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Problem statement. In the conditions of the modern dynamically developing economy, one of the
main tasks for the enterprises is the combination of buyers’ needs and own production capabilities. It is
possible to combine it by using means of business management’s marketing principles.

Analysis of the last researches and publications. Problems and approaches of the enterprise’s
marketing activity development were investigated in works by many Ukrainian and foreign scientists, among
them: Herasymchuk V., Kardash V., Balabanova L., and Bryndina O; Ansoff I., Bozhkova V.V.,
Harkavenko S. S., Illiashenko S.M., Kovtun O.I., Kotler F., Lambin J. J., Porter M., Strickland A.,
Thompson A. and others.

The purpose of article is synthesis of the existing approaches to determination of economic
marketing principles of business management essence by means of general economic analysis and
justification of an author's position.

Nowadays, every business, first and foremost, is focused on maximizing its profits. In order to achieve
this, it is necessary to work effectively and quickly to adapt to the unstable conditions of the marketing
environment in the chosen market.

The control of the enterprise marketing activity itself allows to identify problems in a timely manner
and evaluate the company’s effectiveness to further marketing strategy improvement.

Balabanova L.V. defines the marketing control as the process of measuring and evaluating the results
of the marketing strategies and plans’ implementation, the implementation of corrective actions that ensure
the achievement of marketing goals. Marketing activity control, by its definition, is a periodic,
comprehensive, objective and conducted in a certain sequence of checking the enterprise’s marketing activity
and the correspondence of marketing strategies with external conditions, during which the problems that the
enterprise faces are identified. [1, p. 551]

As a result of this review, a plan of action to improve the efficiency of the entire marketing system of
the enterprise is created.

Verification of marketing activities should be systematic, consistent, covering all marketing operations
and, if possible, carried out by independent experts to ensure objectivity.

Control of the enterprise’s marketing activities is divided into four stages:

— goals and standards;

— identification of valid values of indicators;

— comparison;

— analysis of comparison results.

Marketing control should identify problems and deviations, adjust the activity of the enterprise in
order to solve existing problems in a timely manner.

Kotler F. distinguishes four types of control of marketing activities: strategic control, tactical control
(annual plans), efficiency control, operational control of profitability (Table 1. Types of marketing control)
[2, p. 156].
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Table 1
Types of marketing control [2,3]
Types of control Performer Goal Methods
Strategic control Senior managers, | Find out if your | - evaluation of

marketing effectiveness;
- marketing audit;

- reviewing the
marketing quality;
- review the

enterprise’s ethical and
social responsibility

Tactical control

Senior managers,
middle career managers

Find out if the planned
results are being
achieved

- sales analysis;

- market share analysis;
- comparison of costs
and sales;

- financial analysis;

- marketing evaluation

analysis
Performance Linear and Functional | Evaluate and improve | - sales staff;
monitoring Managers,  Marketing | cost-effectiveness and | - distribution;
Controller (Inspector) impact of marketing | - advertising

spend - sales promotion
Operational control of | Marketing  Controller | Determine what the | - products;
profitability (Inspector) businesses is striving for | - territories;

and where the money is | - buyers;

- market segments;
- distribution channels;
- order sizes

spent

Strategic marketing control is a regular review of compliance of objectives, strategies, programs and
other strategic marketing solutions and market opportunities available and predicted [10, p. 115].

The purpose of strategic control is to define the marketing efficiency in the use of the enterprise’s
existing capacity and identify the existing problems and new opportunities, as well as developing
recommendations for a comprehensive improvement of marketing activity efficiency of the enterprise.

While conducting strategic control of enterprise’s marketing activities, it is determined the correctness
of the goals and mission’s choice, compliance with the chosen market conditions strategy and the potential
realization of markets, consumers, products, and distribution channels [9, p. 59].

The first phase of strategic control implementation is the external environment conditions’ study
where the enterprise operates and identifies its trends and future aspects. The next step is reviewing the
established marketing objectives and determining how they correspond to existing environmental conditions.
The final step is the determination of the correspondence of the marketing activities’ basic elements that are
used in the adopted marketing program.

Part of the strategic control is a marketing audit of the enterprise’s activity.

Through marketing audit can be defined [7, p. 190]:

— what items of marketing plan are not implemented and for what reasons;

— whether the marketing goals and objectives are determined and their structure is developed;

— whether the marketing plan strategy takes into account changes on the market in the external
environment.

