises.

Therefore, the use of system approach in strategic planning, in the final version, allows the solution of
several special tasks as such : assess the adequacy of actions of the enterprise its external environments;
formation and realization of the potential which based on aggregate resources of various kinds, who capable
of solving the main tasks of the enterprise taking into account the real conditions of the external
environment; the definition on the meta-system level the realization the function of determining the goals
enterprise.
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Fig. 2. Conceptual scheme of the management of strategic planning of enterprise*
*Source: modified and compiled by the author based on the analysis of [5-7, 9].

Except to determining the structure of marketing concept of the management strategic planning
enterprise activity, we proposed the conceptual scheme of the management of strategic planning of
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enterprise, allowing you to guide the research process when making decisions in the direction of maximum
compliance of the dynamics of external environment (see fig.2.).

In our opinion, the marketing concept of the management of strategic planning enterprise activity is
able to implement the objectives of the enterprise based on the analysis of the structure and schemes
managerial and financial decisions that will include the following stages:

1) Conduct of a description of the desired state (goals) of the enterprise, its description is implemented
by defining desired values of main characteristics (indicators) of an enterprise: profit, market share, number
of employees, productivity, profitability, the list of promising lines of business and other quantitative and
qualitative characteristics.

2) Establishment of the main objectives of the enterprise. Large company has a lot of important goals
and objectives, which have to able some degree of control over their implementation. Because the main goal
of the company and also other her components is : product strategy, operational objectives, the achievement
of which is controlled by explicitly stated indicators. The main goal is formulated as a compromise between
the desires of owners and requirements of the marketing image of the company.

3) Conduct strategic analysis. Its most important components are market research of products
enterprise, as well as the analyses internal situation in the enterprise. The main task of strategic analysis in
planning is determining the competitive position of the enterprise in the markets of its products.

4) Development strategy. In the fourth stage to realized development strategic planning and transition
plan from current state to the desired. Strategy can be considered as a link between the company's goals and
line of conduct, chosen to achieve them.

5) Implementation of the strategy. Operational activities in accordance with the subdivision plans.

6) Marketing control. In the process of implementation of strategic plans the department of marketing is
responsible for marketing control — process of continuous comparisons of results with objectives that are
achieved by the firm and, if necessary, will realize develop the actions which adjust he, given the current
situation at the market. Moreover, the level of correction may be subject to the enterprise strategy and goals.

Marketing control plays the role of feedback, which stabilizes the entire system, in this case, the
strategic planning process and implementation of strategic plans.

Before the development of the strategy on the basis of the achievement of strategic objectives, it is
necessary to assess the readiness of the enterprise to work in conditions of inevitable strategic changes.

In parallel with the research components of the marketing concept of the management strategic
planning enterprise activity should propose a set of methods for determining the strategic level enterprise
based on a preliminary assessment of the readiness of the management of the enterprise to work in
conditions of strategic planning [5]. In our opinion, the strategic level of enterprises is based on
characteristics, namely:
the planning of activities, taking into account changes in the external environment;
development of the complex strategies program and assessment of the market;
the desire and goal of the owners of the company mutually consistent and documented;
real mechanisms for the identification and localization of problems;
implementation of a complex higher competitiveness;
the adaptability of the enterprise to solve existing problems;
the organizational distribution of strategic and operational management;
orientation the management system on realization the strategic objectives of the enterprise;
forming and use organizational structure for the intra-corporate consultancy;
the use of external (third-party) consultants;
continuous awareness of staff regarding long-term goals and plans;
availability full-fledged company's department of marketing;
high level of corporate culture.

The level of he manifestation in the activities of the company is proposed to estimate using the Delphi
method. However, without loss of unity, this can lead to number of typical cases of violation of the balance
of goals and in case of absence of a defined strategic level of enterprise will be to leads to organization
problems.
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Considering the above characteristics of strategic enterprise-level, in the study we proposed to
allocate 8 areas, which can be implemented using of the management of strategic planning enterprise
activity based on the marketing concept, namely:

o The share of the market. Market stability of the enterprise is not determined by market share, she
must correspond to the level of production capacity of enterprise. In addition, is important target market
segmentation : while maintaining a nominal market share, it is advisable to focus on high-profit segments.

¢ Innovation — identifying new ways of doing business. The main requirement for investment
activities by the enterprise - she must have long-term prospects at the market.

e Productivity. The company can set goals at the level of business results: increase productivity,
reduce costs.

e Resources — needed to achieve goals (financial, material, human resources, marketing, branding).
The company can increase resources for development and ensure competitive sustainability in the market.

¢ Income (profit) — often the declared purpose. Profitability in the short term can be in contradiction
with the profitability in the long term.

e Managerial aspects of quality management. Is the basis for long-term success of the enterprise.

e Staff — job functions and work attitudes, including the level of corporate culture, measures of
motivation.

e Social responsibility — the obligation of business to contribute to the welfare of society.

Note that strategic planning more related with development of the enterprise, which to requires a wider
information horizon than for current activities. In addition, for effective development of enterprise necessary
of better analytical capacity and adequately assess the impact of opportunities and threats. The lack of such
analytical support for the marketing concept of the management strategic planning enterprise activity is a
serious problem, as strategic decisions must be made on the basis of reliable and timely analytical
information.

As the basis of systemic organization of information and analytical support of the marketing concept of
the management strategic planning enterprise activity it is advisable to use an analytical function of
marketing. Since the analytical function of marketing allows you to efficiently coordinate information and
analytical work of the entire enterprise ideologically (assessing the level of compliance with sentences of the
enterprise market demands), organizational (within the marketing division as a unified information center)
and methodologically (including the general information direction of marketers) [6].

In the study justified methodical approach to setting up a marketing information system for the solution
of analytical tasks for strategic planning. Thus, significantly expanded the possibility of using analytical
functions of marketing that improves the quality of the strategic planning process.

It should be noted that the features of information-analytical support process management of the
strategic planning based on the marketing concept is reflected in the proposed by us model of a marketing
information system of enterprise (hereinafter — MMISE). Structure MMISE (see fig. 3.) must have meet of
the system management of enterprise with considering specific external and internal information flows.

In the framework of the description of subsystems of the processing and analysis of information
discusses of the following operations: structuring, compression, aggregation, presentation in visual form,
statistical processing, a consistency check, evaluation of completeness, the search of dependencies, the
extension and testing of hypotheses, prediction of future conditions and events [5,11].

In addition, the main feature of strategic decision-making under tight time and budget constraints is a
necessity to conduct qualified professionals to intuitively-logic analysis of problems with a qualitative or
quantitative assessment of expert judgment.

Therefore, MMISE is one of the main elements marketing concept of the management of strategic
planning enterprise activity that provides verified and accurate information for effective implementation her
results in practice, complementing proposed by us structure, scheme and stages.
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Fig. 3. Model of marketing information system of enterprise*
*Source: modified and compiled by the author based on the analysis of [3, 10-11]

Conclusions from the research. Therefore, formation of the marketing concept of the management
strategic planning enterprise activity is a comprehensive, long-term process by which the entity identifies
the desired results of activities in the market and builds its effective marketing strategy, which will be
realized in practical activities together with ensuring effective process of internal management.
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