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RESOURCES AND TECHNOLOGIES OF THE ENTERPRISE MARKETING
MANAGEMENT

Introduction. A key feature of the enterprise marketing management is the implementation of management
marketing concepts, ideas and approaches in all functional areas of business organization and enterprise
management. Marketing management of the enterprise is carried out through the use of resources and marketing
technologies.

The purpose of the article. The purpose of the article is to determine the nature, content and features of
the use of marketing resources and technologies in the enterprise marketing management.

Results. It is determined that marketing resources should be defined as the means of the enterprise, which
allow to form an effective system of creating ideas and goods or services, their pricing, promotion, distribution
and help to improve the image of the enterprise and consumer loyalty. Hence, marketing resources are a set of
interconnected and interdependent tools that are available and aimed at producing goods and services that have
value for consumers and are able to meet their needs at the best price and at the same time make a profit.

It is substantiated that marketing technologies should be considered in a broad sense as a set or model of
consistent marketing processes, techniques, actions and a system of scientific knowledge about them, while in a
narrower semantic aspect, as a set of marketing tools that are used in the marketing activity of the enterprise. In
modern conditions, effective operation of the enterprise involves active use of marketing resources, tools and
technologies aimed to achieve social and economic goals of its activities. Marketing tools combined in the
marketing technology enable to effectively address issues related to the development, distribution and
consumption of goods and services.

Conclusions. Marketing resources and technologies play an important role in the establishment, operation
and development of any enterprise. Their competent use enables to improve the level of the enterprise
management, increase the competitiveness of the enterprise and its products on the market. Effective market
activity and successful competition require that the management of enterprises have knowledge and
competencies for the optimal use of marketing resources and use technologies for marketing activities.

Keywords: marketing, management, marketing management, resources, technologies, tools, enterprise.

Hosrans IOpii,

KAHIUJAT eKOHOMIYHHX HAYK,

Kadeapa MapKeTUHTY Ta peKJIaMHu,

Binnnubkuii TopropeibHo-ekoHoMiunuii inctutyr KHTEY,
M. Binnuus

PECYPCH I TEXHOJIOT'TI MAPKETHHI OBOT'O YIIPABJITHHSI
MAnPUEMCTBOM

MapkeTrHroBe yIpaBliHHS MHiINPUEMCTBOM 3/IHCHIOEThCS 32 JOMOMOTOI0 BHKOPHCTaHHS pecypciB Ta
TEXHOJIOTiH MapKeTHHTY. Bu3HaueHo, MO0 Mg pecypcamMu MapKEeTHHTY HEOOXiTHO pO3yMiTH 3acobm
HIiANPUEMCTBA, SIKI JO3BOJSIIOTH COPMYBATH €(DEKTHBHY CHCTEMY CTBOPEHHS iJiel Ta ToBapiB abo mociyr, ix
IIHOYTBOPEHHS, MPOCYBaHHS, PO3IOALTY Ta CIPHUSAIOTH IMiABUIIEHHIO IMIDKY MiJNPHEMCTBA Ta JIOSUIBHOCTI
cnoxuBauiB. ToOTO pecypcamMum € MapKeTHHTY MEBHUII KOMIUIEKC B3a€EMOIIOB’S3aHMX Ta B3a€MO3aJICKHUX
3aco0iB, SIKi € B HasIBHOCTI Ta CHPSIMOBaHI Ha BUPOOHMIITBO CaMe THX TOBapiB Ta IOCIYT, sIKI MAIOTh I[IHHICTh
JUISL CIIOKMBAYiB Ta 3/1aTHI 33/I0BOJIBHATH IXHI ITOTPeOM 3a ONTUMAaJbHOI LIHM M OJHOYACHO IPU3BOIATH 10
OJlepKaHHS HiAIPUEMCTBOM NPUOYTKY.

