Bunyck 3-2 (52) 2019

EKOHOMIKA TA YNPABJIIHHA NMIgNPUEMCTBAMA

VJIK 338

Tolpezhnikova Tetyana,

Candidate of Economic Sciences,

Senior Lecturer at Department of Management

of Foreign Economic and Innovation Activities,
Donetsk State University of Management, Mariupol

Balashov Maksim,
Postgraduate Student,
Donetsk State University of Management, Mariupol

Lavrentiev Andriy,
Student,
Donetsk State University of Management, Mariupol

Toane:xuikona T.I'.,

KaHIUIaT EKOHOMIYHUX HayYK,

JIOTICHT Kadenapu MEHEHKMEHTY
30BHIITHHOEKOHOMIYHOI Ta IHHOBAL[IMHOI JiJIBHOCTI,
Jloneyvkutl OepoicasHull yHieepcumem YnpaeiiHHs

bamamos M.I.,
acmipaHT,
Jloneyvkutl OepoicasHuti yHigepcumem YnpaeiiHts

JlaBpeHTBhEB A.A.,
CTYJICHT,
Jloneyvbkuti OeporcasHuti yHigepcumem YnpaeiiHHs

BASES OF FORMATION OF THE CONCEPT OF INTEGRATED MARKETING

Tolpezhnikova Tetyana, Balashov Maksim, Lavrentiev Andriy. Bases of Formation of the Concept of Inte-
grated Marketing. The principles of forming the strategy of the business entity are changing in line with the growth
of the requirements of the environment. The author’s approaches to the disclosure of the content of industrial marketing
were summarize in the article, where it is determined that marketing activities in the management system of an indus-
trial enterprise should be considered as a resource for the development of the aggregate potential of a business entity
that provides the function of forecasting, implementing, maintaining, and monitoring optimal management decisions.
On this basis, the marketing activity of an industrial enterprise is a resource integrated into the system activity of the
enterprise, which not only determines the possibility of coordinating activities within the enterprise in accordance with
the external environment but creates the ability of the enterprise to form an environment based on integrated marketing.
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ToanexnikoBa T.I., bamamos M.I., J/lappentbeB A.A. 3acaau ¢popMyBaHHA KOHIeNii iHTErpoBaHOro
MapKeTHHTY. 3acaau (popMyBaHHs CTpaTerii AiIbHOCTI TOCHOAAPIOI0YOr0 Cy0’€KTY 3MiHIOIOThCS BIIIOBIIHO A0
3pOCTaHHS BUMOT' OTOUYFOYOT'O CEpEelOBHINA. Y CTATTI y3arajlbHEHHI aBTOPCHKI MIAXOAU IIOI0 PO3KPUTTS 3MICTY
MIPOMHCIIOBOTO MapKETHHTY, /Ie BU3HAYAETHCS, 1110 MAPKETHHIOBA JISUTbHICTD B CUCTEMI YIIPABIIiHHS TPOMUCIOBHM
MIIPUEMCTBOM CJTIJT PO3TIISAATH K PECYPC PO3BUTKY CYKYITHOTO MOTEHITIATY Cy0’ €KTY TOCIIOIapChKOT MisSUTBHOCTI,
SIKMH 3a0e3meuye (PyHKIiI0 TPOrHO3YBaHHs, peatizallii, 3a0e3MeueHHs Ta KOHTPOIIO ONTUMAIBHUX YIPABIIHCHKUX
pimens. Po3poOka cTparerii mpoMHICIOBOT0 MApKETUHTY PO3TOUYNHAETHCS 3 BUBUCHHS POMHUCIIOBOTO TIOKYTII (pe-
apHOro a00 MOTEHLINHOrO) 1 Horo crenudiyHuX NoTped B 001aCTi iSNIBHOCTI IPOMHUCIOBOTO HiAnpuemcTBa. Came
3aJI0BOJICHHS HOTpe6 CHIO)KMBAYa CTA€ y IEHTP1 KOHIETIIIT iHTerpOBaHoro MapKeTHHTY. MapKeTHHTOBA JTisUTbHICTh
IIPOMHUCIIOBOTO Hl)Z[HpI/IeMCTBa € 1HTerOBaHI/IM y cHCTeMHY JUSUIBHICTB HlILle/IeMCTBa pecypcom, SIKHi He TUIBKH
BH3HAYA€ MOXKIIUBICTD KOOpI[I/IHaI_Ill JISUTBHOCTI BCEPEIUHI i IIPUEMCTBA Y BIIIOBITHOCTI 10 30BHIITHBOTO CEepeo-
BUINA, a GOpMye€ 31aTHICTD MiANPHEMCTBA (POPMYBATH OTOUCHHS HA 3aCaAaX IHTETPOBAHOTO MapKeTHHTY. KoHremnis
IPYHTYETHCSL HA MApKETHHTOBIN TisUTBHOCTI, sIKa TiCHO IOB’s13aHa 3 MEPEXO0IOM 10 HOBOI yIIPABIIHCHKOI MapaInT-
MU, MiJ] KO0 PO3YyMI€ThCS CHCTEMa TMOTIISAIIB, M0 CKIAJAETHCS Y BIAXOAl BiJl IEPBICHOTO YSBICHHS PO TE, IO
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YCHIX TANMPUEMCTBA BU3HAYAETHLCS JIUIIIE PAlliOHATLHIMHA MapKETHHTOBUMH 3yCHIUIIMHU BHUpOOHUKA. BimMiHHOO
O3HAKOIO TpOoIlecy peanisaiii (BUKOHAHHS) CTpaTerii € Te, 10 BiH Ma€ AyaJiCTUYHHUX XapakTep: 3 OMHOro OOKY Iie
Oe3rnocepe/Hs peatizailis, a 3 IHIIOro CTBOPEHHs 0a3uCy JIJIs pealtizallii cTparerii Ta TOCSITHEHHS TOCIOAAPIOI0YUM
Cy0’eKTOM BH3HaueHHX wLinel. OCHOBOIO AaHOi CTparerii MOBUHHO OyTH MPOAKTHBHUI MeXaHi3M (OpMyBaHHS
IHTErPOBAHOTO MApPKETHHTY — MPOIEC PO3POOKH Ta MPAKTHYHOI peaizaiii KOMIUICKCHHX 3aXOJIiB CIPSIMOBAHHX
Ha JOCSITHEHHS pe3y/bTaTy NpH B3aeMoJii mapTHepiB. HoBa ympaBiiHChKa CTparerisi po3misjae MiANPUEMCTBO SIK
BIJIKPUTY CHCTEMY, OPIEHTOBaHY Ha 30BHIIIHE CEPEIOBHIINE. YCIIITHA FOCMOAApChKa JisITbHICTD MiANPHEMCTBA Y
BUPILIATBHIN Mipi 3aJICKUTH BiJl 34aTHOCTI BPaXOBYBAaTH MOXKJIMBOCTI KITI€HTA, 110 BUHUKAIOTh Y H10r0 30BHIIIHEOMY
CCpPEOBHIII, i BAKOPHCTOBYBATH IX 3 MAKCHMAIEHUM S()EKTOM.