The task of marketing audit is to determine which points of the marketing plan are not being
implemented and for what reasons, whether the marketing goals and objectives have been correctly defined,
whether the structure of further marketing activities has been developed, whether the market situation
changes in the environment are taken into account in the marketing plan strategy.

The marketing audit provides an opportunity to develop proposals for adjusting existing marketing
plans and taking into account for future plans.

While preparing a marketing audit, the questions given in Table 2 should be answered.
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Table 2

Preparation of questions for marketing audit [4, 5]

Question

Options

Who will perform the audit?

—Specialist of the enterprise
Heads of departments or divisions
—External experts

How often is the audit performed? (Marketing
audits can be scheduled; unplanned; permanent)

— At the end of the calendar year
— At the end of the reporting period
— Annually at the scheduled times

What areas are being inspected?

—Audit is oriented to analyse one of the
marketing complex components

— A complete audit of the marketing system
condition

How to conduct the audit?

—Audit’s duration

—Audit’s form (documentary; in the form of
observations; in the form of surveys, analysis,
report)

—Emeployees’ information

—Final report preparation

During the fourth stage of the audit, the list of questions necessary for the control sphere’s study is
given and the types of information, sources of its receiption for evaluation of each of the areas to be audited
are indicated. The list of issues is called a marketing audit plan. The Marketing Audit Plan includes six

groups of questions (Table 3).

Table 3

Marketing Audit Plan [4]

Part I. Marketing environment audit

—macro environment;
— microenvironment

Part II. Marketing strategy audit

—activity program (mission) of the enterprise;
—set goals’ achievement terms;
— quality of the set goals’ realization

Part III. Marketing service organization
audit

with the existing conditions;

units and marketing services

—Compliance of the marketing service structure

— functional effectiveness of the marketing service;
— Collaboration’s effectiveness between functional

Part IV. Marketing complex components
audit

—goods policy;

— pricing policy;

sales policy;
communication policy

Part V. Marketing Performance audit

profitability analysis;
cost-effectiveness analysis

Part VI. Support marketing systems audit

—marketing information system;
— marketing planning system;
— marketing control system

The components of the marketing audit plan may vary depending on whether one of the marketing
components is audited or whether the overall marketing system in the enterprise is being fully audited.

Also an important part of strategic control of the enterprise marketing activity is marketing audit [11,
p.223]. It is an independent, comprehensive enterprise-wide study of the marketing environment, goals,
strategies, and activities to identify problems and hidden potential, as well as it is the development of an

action plan to improve marketing.

There are four characteristic features inherent in the marketing audit:
— coverage area of marketing indicators (it is necessary to consider all directions of the enterprise’s

marketing activity);
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— consistency (study of the macro- and micro- marketing environment, goals, strategies and
activities);

— independence (objectivity);

— frequency.

There are several ways to implement the marketing audit:

— self-audit;

— audit by higher organizations;

— audit involving independent groups or organizations.

In order to avoid bias and objectivity in the analysis, it is necessary to involve independent consultants
in conducting the marketing audit. Self-audit is often lacks of independence in its assessment.

Marketing audit provides answers to the following questions:

— How effective is the staff work?

— Where and how does the company "make its money"?

Does the company have the outlook of attracting new customers?

— How profitable are current agreements?

— If a company operates in several regions of the country, how much profitability does the company
have in each of them, for different consumer groups, sales channels, etc.?

— How effective are sales promotion measures?

— How effectively does the enterprise use its available resources?

Marketing audit is not only a test of the marketing department work, it provides an independent
assessment of the enterprise’s state as a whole, as well as the position on the market (comparatively to
competitors). As a result of the marketing audit conducting, the manager receives objective information
about the enterprise’s state, problematic zones, ways of solving the existing problems, algorithms of actions
in case of possible occurrence of such problems [10, p. 89].

The marketer uses the following elements of audit in his work:

— overall balance sheet evaluation (structure, liquidity, assets’ "quality", solvency, equity’s
dynamics);

— income statement analysis;

— cost structure analysis;

— building business timeline;

— profitability analysis;

— economic security and trading reliability operations evaluation;

— product groups’ efficiency evaluation;

— inventory movement evaluation;

— comparative evaluation of the warehouse and sales delivery, delivery-sale process rhythm.