OOTpyHTOBAaHO, IO MAapKETHHTOBI TEXHONOTii HEOOXigHO pO3IJIIATH B IIHPOKOMY pO3YyMiHHI, SK
KOMILIEKC 200 MOJeNTb OCHIIOBHUX MAPKETHHIOBHX IPOLIECiB, IPUIIOMIB, Ail Ta CHCTeMa HAYKOBHX 3HAHB PO
HUX, a B OUTBII BYy3bKOMY 3MICTOBOMY aCIIeKTi SIK CYKYITHICTh iHCTPYMEHTIB MapKETHHTY, SIKi 3aCTOCOBYIOTHCS B
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MapKeTHHIOBIH TNpPaKTULl JisUIbHOCTI MiANpHEMCTB. ICHye BenMKa KiIbKICTh PI3HOMAHITHUX TEXHOJIOTIH
MapKeTHHTYy, ajle BCi BOHHM pPO3pOOJEHI Ta BHKOPUCTOBYIOTHCS MiJNPHEMCTBAMHM 3 METOIO 3abe3ledeHHs
BUKOHAHHS I1'SITH OCHOBHMX (DYHKIil MapKeTHHTY: CETMEHTYBaHHs, TapreTyBaHHs (BUOOpPY LIILOBUX PUHKIB),
MO3HIIOHYBaHHA, aHAJi3y Ta MPOTHO3YBAHHS.

Pecypcu Ta TexHONOTIT MapKEeTHHTY BilirpaloOTh BaXKJIMBY POJb B CTBOPEHHI, QYHKI[IOHYBaHHI Ta PO3BUTKY
OyIp-KOTO MiANpHEMCTBA. |'paMOTHE IX BHUKOPHUCTAHHS JO3BOJISIE TIOKPAIIUTH PIiBEHb YIPABIiHHA
MiATIPHEMCTBOM, IIIBUIIATH KOHKYPEHTOCHPOMOXKHICTh TIANPUEMCTBA Ta HOTO TIPONYKTIiB Ha pPHHKY.
EdexTrBHA pUHKOBA AISUTBHICTE Ta YCIINIHE BeJACHHSI KOHKYPEHTHOI OOpPOTHOM MOTPEOYIOTh BiJ MEHEIKMEHTY
MiATIPHEMCTB BOJOMIHHA 3HAHHSAMH Ta KOMIICTCHIISIMH IIOAO ONTHMAaJIbHOTO BHKOPHCTAHHS pECYpCiB
MapKeTHHTY Ta 3aCTOCYBaHHS TEXHOJIOTIH 3/[IICHEHHSI MapKETHHIOBOI JisUTBHOCTI.

KoarouoBi ciioBa: MapkeTHHT, yIpaBIliHHS, MAPKETHHIOBE YIIPaBIiHHS, pECYPCH, TEXHOJIOTII, IHCTPYMEHTH,
HiPUEMCTBO.

Hosransb I0pui,

KaHIUAAT JKOHOMHYECKHX HAYK,

Kadeapa MapKeTHHIa U PEeKJIaMBbl,

Bunnuukuii ToproBo-skoHoMuveckuii nneruryr KHTJY,
r. Bunnuna

PECYPCbI U TEXHOJIOTUHN MAPKETUHI'OBOI'O YIIPABJIEHU S
HNPEANTIPUATHUEM

MapkeTHHIoBOE yIpaBlieHHE MPEANPHUITHEM OCYIIECTBIIETCS IMOCPEICTBOM HCIONB30BaHUS PECYpCOB U
TEXHOJOrUi MapkeruHra. OmpeneneHo, YTo IMOJ pecypcaMd MapKeTHHTa HEOOXOJMMO NOHMMAaTb CpENCTBa
MPEANPUATHS, KOTOPBIE MO3BOJLIIOT chOpMUpoBaTh 3(PPEKTUBHYIO CHCTEMY CO3[aHMSA HACH W TOBapOB WIH
yCIyr, HX II€HOOOpa3oBaHHE, TPOABIKEHHUE, PpACIpelelieHHe, CIOCOOCTBYIOT TIOBBIMICHUIO HMMHUIKA
NPEANpPUATHS W JIOSIIBHOCTH moTpedureneii. OOOCHOBaHO, YTO MAapKETHHIOBBIE TEXHOJOTMH HEOOXOIUMO
paccmarpuBaTh B IIMPOKOM CMBICIE, KaK KOMIUIEKC WJIH MOJETb IOCIEOBaTeIbHBIX MapKETHHTOBBIX
MPOLIECCOB, MMPUEMOB, ACHCTBUI U CHCTEMY HAay4YHBIX 3HAHHH O HHX, a B 00JIee y3KOM CMBICIIOBOM aCIEKTe Kak
COBOKYITHOCTh MHCTPYMEHTOB MapKETHHIa, KOTOpPhIE IMPUMEHSIIOTCS B MapKETHHIOBOM NMpakTUKE AESTEIbHOCTU
npeanpusTuil. D deKTUBHAS PHIHOYHASA JESITEIbHOCTh U YCIEIIHOE BeJeHHE KOHKYPEHTHONH OOphOBI TpeOyIoT
OT MEHEKMEHTa TNpPeINpUATHH BIaJCHUS 3HAHUAMU M KOMIICTCHILUSMH 10 ONTHMAJbHOMY HCIIOJIE30BaHMIO
pecypcoB MapKeTHHTa U MPUMEHEHHS TEXHOJIOTHH OCYIIECTBICHHUS MapKETUHTOBOH JAEATENbHOCTH.

