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The article is devoted to studying the theoretical and applied features of the enterprise's marketing activity
and the search for ways to improve it. As a result of the retrospective analysis of the existing approaches to the
interpretation of the concept of "marketing management”, the paper synthesized the key and most significant of them
and outlined their main characteristics in market conditions. The research proposed to form a management system
for interaction with regular and potential customers to improve the management system of the enterprise's marketing
activities. Moreover, the article proposed to speed up communications within the enterprise and the speed of making
managerial decisions regarding marketing activities, which will contribute to the qualitative reorganization of the
enterprise's marketing system. The main interrelated elements of the enterprise's marketing information system are
defined, which are aimed at ensuring all directions and functional areas of the enterprise's activity. As a research
result the study developed a theoretical model of management of the company's marketing tools, which is designed
to contribute to the improvement of the marketing activity management system by increasing the effectiveness of
marketing communications at the company.
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CratTa npucBsiyeHa LOC/iKEHHIO TEOPETUKO-NPUKIAAHNX 0COBNMBOCTEN MapKeTUHIOBOT AiSNIbHOCTI Nignpu-
EMCTBA Ta MOLUYKY LU/IAXIB i1 YAOCKOHANEHHS. Y fOCMILKEHHI MPOBEAEHO TEOPETUYHUIA aHaui3 Cy4yaCHUX MigX0A4iB A0
TPaKTYBaHHSA MOHATb «YNPaB/liHHS MapPKETUHIOM», «MapPKETUHIOBE YNPaB/iHHSA», «MapPKETUHIOBUIA MEHEMKMEHT»
L7151 YTOYHEHHSI CYTi Ta TEOPETMYHOIO 3MICTY OKPEC/IEHOT0 BUAY Aisi/IbHOCTI MiANpMeEMCTBA. B pesynbtati npoBeaeHo-
0 PETPOCMNEKTUBHOMO aHaUlidy ICHYHUMX NiAXOAIB [0 TSYMAYEHHS NMOHATTA «ynpas/iHHA MapKETUHIOM» CUHTE30Ba-
HO K/1t04OBI Ta HaliBaroMiLLi i3 HUX, OKPEC/IEHO iXHi OCHOBHI XapakTepUCTVKN B PUHKOBMX yMOBax. O6rpyHTOBaHO, LU0
YAOCKOHa/IEHHA MapKeTUHIOBOT AiSiNIbHOCTI NignpueMcTBa nepegbadae HanarofKeHHss CUCTEMU B3aEMOAT i3 KIieH-
Tamu Ta 3anponoHOBaHO COPMyBaTV CUCTEMY YNpaB/iHHA B3aEMOZIEI0 i3 MOCTIMHUMYI Ta NOTEHLIAHNMM KIEHTaMM
NS YAOCKOHA/IEHHS! CUCTEMMW YNPaBiHHSA MapKETUHIOBOK AISNBHICTIO NignpruemcTea. Po3po6ieHO TpbOXpiBHEBY
cMcTeMy ynpaB/liHHS B3aEMO/IEH0 i3 KNnieHTamu nignpueMcTBa. JoBeAeHo, WO HanarofkeHHs1 3a3Ha4eHoi cucTemMu
Ta (hopMyBaHHS CUCTEMU NiIABULLEHHS PIBHS TX N0ABHOCTI | YTPUMYBaHHA CNpUSTAME NiABULWEHHIO e(PEKTUBHOCTI
He TifIbKM MapKETVUHIOBOI AiANIbHOCTI, @ i eCpeKTUBHOCTI AiIbHOCTI NigNpMeEMCTBa 3arasioM. 3anponoHoBaHo cucTe-
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My 3ax0giB, SKi C/ig, BTINIOBATU Ha MOCTIMHIl OCHOBI 334151 NiABULLEHHS PiBHS JTOSNIBHOCTI KNiEHTIB. BogHouac, 3a-
MPONOHOBAHO NPULLBUALLNTIA KOMYHIiKaL,i BcepeanHi NiANpMeEMCTBA Ta LUBUAKICTb NPUAHSATTS YNPaB/IiHCbKMX PilleHb
LL|0/10 MaPKETMHIOBOI Ais/IbHOCTI, LLIO CBOED YEPTOK, CNPUATMME SKICHI peopraHisaLlii MapKeTUHIOBOT CUCTEMM Nif-
NPUEMCTBA. BU3HAYEHO OCHOBHI B3aEMOMOB’sI3aHi €1eMEHTV MapKeTMHIoBOI IHhopMaLiiHOT cucTeMu NiaNPUEMCTBA,
AKi CNPsSAMOBaHi Ha 3a6e3neyeHHs ycix HanpaMIiB Ta DyHKLioOHaIbHUX cdiep AISNbHOCTI NignpuemcTaa. Po3pobneHo
TEOPETNYHY MOZE b YNpPaBiHHA MapPKETUHIOBUMU IHCTPYMEHTaMM NigNPUEMCTBA, SiKa NOKMKaHa CNpUSTU YA0CKO-
Ha/IEHHIO CUCTEMM YMPaB/iHHA MAaPKETUHTOBO AiS/IBHICTIO 3@ paxyHOK NiABULLEHHST e(DEKTUBHOCTI MapKETUHIOBMX
KOMyHiKaLiil Ha nignpremMcTsi. Mogenb nepefbayae B3aeMO3B'I30K ABOX LMKAIB YNpPaBAiHHA: CTpaTeriyHoro i one-
paTuBHOro. MponoHoBaHa MOAENb MOK/IMKaHa MiaABULWMTU e(DEKTUBHICTb MAaPKETUHIOBOT AisiNIbHOCTI NignpueMcTBa