Marketing audit consists of several stages [6, p. 259].

The first step is to evaluate the information security state (as the unified information-analytical system
functioning within the enterprise). It also examines the clients’ database state (the structure, the possibility of
its use for operational reporting and analysis work on sales), the management accounting and reporting
system’s state.

An important part of the information system is the analysis of:

— sales (for units, range, to clients, in regions, managers);

— the presence and movement of goods;

— business efficiency or systematic data on costs, revenues, profits and losses in terms of specific
goods and goods groups, functional departments and the company as a whole;

— competitors (lists and maps of major competitors by territory and their goods, information strategy,
price policies etc).

The second stage is planning, namely the level of strategic planning (business development plan of the
company), the state of operational planning (calendar plans of sales managers, heads of units), the use of
budgeting principles.

The third stage is SWOT analysis.

SWOT analysis is a strategic planning method that allows you to divide all factors and phenomena
into four categories: Strengths, Weaknesses, Opportunities, and Threats related to its implementation. [3]

This acronym can be presented visually in the Table 4.

Table 4
SWOT analysis matrix [8,9]
Positive impact Negative influence
Internal origin Strengths Weaknesses
External origin Opportunities Threats
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What makes SWOT analysis powerful for business is that it helps to open up new opportunities and
demonstrate the strengths of the enterprise. It also gives you an opportunity to understand the weaknesses of
the business and eliminate the threats that may arise.

The fourth stage is determination of the enterprise’s effectiveness, which largely depends on the work
of units that reflect and analyze the problems identified on the following issues:

- procurement;

- distribution;

- marketing;

- warehousing;

- distribution channels;

- logistics;

- accounting, finance.

Fifth stage is the study and analysis of the units’ interaction. Lack of clarity in the interaction causes
not only a large number of errors in customer service, but also inhibits information processes within the
company.

The result of the marketing audit is a description of the enterprise's marketing information system and
recommendations for the removal of identified internal maladjustments.

An additional result of the marketing audit is to identify the company's key business processes that
can form the basis of a company's competitive advantage.

Therefore, while conducting the strategic control of marketing activities, the enterprise is able to
identify its strengths and weaknesses. As the review focuses on well-defined goals, the results show whether
the chosen marketing strategy is effective and profitable.
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VK 65.011