Ki11040Bi cj10Ba: MapKeTHHT, CTpATeTisl, IHTErpalbHUIl MAPKETHUHT, IPOAKTUBHE YIPABIIiHHSA, CUCTEMa MCHEX-
MEHTY, IIPOMICIIOBE ITiATIPHEMCTBO.

Tonnexunkosa T.I., banamos M.HU., lappentbeB A.A. IIpuHuuns: (popMHUPOBAHNS KOHLECIIIHHE HHTETPHPO-
BAHHOI0 MapKeTHHra. [ I[puHIumbI GopMUpPOBAHUS CTPATETHH IS TEIIBHOCTH X03SHCTBYIOIIET0 CyObeKTa H3MEHSIOTCS
B COOTBETCTBUU C POCTOM TpeOOBaHUIA OKpyxarolel cpeipl. B crarbe 000011eHbI aBTOPCKHIE TOAXO/bI K PACKPBITHIO
COZIEep KaHUs IIPOMBIIIEHHOTO MApKETUHI A, [I€ OIPECISETCs], YTO MAPKETUHIOBAs JEATEIbHOCTD B CUCTEME YIIpaBJle-
HHS TIPOMBIIUIEHHBIM TIPEINPUATHEM CIIEAyeT PacCMaTpUBaTh KaK PECypC pa3BUTHs COBOKYITHOTO MOTEHIMANA CyOb-
eKTa XO3SIMCTBEHHOH AEATeIHHOCTH, KOTOPBIi 00ecTiedrnBaeT (pyHKIMIO IPOTHO3UPOBAHNS, pEaTH3alliy, 00eCIIeeHNS
U KOHTPOJISI ONITUMAJIbHBIX YIPABIEHYECKUX peleHuid. HMcxons n3 3Toro, MapKeTHHIoBasi JeATEIbHOCTb IPOMBIIIIIECH-
HOT'O MPEIIPUATHUS SBIISETCS UHTETPUPOBAHHBIM B CUCTEMHYIO IEATENBbHOCTD MPENNPHATHS PECYPCOM, KOTOPBIH He
TOJIBKO OIIPEJEIISIET BO3MOXKHOCTD KOOPANHALIUY IS TENBHOCTH BHY TP IPEIIIPUATHS B COOTBETCTBUM C BHELIHEH Cpe-