B Cy4YaCHMX ymMOBax.

KntouoBi crioBa: MapKeTVHI, MapKeTUHIOBA AisNIbHICTb, eDEKTUBHICTb, KMIEHT, MAPKETUHIOBMWIA IHCTPYMEHT.

Problem statement. Achieving the efficiency
of any modern enterprise, which operates
in conditions of intense competition, and a
significant number of risks and threats, seems
impossible without the use of market tools —
marketing and marketing management. The use
of such a tool makes it possible to effectively
monitor the market environment, the situation,
the main prospects and threats in the market.
Such activity allows ensuring the process of
making balanced and rational management
decisions, which is the key to the development
of the enterprise.

Despite the fairly widespread of marketing as a
science and as a practical activity, the active use
of the main principles and tools of marketing by
entrepreneurs, there is no unity among scientists
regarding the interpretation of the theoretical
content and essence of this activity. Moreover,
the search for ways to improve the company's
marketing activity requires increased attention.
Accordingly, the disclosure of the theoretical
content, essence and directions of improvement
of marketing activity in modern conditions
requires special attention and is relevant.

Literature review. Numerous scientists
were engaged in the research of the theoretical
and applied aspects of the organization
and improvement of the marketing activity
of the enterprise. In particular, the main
modern concepts of marketing and marketing
management at the enterprise were analyzed
and characterized [3], which made it possible
to compare the advantages and disadvantages
of modern concepts and the algorithm for their
implementation at the enterprise. The scientists
also characterized the theoretical content and
essence of marketing activity management
at the enterprise [7], which made it possible
to single out the mechanism of managing
the marketing activity of the enterprise and
characterize its components. Moreover, the
researchers characterized the economic
essence of the enterprise's marketing activity

[10]. Management of the marketing activities of
the enterprise is aimed at the formation of its
competitive advantages, which has been proven
by scientists [8]. Accordingly, such advantages
are a component of the successful development
of the enterprise and form resources for the
functioning of the economic security system of
the enterprise, the study of such relationships has
become the subject of scientific investigations by
scientists [13].