Mokask M.B., kaHqumaT eKOHOMIYHUX Hayk, noreHT. lipka A.. Muponenko l.. TTontaBcbkmit
HaI[lOHATBHUN TeXHIUHUH yHiBepcuTeT iMeHi FOpis Konapartioka. QOco6uBOCTI Cy4acHOT0 CTPATErivYHOrO0
KOHTPOJII0 MAPKETHHIOBOI TiSILHOCTI MignpueMcTBa. Y CTAaTTi PO3TISLAAIOTHCS CydacHI MapKEeTHHTOBI
MPUHIUIK YIPaBIiHHS MINpUEMCTBOM. SIK BiloMo, MpUHIMIIKM e 0a3a 3HaHb MPO MPOIECH Ta SBUIIA.
CaMe Taki NPUHIMIHN MapKETHHTY, SK MeTa, IUIAHYBaHHS, CTpaTeris, OpraHizailis i KOHTPOJIb, Jal0Th
MPaBUIIBHUI HANIPSIMOK JIJIsl IOCATHEHHSI MaKCUMAITbHOI peHTa0enbHOCTI BUPOOHUIITBA TpoayKilii. CydacHUi
MapKETHHT € HABaYKIMBINIOK (DYHKIIIOHAIBLHOIO CPEPOI0 SITBHOCTI OYAb-SKOT0 MiAPHUEMCTBA, 3aBJaAHHSIM
SIKOT'O € 3B 30K HpoueciB MIANPUEMCTBA 31 CIIOKMBAaYyaMH 3 METOIO 3aJI0BOJICHHS MOTpeO croKuBaua i
OTPUMAHH5 anGyTKy MiATPHEMCTBOM. CDyHKun MapKETHHTY MOXKYTh OyTH Jly’e UIMPOKUMH, ajie BCi BOHH
BIJMIOBIIalOTh ONHIM 3 HaWBaXIMBIMMX I[Iell  mpuOyTKy 1 came ICHYBaHHIO MIANPHEMCTBA B
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JIOBI'OCTPOKOBIM mepcriekTuBl. MapkeTHHroBa ciiyk0a Ha IIIPUEMCTBI SK OCHOBY CBO€i MisIIBHOCTI
BUKOPUCTOBYE KOMIUIEKCHE BHBUCHHS PHHKY JUIS BUSBJICHHS PUHKOBOI CHUTYyaIlil, TMHAMIKH 1 CTPYKTYpH
MOIUTY, OI[IHIOBAaHHIO €MHOCTI PHHKY, KOHKYPEHTIB 1 BJIACHOIO CTaHOBHUINA HA PHHKY. Y CHIIIHO
opraHi3oBaHa i 3/jificHeHa po00Ta 3 MAPKETHHT'Y JIOIIOMAarae OlepaTHBHO i CBOEYACHO BUSBUTH U JIKBiyBaTH
HEJIONIIKK Y CTpaTerivyHoMy IUTaHyBaHHI, OpraHizallii Ta peamizailii KOMepLiiHOI JiSILHOCTI. YTIpaBIiHHS
MapKeTHHIOM I[I¢ HalBa)KJIWBIlIa CKJIaJ0oBa YacTWHA 3arajbHOi CHCTEMH YNPAaBIIHHS MiJIPHEMCTBOM.
HeMoXIMBO YSBUTH YCIIIHE MiANPHUEMCTBO, sike O po3BUBaNoOcS Oe3 3aCTOCYBaHHS MapKETHHTOBHX
NpUHIUITIB. TakuM YuHOM, TIpH PopMyBaHHI MAPKETHHTOBOT NISUTBHOCTI HA MIANPUEMCTBI CITiJ] BA3HAYUTH Ti
MPHHIUITH, 32 JONOMOIOI0 SIKHX Oyzne (opMyBaTHCS MapKETHHTOBA JISUTBHICTH, MpUTaMaHHA KOXKHOMY
oKkpeMoMmy TianpuemMctBy. [IpaBuibHE BHKOPHCTOBYBaHHS MApKETHHIOBUX NPUHIMIIB YIPaBIiHHS
JIOTIOMOYKE MIJANPUEMCTBY BHJKHUTH B )KOPCTKOMY KOHKYPEHTHOMY CEpEIOBHIIII.
Knwuoei cnosa: anainis, 6izHec-TuIaHyBaHHS, KOHKYPEHIisl, MAPKETHHT, BUPOOHUIITBO, CTPATETis.
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Mokliak M., PhD in Economics, Associate
Professor. Hyrka A.. Myronenko I.. Poltava National
Technical Yuri Kondratyuk University. Features of
modern strategic control of enterprise marketing
activity. The present article contains a study of the
contemporary principles of enterprise management. As
it is known, the principles are the basis of knowledge
about the processes and phenomena. These named
principles such as goal, planning, strategy, management,
and control give the correct direction to achieve the
maximum profitability of the product production.
Modern marketing today is the most important field of
activity of any enterprise which task is to bind the
processes of the enterprise and the customers with a
purpose of satisfying the customers’ needs and
receiving the profit by the enterprise. Marketing
functions can be very large, but they are subject to one
of the most important goals such as profit and the
existence of the enterprise in the long-term outlook.
Marketing service at the company as a basis for their
activities uses a complex market research to identify
market conditions, demand’s dynamics and structure,
market content evaluation, competitors and its own
position at the market. Successfully organized and done
work on the marketing helps to quickly detect and
eliminate the shortcomings in the strategic planning,
organization and implementation of commercial
activities. Marketing management is an essential
component part of the overall enterprise’s management
system. It is impossible to imagine a successful
enterprise that develops without application of
marketing principles. Thus, the formation of the
marketing activities of the enterprise should determine
the principles by which marketing activities inherent to
each individual enterprise will be formed. Proper use of
marketing management principles will help the
enterprise to survive in a tough competitive
environment.