JI0H, a CO3aeT CIIOCOOHOCTH MPEANIPUSTHS (POPMUPOBATH OKPYKEHHIE HA OCHOBE HHTETPHPOBAHHOTO MAPKETHHTA.
Ki1ro4eBble c10Ba: MapKeTHUHT, CTPATErHs, HHTETPAIbHBIA MapKETHHI, IPOAKTUBHOE YIIPABICHUE, CUCTEMA Me-

HEHKMEHTA, IPOMBIIIJIEHHOC MTPEATIPUATHE.

Problem statement. Modern conditions for the func-
tioning of industrial enterprises are increasingly in need of
new approaches to the use and manage available resources,
both internal and external. Management processes of busi-
ness entities are becoming more relevant to achieve maxi-
mum efficiency of operation and strategic activity, and cur-
rent business processes of the present time are inextricably
linked with the marketing activities of the enterprise, its
tactics and strategy. Marketing activity is not sufficiently
involved in the activity of modern industrial enterprises,
which does not allow fully using all reserves of the industry.

Analysis of recent research and publications. A sig-
nificant contribution to the development of the paradigm
of the strategy for enterprises is the systematic research of
domestic and foreign scientists — T. Ambler, M. Belopol-
skii, P. Kotler, R. Fatkhutdinova, and others. The systematic
studies of functional marketing are devoted to the works of
O. Azaryan, [. Ansoff, M. Portera, D. Lehmann [1; 2; 3; 5-8].

The aim of the article. Explore the formation of the
concept of integrated marketing in the activity of the indus-
trial enterprise in order to improve the development strategy.

Presentation of the main research material. Formation
of the mechanism of the marketing strategy of an industrial
enterprise requires the formation of a more thorough concept
of integrated marketing with the definition of components of
this concept, which will enable to approach the goal of the
study systematically and in a comprehensive substantiate the
theoretical and methodological principles of the formation of
the conceptual approach of integrated marketing strategy.

The basis of most modern marketing concepts is the
understanding of market demand and its dynamics at all
levels of production. Moreover, one of the goals of mar-
keting is to identify unsatisfied customer queries to target
production to meet these queries. The marketing complex
submits all production processes to meet the needs of enter-
prises-consumers in the required volume, both quantitative
and qualitative. At the current stage, marketing orientation

towards modern market trends and norms is very relevant,
which in its turn should not contradict the effective devel-
opment and operation of the business entity.

The development of an industrial marketing strat-
egy begins with the study of the industrial buyer (real or
potential) and its specific needs in the field of the industrial
enterprise [7].

Marketing concepts are the main approaches, defini-
tions, goals, principles, and methods of marketing-ori-
ented, market-oriented [3; 7]. Thus, there are five main
approaches to organizing marketing activities that reflect
the various stages of marketing development. The structure
of the concept of marketing establishes its main compo-
nents and allows you to conduct a comparative analysis of
each of the concepts considered on the following elements:
a hypothesis about the behaviour of customers in a specific
target market; conditions for the success of entrepreneurial
activity; conclusions for the organization of entrepreneur-
ial activity; sources of danger or risk [4; 5]. Accordingly,
general marketing concepts are distinguished (Fig. 1).

The focus of the concept of improving production is the
production process itself. As for the behaviour of buyers,
they prefer a cheap or easily accessible product. However,
there is a risk that is associated with the risk of serious
sales problems with a steady increase in production rates if
the same strategy is followed by major competitors. A seri-
ous risk factor should be considered the limited marketing
approach itself, the feasibility of which can be justified in a
fairly narrow range of economic services [3; 4; 8].

