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Takl BJACTUBI JJIsl CIOXKHMBaydiB MOJIOKA Ta MOJIOYHUX TMPOJIYKTIB
MOBE/IIHKOB1 O3HAKHU:

— YCBIJJOMJICHOTO CIIOKMBAHHS, 110 BKJIIOYA€ MOTPeOy KyMiBIl s
JTUTAYOTO XapuyyBaHHS, 3HUXKEHHS TNOMUTY JJisi OCi0 CTapIioro BiKY,
00€3)KMpPEHI MOJIOYHI TMPOAYKTH Ta POCIMHHE MOJIOKO JJIs JIHOJIeH
MOXUJIOTO 1 CTApEyoro BIKY;

— MPEMIaII30BAHOTO CIOXKUBAHHS JJIsI 0C10 3 BUCOKOIO KYI1BEJIHHOIO
CIIPOMO>KHICTIO Ta MOMUTOM Ha J0OPOTY IMIIOPTHY MOJIOUHY MPOYKIIiIO;

— CMAaKOBOTO CIIO)KMBaHHSI JJig JIIOJEH, K1 KYMYIOTh MOJIOYHY
MPOAYKIIIIO 3a CMAKOBUMHU IMOKa3HUKaMU Ha 0a3api y HE3HAHOMUX, SIK
MIPaBUJI0, BUPOOHHUKIB JIOMOTOCIIOJAPCTB;

— HaTypaJbHOTO Ta EKOJOTIYHOTO CIIOKMBAHHS IS 0ci0, sKi
KYIYyIOTb CEpTU(PIKOBaHY €KOJIOTIUHY Ta A2 MOJOYHY MPOAYKIIIO Yy
TOPTrOBENbHIN Mepexi, a00 HaTypaJibHy Yy 3HAHOMHUX TOBApOBHUPOOHMKIB
CUIbCBKUX JOMOI'OCIIOJIapCTB.

BcTanoBiieHo, 110 y MiCTaX JOMOTOCIOJApCTBA 3 HU3BKUM pIBHEM
JIOXO/I1B CIIO’KABAIOTh MEHIIIE MOJIOYHO1 MPOAYKIIIT, HIK
JOMOTOCHOIAPCTBA 3 BUCOKMUM PIBHEM JOXOJIB. Y  CUIBCBKUX
JIOMOTOCTIOIAPCTBAX CIOXKUBAIOTH O1IbIIE MOJIOKA 1 MOJIOYHUX MPOYKTIB,
HDK Yy MicTax. EJacTUYHICTh CIHOXXHUBAHHS MOJOKa Ta MOJOYHUX
MPOAYKTIB y JIOMOTOCHOJAPCTB 3 HWKYMMM jAoxojamu Buina. [Iporte 3
MIJBUIIICHHS PIiBHS JOXOJIB HAacCEJIEHHS 3MIHIOE CMaKd, 3MEHIIYeE
CIIOKMBAHHA MOJIOYHUX MPOJAYKTIB 1 30UIbIIYE IHIINX, KOPHUCHUX
MPOIYKTIB XapuyBaHHS.
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MARKETING MANAGEMENT AS ATOOL TO AFFECT
BUSINESS PERFORMANCE

Marketing management is one of the most crucial tools for affecting
business performance. Management permeates all spheres of society.
Moreover, every organization has a strong interest in effective marketing
management and finding a qualitatively new approach to organizing
activities from the standpoint of implementing marketing imperatives for
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strategic growth. The variability and unpredictability of external influences
require rapid adaptation in the business environment and expert use of
administrative levers in the marketing management process. This process
Is based on the analyzing the market opportunities, planning the marketing
complex, and developing marketing strategies. The overall objective of
marketing management is to achieve a sense of satisfaction for all involved
parties. In order to accomplish this, it is necessary to analyze the market,
organize, plan, and implement tasks, and ensure motivation, control, and
monitoring of the implementation of marketing activities in the plane of
managerial decision-making.

It is obvious that marketing management occurs when an
organization’s management system is based on marketing principles. It is a
customer-oriented approach, where the marketing and management
systems combine all efforts to meet the needs of the exchange participants.
Instead of viewing marketing and management separately, marketing
management considers them as complementary concepts that form a much
broader understanding of the process of managing marketing activities.

When examining existing business models, one should take into
account the differences between the model where marketing is viewed as
only one of the management functions, and another model (modern, new
one), where marketing affects the entire system of managerial decision-
making. Furthermore, within the framework of market relations, marketing
IS now recognized as a separate link in the management system, which led
to its identification as an object of organizational management. These
processes resulted in the integration of marketing and management, which
was the impetus for introducing the concept of “marketing management”
(“marketing-management”, “market management”) into scientific
terminology. From the practical point of view, this served as the basis for a
qualitatively new approach to managing business processes.