Key words: analysis, business planning,
competition, marketing, production, strategy.
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Moxkask M.B., kaaauiaT 5JKOHOMUYECKUX HaYK,
noueHt. I'vipka A.. Mwuponenko MH.. IlonraBckuit
HAIMOHAJIBHBIH TEXHUYECKUH YHHBEPCUTET HMEHH
IOpus Kongpatioka. Oco0eHHOCTH COBPEMEHHOI0

CTPATErn4€CKroro YHpaBJeHUA MapKeTHHFOBOﬁ
NEeATCJIBbHOCTBIO npeanpusiTus. B CTaTheC
paccCMaTpuBarOTCA COBPECMCHHBIC MapKCTHUHI'OBBIC

MIPUHIMIEI yIIpaBieHus npeanpustueM. Kak n3BecTHo,
MIPUHIMUIIEL — 3TO 0a3a 3HAHMH O MPOIIECCax M SBICHUSX.
VIMeHHO Takue NPUHIUNBI MapKeTUHra, Kak IIefb,
IUTAHUPOBAaHME, CTPATerus, OpraHu3alus U KOHTPOJb,
JAIOT TpaBWIBHOE HANpaBl€HUE [UI1 JOCTHXKEHHS
MaKCHUMaJIbHOU peHTabenbHOCTH IIPOU3BOJICTBA
npoaykiud. COBpEeMEHHBIH  MapKETHHI  SIBIIsETCA
BaxkHeimel (yHKIMOHATBHON cdepoil nesTenbHOCTH
MO00ro mpennpusaThs, 3ajadell KOTOPOro SBISIETCS
CBSI3b MPOLECCOB TMPENPHUATUS M IOTpeOuTeneii c
LEIbIO YAOBJIETBOPEHHSI TOTPEOHOCTEH MOTPEOUTENS U
noiydeHuss OpuObUIM  mpexnpustheM.  DOyHKIUH
MapKeTHHTa MOTYT OBITh OYEHb NIMPOKHUMH, HO BCE OHU
MOAYMHEHBI O/IHOW M3 Ba)XKHEWIINX NeJel - NpHObUIH U
caMmoMy CYILIECTBOBAaHUIO TIPEIPUATHS B
JIONTOCPOYHOM TepcIieKTHBe. MapKeTHHroBasi ciyxoa
HAa OpeAnpUATHH B  KAuecTBE OCHOBBI  CBOEH
JIESITETBHOCTH  MCIIONB3YEeT KOMIUIEKCHOE H3Yy4eHHUE
PBIHKA IS BBIABJICHUS PHIHOYHOM CUTYaIM, JTUHAMUKU
U CTPYKTYpBl CIpOCa, OLEHKH €MKOCTH pBIHKA,
KOHKYPEHTOB M CBOEr0 COOCTBEHHOI'O IOJOXKEHHs Ha
pUHKE. YCHEUIHO OpraHM30BaHHAs W NpOJeNaHHas
pabora IO MapKETHHI'Y IIOMOraeT OINEpaTUBHO WU
CBOEBPEMEHHO BBIBUTH U JIMKBUIUPOBATH HEJOCTATKU
B CTpaTernyeckoM IUIAaHUPOBAaHUM, OpPTaHU3ALUN HU
peanu3anuu KOMMEpYECKOH JIEATETBHOCTH.
VYropaBneHue MapKeTHHIOM SBJSIETCS  BaskHeHIei
COCTaBJISIIOIIEH YacThIO OOLIel CHCTEMBI YIPaBJICHUS
npeanpustTueM. HeBo3MOXHO NpeAcTaBUTH YCIEIIHOE
MpEANpUsATHE, KOTOPOE pa3BUBAETCS 0e3 NpUMEHEHHs
MapKETHHTOBBIX IPUHIMIOB. TakuMm o0pa3oMm, TpH
(OpMUPOBaHUM MApPKETUHI'OBOW JIESITENHHOCTH Ha
NPEINpUATUN CIEAYeT OINpeNeNuTh T€ NPHUHLMUIBI, C
TIOMOIIBIO KOTOPBIX Oyner (bopMupoBaTthCs
MapKeTUHTOBasl JIEATeNbHOCTh, MPHUCYIIAs KaKIOMY
OTJEIEHOMY MIPEIIPUATHIO. [IpaBunsHOE
HCIONb30BaHUe MapKETUHT OBBIX MIPUHLIUIIOB
YIpaBJIE€HUs] TIOMOXET NPEANPHUITHI0 BBDKUTH B
KECTKOM KOHKYpPEHTHOU cperie.

Knrouegule cnoea: aHau3,
IUTAaHUPOBAHMUE, KOHKYpEeHIIH,
MIPOU3BOJCTBO, CTPATETHs.
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