KiroueBble cJI0Ba: MapKeTUHI, yNpaBlIeHHE, MapKeTHHIOBOE YIIPaBICHHE, PECYpPCHl, TEXHOJOTHHU,
WHCTPYMEHTBI, TIPEIIPHUSTHE.

Formulation of the problem. In modern market environment that is dynamically changing, the number of
market participants increases, competition intensifies, consumer demands for products increase, and therefore the
role of marketing in the enterprise management as an effective tool to meet consumer needs and market demands
increases significantly. In these conditions, only those companies that implement modern marketing concepts of
business organization and marketing approaches to enterprise management can compete successfully. This
actualizes the study of the use of resources and technologies of the enterprise marketing management.

Analysis of recent research and publications. Scientific works of such scientists as |. Ansoff,
H.L. Bahiiev, J. Boyett, A.V. Voichak, O.l. Gonchar, P. Dixon, P. Doyle, P. Drucker, S.M. lliashenko, F. Kotler,
J.-J. Lamben, M.A. Aucklander, T. Osenton, I.I. Polishchuk, M. Porter, B. Santo and others are devoted to the
study of various aspects of the problems of the enterprise marketing management. Despite the importance of the
existing scientific achievements, the essence and content of marketing resources and technologies, as well as the
issues of their selection and use in the process of marketing management of the enterprise remain insufficiently
researched.

The purpose and objectives of the study. The purpose of the article is to determine the nature, content
and features of the use of resources and technologies of the enterprise marketing management.

Presentation of the research material. Dynamic development and integration of Ukraine’s economy into
the world, globalization socio-economic trends increase competition in global and domestic markets, which
requires intensification of the market, business, innovation, investment and marketing activities of domestic
enterprises.

According to O.l. Gonchar and I.1. Polishchuk, today it is not enough for the management of enterprises to
carry out certain marketing activities, but it is necessary to focus on the integrated management of the processes
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of formation and development of marketing potential [1]. In our opinion, the authors are right to argue that
competitiveness, profitability, ability to solve socio-economic problems, implementation of requirements for
consumer values of goods and services, quality and innovation of products and achievement of strategic goals of
the enterprise in modern conditions are possible only through the marketing approach to management, i.e.
marketing management.

According to researches [2-5], the main approaches to understanding the essence and content of the
category “marketing management”, a key feature of which is identified as the implementation of marketing
concepts, ideas and approaches in all functional areas of business and enterprise management. The degree of
implementation of the marketing management concept depends on the understanding and perception of the
marketing enterprise by the top management at the following levels [6]:

1) marketing as a philosophical concept of enterprise management;

2) marketing as a system of organization and management of the enterprise;

3) marketing as a type of the enterprise activity.

The choice of the model of business organization and marketing management of the enterprise depends on
the level of perception of the marketing concept. Marketing models of business organization and marketing
management can be grouped into three main types.

The model of “production orientation” involves management of the enterprise on the basis of previously
created production facilities and technologies, as well as assumptions about the market need for products that
were previously produced with the help of existing production facilities and technologies. Under the conditions
of application of the model of “sales orientation” the company retains a previously formed production
orientation, but begins to partially use traditional marketing resources, technologies and management tools.
According to the model of “market orientation”, management of the enterprise is based on the needs and desires
of consumers, which are regarded as market opportunities. Under this model, the company tries to make the most
of traditional and innovative marketing resources and management technologies.

The choice of a model of the enterprise marketing management depends on many factors, one of the key
among which are marketing resources, opportunities and competencies of the enterprise for their
implementation, i.e. marketing potential of the enterprise. In the modern economic literature there are many
different definitions of the concept of “enterprise potential”, but in the broadest sense scientists [1; 7; 8] offer to
define the potential of the enterprise as the resources (funds, stocks, sources) of the enterprise, which are
available and which can be mobilized, put into action, used to achieve a certain goal, implement a plan, solve a
problem of the enterprise.

Potential of the enterprise has two key components:

- objective (production, land, technological, personnel, financial potential as well as fixed and current
assets);

- subjective (logistics, management, marketing potential and potential of the organizational structure).