Thus, this concept is effective only when the market is
saturated, and then it becomes irrelevant and in the absence
of a shortage by the presence of goods on sale, you will not
be surprised by the consumer, therefore, another concept
comes in place, and the buyer is already beginning to worry
about the product itself, its quality, its form and content.

The concept of product improvement — argues that con-
sumers will be inclined to products that have the highest
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Concept of production
improvement

Claims that consumers
prefer manufacturers
with widely available
and affordable

products.

The concept of product
improvement

It assumes that consumers
prefer products with high
quality and reliable
performance
characteristics.

A

Concept of intensification
of commercial efforts

Claims that consumers will
not buy enough goods in the
company unless they make
significant efforts in the
field of promotion and sales.

A

Satisfy the needs of the consumer

A 4

Concept of marketing

It is based on the assertion that the
key to achieving the goals of the
company is to identify the needs of
consumers and meet these needs more
efficient than competitors' methods.

A\ 4

Concept of social and ethical
marketing

In addition to the interests of the
company and individual consumers,
it takes into account the interests of
society as a whole.

Fig. 1. Marketing Concepts

Source: [6, p. 81]

quality, best performance, specifications, and functional-
ity. The company should focus its efforts on the continuous
improvement of the product. Based on the above, we can
conclude that the centre of analysis and attention of market
participants and manufacturers is the product. With regard
to the characteristics of the behaviour of consumers, they
prefer products with increased quality, better performance
properties and characteristics; the buyer makes his choice
by the ratio of quality and price of the goods and compari-
son of these parameters with similar products of the com-
petitor companies; the price is not a limiting and paramount
factor in the purchase. The main conditions for the success
of this concept are that consumers have information about
consumer properties of the product, are oriented towards
the quality, and are ready to pay for it. But at the same time,
the manufacturer must revise the product in terms of quality
and operational-functional capabilities, without stopping on
the results achieved and constantly improve it [2; 7].

The concept of the intensification of commercial efforts
(the concept of sales) — is based on the fact that consum-
ers will not buy enough goods if the company does not
make significant efforts in the field of sales and promo-
tion. The focus is on the sales process. The formation and
development of this concept in marketing activities take
the view that in order to ensure effective production and
marketing activities, it is necessary to carry out appropriate
work to raise consumer awareness of the product because
he himself refers to him passively. Thus, the key to suc-
cess is to increase the level of professionalism and pro-

fessionalism of the sales staff. However, aggressive sales
policies can cause a negative reaction from consumers or
public organizations whose purpose is to protect consum-
ers’ rights. Thus, this concept is effective only at a specific
moment, and then it begins to operate against itself and
against the manufacturer [2; 8].

The concept of pure marketing is the key to achieving
the goals of the company to identify the needs of target mar-
kets and to provide the desired satisfaction more efficient
and productive than a competitor, a tool [2]. In the centre
of attention and analysis is the consumer with his problems,
needs, and desires. In these conditions, the buyer has the
opportunity to choose a product with the aim of obtaining the
maximum useful satisfaction from its consumption. Thus,
the main goal of an enterprise that works in accordance with
the principles of the concept of clean marketing is to better
meet the different needs of each individual consumer group
individually, which increases the requirements for the pro-
cedure and methods for conducting integrated marketing
research. When an enterprise operates under such condi-
tions, it is necessary to remember that positive results will
be manifested through the appearance of repeated purchases
and the provision of market expansion. However, this con-
cept is not ideal, its application significantly increases the
amount of information that is needed to develop and adopt
effective management decisions, which increases the com-
plexity of the decision-making process itself and increases
the risk and size of the damage caused by actions due to
incorrect interpretation of incoming data [1; 7; 8].
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The concept of social and ethical marketing — argues
that the task of the company is to meet the needs and
interests of target markets and provide the desired satisfac-
tion of a more efficient and productive means than com-
petitors [2]. The concept of social and ethical marketing is
a consequence of the development of the concept of clean
marketing. In the centre of attention and analysis is the
consumer, which simultaneously expresses the interests of
society as a whole. All activity of the company is based
on the balance of three factors: profit of the enterprise;
needs of real and potential consumers; satisfaction of the
interests of society as a whole. The focus of this concept
over the long term extends the composition of the criteria
for assessing the enterprise. Such additional criteria may
include support for the desired authority of the enterprise,
increased popularity of brand credibility, participation in
the implementation of the most important public and state
programs, and the expansion of foreign economic relations.