Common definitions of marketing management are the following: an
innovative approach to enterprise management in the face of changing
internal and external environments to achieve structured goals according to
the strategic goal, which adheres to the ethical standards accepted in
society and allows to achieve optimal performance, taking into account
economic and social effects [1]; a systematic interaction based on the
marketing of all functional units of the enterprise for quick response to
changes in the external environment and obtaining socioeconomic effect
[2]; a logically constructed management system, which is the main type of
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management system intended to achieve business goals and meet the needs
of the target market and accomplish its objectives, or purposeful
coordination and formation of all business activities related to market
activities at the enterprise level, at the level of the market and society as a
whole, all of which are grounded on marketing principles [3].

The formation of the marketing management paradigm in its current
form occurred due to the strengthening of the role of marketing as an
effective tool for the strategic management of business processes, which
ensures the organization’s effective strategic orientation and identifies its
place in the competitive market. Marketing management is primarily a
management-type system. The marketing management process involves
the implementation of specific procedures aimed at managing the demand
of target consumers and systematically meeting their needs and, on this
basis, ensuring the organization’s development according to the
established strategic imperatives.

Today, marketing management should be viewed as an economic
instrument that helps a business entity determine its course of
development, manage the growth process, ensure the implementation of
tactical and strategic marketing principles, establish a market orientation,
and coordinate the activities of all structural units to accomplish structured
development goals and objectives.

Thus, in a competitive setting, marketing management is a
determining factor in the functioning of an organization, ensuring its
economic interests and shaping the strategic growth imperatives. That is,
marketing management has gradually acquired the status of an
indispensable component of business development. Its functional
complexity is due to the fact that managerial decisions are subject to
constant market fluctuations and are impacted by a variety of economic,
political, psychological, social, and other factors, which requires adherence
to a structured marketing management process.
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®OPMYBAHHSI AHTUKPU30BOI MAPKETHUHI OBOI
CTPATETI'II HIANTPUEMCTB

AHTUKpU30Ba MapKETHMHTOBA CTpATErisi € BHU3HAYAJIBbHOI N[00
pO3pO0JIEHHS, BOPOBAHKEHHSI 1 3aCTOCYBAaHHS y MPOLECI YHpPaBIIHHS
BUPOOHUYO0-30yTOBOIO JISUTBHICTIO HIANPUEMCTBA, OCKUIBKH 3a CKJIQJHUX
yMOB (PYHKIIIOHyBaHHSI BOHa 3a0e3leuye HeOoOXiTHY e(pEeKTUBHICTD,
pEHTA0EIBHICTD 1 MaTepiAJIbHY 3aIliKaBJICHICTh Y pe3yJbTaTax Mpaiii.

VYemimHa  rocrnogapchKo-KOMEpIiiiHa — IsUTBHICTh — MIJNPUEMCTBA
HEMOXJIUBa 0€3 (opMyBaHHS AaHTHUKPU30BOI MapKETHMHIOBOI CTpaTerii
MINPUEMCTBA, 1O 3a0e3neuye e€(PEeKTUBHE YIPABIIHHS BUPOOHUYOKO 1
30yTOBOIO JisUIbHICTIO. BupimansHuMm (HakTopoM TaKoro YCIIXy €
po3poOka 1 peamizalisi  PUHKOBO-OPIEHTOBAHOI  AHTUKPU30BOI
MAapKETUHIOBOI CTpaTerii, 0 3MOXKE aAanTyBaTH MiANPUEMCTBA 10 3MIH
30BHIIHBOTO  cepenoBumia.  YiTko  chopMoBaHa  aHTHUKPHU30Ba
MapKETUHIOBA CTpaTeris MiAMPUEMCTBA 11€ MOCTIJOBHICTh MEBHUX €TaIliB
yhpaBiiHHS (TJIaHYBaHHSA, PO3B’SI3aHHA MPOOJEM, IMMOCTAHOBKHU I[IJICH)
BUPOOHUYOIO 1 30yTOBOIO MAISUIBHICTIO MIANPUEMCTBA, LI0 JIONOMArae
po3BuBatH ioro Oi3Hec [1-5].

EdextuBHO copMoBaHa aHTUKPU30BAa MAPKETHHIOBA CTpaTeris
MOYKe JIOTIOMOT'TH TiIpUeMCTRBY [1-5]:

— cpopMyBaTU TEPCHEKTUBHI HAMNPSIMU PO3BUTKY BUPOOHUYOI 1
30yTOBOI JISUTLHOCTI Ta BU3HAYUTH, SKUM IIUISIM 1 BUJAM JISUIBHOCT1 CHiJT
BiIaTH npioputeT. Lle Moxke mpu3BecTH 10 MiABUIICHHS NPOIYyKTUBHOCTI
Ta pe3yJIbTaTIB;
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