General and marketing potentials of the enterprise include:

. Technical resources.

. Energy resources.

. Technological resources.

. Human resources.

. Spatial resources.

. Resources of the organizational structure of the management system.
. Information resources.

. Financial resources.

An indisputable approach in the process of forming and developing the overall potential of the enterprise is
the focus on market research as well as on the formation and management of marketing potential of the
enterprise [9]. Formation and implementation of the marketing potential of the enterprise through marketing
management significantly affect the effectiveness of the enterprise.

This influence is manifested in three main effective areas [9, p. 48]:

1) making a profit;

2) development of effective marketing concepts of goods and services;

3) the impact on the characteristics of consumer attitudes to the enterprise.

If the profit is the result of joint efforts of all departments in all areas of the enterprise, the effectiveness of
the second and third areas depends solely on the effective use of marketing resources and technologies of the
enterprise management.

In the modern scientific literature on the problems of marketing management, the terms “marketing
resources” or “marketing resources”, “marketing technologies” or “marketing technologies” are widely used.

Marketing resources are defined as the means of the enterprise, which enables to form an effective system
of creating ideas and goods or services, their pricing, promotion, distribution and help to improve the image of
the enterprise and consumer loyalty. Hence, marketing resources are a set of interconnected and interdependent
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tools that are available and aimed at producing those goods and/or services that have value for consumers and
are able to meet their needs and/or demands at the best price and at the same time lead to obtaining long-term
profit by the manufacturer or provider of relevant services. Marketing resources are classified as follows [10, p.
141]:

- material marketing resources (resources that can be identified in physical units): scientific and
methodological bases (borrowed knowledge and experience), special computer programs;

- intangible marketing resources (resources that are available, but they are intangible): development
strategies and programs for their implementation, a formed customer base of consumers and partners, the
portfolio of orders, market position, a formed image.

Marketing technologies are defined by scientists as a set or model of interconnected marketing entities,
management procedures, certain processes and their stages, clear in their sequence of operations, techniques and
actions aimed at achieving marketing goals; system of scientific knowledge on the formation of the relevant
stages, a list of specific operations, techniques and actions implemented by specialists in the field of marketing; a
set of social and managerial processes aimed at meeting the needs of consumers; methods that are aimed at the
successful operation of the enterprise in the market.

Thus, marketing technologies are considered in a broad sense as a set or model of consistent marketing
processes, techniques, actions and a system of scientific knowledge about them. In a narrower semantic aspect,
scientists focus on the subject of research and identify specific marketing technologies that have already formed
in theory and are used in the practice of marketing activities of enterprises.

Marketing technologies are considered from the following positions:

- theoretical position (special area of knowledge about the ways and procedures of optimization of
marketing processes in the conditions of growing interdependence, dynamics and restoration of social and
€conomic processes);

- methodical position (method of realization of marketing actions on the basis of separate marketing
procedures and operations with their further coordination and synchronization and a choice of optimum means,
tools and methods of their performance);

- management position (a method of managing marketing processes, which provides a system of their
reproduction in certain parameters of quality, properties, volume, integrity of activity, etc.).

Therefore, marketing technology is a set of measures, methods of action and decision-making, which
determines the activities of the enterprise aimed to manage its position in the market, select and achieve its main
goals by implementing management functions of planning, organizing, analyzing and monitoring market results,
investigation of its competitors and market situation.

It should be noted that the processes of using marketing resources and technologies consist of certain
sequences of interconnected stages, but these sequences are not always the same, because marketing combines
the elements of practice, science and art of marketing, i.e. creativity.

Before developing a marketing mix and choosing specific resources, tools and technologies of marketing,
the company must determine the overall competitive and marketing strategy. The process of forming a marketing
strategy logically begins with the analysis of external and internal environment of the enterprise on the basis of
information obtained as a result of marketing research and interpreted through the use of tools of the marketing
information system.

Formation of marketing strategies and tactics of the enterprise, the choice of resources and technologies of
marketing are to be carried out only after formation of the enterprise purposes in all spheres of its activity,
estimation of strategic alternatives and the choice of marketing strategies and tactics. It is mandatory to organize
feedback at the stages of analysis of strategic alternatives and implementation of technologies, tactics and
strategies. The stage of evaluation of results, control and motivation of technology implementation should not be
final, but act as an intermediate stage and source of information formation for subsequent steps in the continuous
process of formation and adjustment of marketing technologies, tactics and strategy of the enterprise.