The concept is based on marketing activities, which is
closely linked to the transition to a new management para-
digm, which refers to the system of views, which is in the
departure of the initial idea that the success of an enterprise
is determined only by the rational marketing efforts of the
manufacturer [4; 5; 7].

The basis of this strategy should be a proactive mecha-
nism for the formation of integrated marketing — the pro-
cess of development and practical implementation of com-
prehensive measures aimed at achieving results with the
interaction of partners.

The new management strategy considers an enterprise
as an open system oriented to the external environment.
Successful business activity of the company depends cru-
cially on the ability to take into account the client’s oppor-
tunities arising in its external environment and to use them
with maximum effect [3; 8].

The main idea of this strategy is the mutual agreement
and achievement of the goals and interests of partner com-
panies, which can lead to increase its competitive advan-
tages and increase the efficiency in their activities.

This, in the first place, is due to the fact that, in modern
conditions, the cooperation of efforts will lead to the differ-
entiation of marketing activities of an industrial enterprise,
and thus, it has the following advantages: the enterprise-
consumers, when acquiring goods or services, make a
rational decision, which is based on the desire to obtain the
maximum benefit from the fact that on the basis of the part-
nership relations of individual business entities, the buyer
receives a finished project for the implementation of their
marketing product in which the manufacturing enterprise
is involved. It allows minimizing marketing expenses of
the buyer-company, which only produces finished products
with higher added value, increases the level of income from
sales for the enterprise of the producer (due to higher prices
for the sale of these products), the establishment in the mar-
ket for industrial products of additional guarantees for the
end-user, as it is guaranteed not only by the manufacturer
but also by the supplier of the manufacturer. All this allows
us to be sure of the high standards of the product, as losing
the consumer is unacceptable for several business entities.

The implementation of such a conceptual approach is
not possible without recognition of partnership; therefore, the
policy of integrated marketing management should be carried
out in accordance with the chosen strategy, which provides:

— integrated marketing management policy is based on
a generalized integrated marketing strategy b-2-b-2-b;

— the policy of managing the market of consumer sales
is based on a proactive strategic marketing strategy;

— the policy of managing the traditional marketing
market is based on the reactive tactical marketing strategy.

To find an integrated partner, you need to use proac-
tive search tools and task-solving tools. In turn, to carry
out marketing efforts in traditional markets, it is enough
to improve traditional approaches, thus saving resources.
At the stage of implementing the strategy, the key is the
moment of taking into account and preparing the conditions
for a successful implementation of the strategy. That is, in
other words, implementation of the strategy is a complex
of actions aimed at creating such conditions (internal and
external) at the enterprise when the business entity is ready
for the strategy implementation.

A distinctive feature of the process of implementation
of the strategy is that it has a dualistic character: on the
one hand, it is a direct implementation, and on the other
hand, the creation of a basis for the implementation of
the strategy and achievement by the business entity of the
stated goals. A necessary and logical step is the assessment
and control of strategy implementation conducted under
strategic marketing management. Implementation of this
process provides an opportunity to receive feedback on
marketing activities in relation to the process of achiev-
ing the goals and objectives of the enterprise. The main
tasks of any control are as follows: the definition of what
and what indicators to check; assessment of the condition
of the controlled object in accordance with accepted stan-
dards, norms or other benchmarks;

In the case of controlling the implementation of strat-
egies, these tasks have certain specificity, due to the fact
that strategic control is focused on clarifying whether it
is possible to further implement the adopted strategy and
whether it will lead to its achievement. Adaptation to the
effects of strategic control can affect both the strategy
being implemented and the goals of the enterprise [6; 8].

Conclusion. The approach to the formation of a man-
agement system for the marketing activity of an industrial
enterprise, which involves the integration of elements of
complex marketing into the management functions of the
components of the industrial enterprise system on the basis
of integration and proactive management, and also forms
the conditions for the effective implementation of decisions
and actions that are formed within the marketing activities
of the industrial enterprises, is proposed in the article.

It is determined that the purpose of the subject of
system economic activity is to create a favourable envi-
ronment, which ensures its systematic development and
functioning in conditions of uncertainty of the environ-
ment and limited resources, and the integrated marketing
activity of the enterprise contributes to the achievement
of this goal.
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