There are many different marketing technologies, but they are all designed and used by the companies to
ensure five main functions of marketing: segmentation, targeting (selection of the target markets), positioning,
analysis and forecasting.

Traditional marketing resources and technologies are no longer as effective as they used to be. Therefore,
F. Kotler proposes to revise and supplement them, applying elements of new marketing approaches to business
management [11, p. 13-14], namely to focus on the values that exist throughout the whole life of consumers; to
evaluate of results both by marketing and financial indicators; to focus on the satisfaction of several groups of
stakeholders; to carry out on-going marketing management of the enterprise; to form brands due to the activities
of all divisions of the enterprise; to focus on consumer retention; to carry out value chain analysis.

The use of resources and marketing technologies should ensure the success of the enterprise due to higher
product quality; more complete customer service; lower prices; higher market share; mass production fort the
order; continuous product improvement; product innovation; dynamic growth of markets; exceeding of
consumer expectations.
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According to T. Ossenton, integrated use of tools of both mass and individual marketing are the main
factors of successful use of resources and technologies of marketing in the modern information economy. Thus,
the researcher identifies ten main marketing trends [12, p. 292-294]:

1. Decrease in the number of resellers in both traditional and interactive environments.

2. Increase in the number of manufacturers who directly sell their products with tools and technologies of e-
commerce, direct individual marketing, etc.

3. Increase in the number of partner companies for the joint sale of goods in the Internet.

4. Reduction of the number of printed trade catalogs, increase in the number of interactive catalogs.

5. Increase in the number of enterprises that resort to consumer authorization.

6. Higher attention to the protection of privacy not only on the Internet, but also in other means of
communication.

7. Increase in the number of marketers who practice marketing of the share of consumption.

8. Increase in the volume of collection and analysis of consumer information by electronic means.
Therefore, companies use the Internet for their own research, often through focus groups with consumers.
Moreover, the facts (what the consumer did or did not do) and explanations (why the consumer did or did not
do) are investigated.

9. Increase in the volume of electronic messages, continuous improvement of the quality and volume of
digital information.

10. Association of advertisers with information technology specialists in order to spread advertising in
places of the highest concentration of consumers.

Marketing researcher J. Boyet has identified five factors of success in the use of marketing resources and
technologies that cannot be provided within traditional marketing [13, p. 65]:

- more supply — less differentiation;

- more global — less local,

- more competition — more interaction;

- more interaction — less transactions;

- more comprehension and response — less situation “produced and sold”.

The use of marketing resources and technologies can increase management efficiency and contributes to:

- rational use and specialization of managerial work;

- constant control, which allows to detect, prevent and eliminate deviations at all stages of activity;

- determination and distribution of typical and creative management procedures;

- development of effective methods for solving management problems;

- adaptation of scientific methods and management tools.

Specific features of the use of marketing resources and technologies in the management of enterprises in
modern conditions [14] are as follows:

- development for specific purposes of the market activity of the enterprise;

- low guarantee of achieving the final result due to the contradictions and uniqueness of their object;

- individuality, which is associated with the fact that the development and implementation of specific
marketing technologies changes the system of formal and informal relations between people, restructures the
structure of rights and responsibilities, the relationship of real power at the enterprise;

- focus on strategic goals of the enterprise development;

- integration with the general management system;

- complexity;

- scientific validity;

- continuity and systematic updating;

- maintaining the dynamics of implementation;

- adaptability, etc.

It should be noted that the formation and implementation of management policy of the enterprise must be
carried out comprehensively and within the general competition policy, i.e. the choice of specific resources and
marketing technologies should be carried out in accordance with the overall strategy and tactics of enterprise
management.

Conclusions and prospects for further research. In modern conditions, effective operation of the
enterprise involves active use of marketing resources, tools and technologies to achieve social and economic
goals of its activities. Marketing tools combined in marketing technology enable to effectively address issues
related to the development, distribution and consumption of goods and services.

Marketing resources and technologies play an important role in the establishment, operation and
development of any enterprise. Their competent use enables to improve the level of the enterprise management,
increase competitiveness of the enterprise and its products on the market. Effective market activity and
successful competition require that the management of enterprises have knowledge and competencies for the
optimal use of marketing resources and use technologies for marketing activities.
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Further research is needed on the selection and practical use of marketing resources, tools and management
technologies, a rational combination of traditional marketing technologies with their advanced versions and the
latest advances in the field of information technologies, which will allow Ukrainian companies to increase the
level and efficiency of marketing management in modern business conditions.
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