The peculiarities of the marketing policy of
distribution and sales were studied by scientists
[1], as a result of which the main components
of the marketing policy of distribution and
sales were singled out, which allows for the
improvement of such a process at the enterprise.
The researchers analyzed the main types of
risks for the marketing activity of the enterprise
[4], as well as the peculiarities of marketing
risk management [9], as a result of which a
mechanism of risk management was proposed,
which will contribute to their prevention and
countermeasures. Scientists did not ignore the
problems of organizing marketing activities in
the example of industrial enterprises [2] and
the peculiarities of managing the company's
marketing system and, in general, the
peculiarities of modern marketing management
[12]. Accordingly, scientific intelligence was
directed to the study of directions for improving
the management system of the enterprise's
marketing activities [5] and the organization
of effective communication in the enterprise's
marketing system [11]. Moreover, scientists
studied modern approaches to evaluating
the effectiveness of marketing activities of an
enterprise [6] and approaches to evaluating the
effectiveness of the use of marketing tools of
enterprises [14], as aresult of which paper formed
a mechanism for evaluating the effectiveness of
marketing activities of an enterprise.

Highlighting previously unresolved
problems. Despite the large amount of scientific
research, not all aspects of marketing activity
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and its effectiveness have been researched
and thoroughly analyzed. The modern concept
of marketing emphasizes the consumer, who
is center of marketing management, and the
awareness of his needs. Accordingly, the
direction of improving marketing activities due
to interaction with customers and the use of
modern marketing tools, which determined the
choice of the research topic and its relevance,
remains poorly researched.

Aims and objectives. The purpose of the work
is to study the theoretical and methodological
foundations of improving the management
system of the enterprise's marketing activities
through interaction with clients and the use of
modern marketing tools.

To achieve the goal of the research, several
tasks were formed: to carry out a theoretical
analysis of the essence of the concept of
managing the marketing activities of the
enterprise; implement the theoretical structuring
of the process of managing the marketing
activities of the enterprise; develop ways to
improve the management of the company's
marketing activities through interaction with
customers and the use of modern marketing
tools.

Results. Modern market conditions require
an understanding and justification of laws and
the peculiarities of their functioning. Note that
the terms "marketing management”, "marketing
management”, "marketing management”, etc.
are quite widespread in the scientific thesaurus.
The etymology of these terms allows us to
perceive them as relatively non-homogeneous,
as those that involve their specific combination
in the process of synthesis of scientific
categories — management and marketing [7].
According to this approach to perception,
only the primacy or priority of one or another
term is decisive. For example, using the term
"marketing management" management is
decisive and dominant, while using the term
"marketing management" the main emphasis is
on marketing and marketing activities.

Therefore, based on the results of the
theoretical analysis, it can be stated that the
above terms are essentially synonyms and do
not have clear distinguishing features. Therefore,
within the scope of our research, we will consider
these terms identical in meaning and use them
as synonyms.

Having conducted a retrospective analysis
of existing approaches to the interpretation
of the concept of marketing management, we
can synthesize the main and most important

of them, which reflect certain characteristics
of the enterprise's activity in market conditions
[1; 3; 10]:

— marketing management is the analysis,
planning, phased implementation and monitoring
of the implementation status of programs
aimed at forming, maintaining and expanding
relationships with consumers by target
categories; accordingly, marketing management
is directly interconnected and depends on the
regulation of demand and relationships with
consumers of the target market;

— activities aimed at effective impleme-
ntation of marketing goals;

— ensuring effective and intensive move-
ment of goods in the production-consumption
system.

Improving the marketing activity of the
enterprise involves establishing a system of
interaction with customers. It is believed that
working with regular and loyal customers for
the enterprise is a very priority and important
matter that is subject to the competence of the
marketing sphere. Accordingly, the formation of a
consumer base for the enterprise is an important
area of activity. After all, the customer base of
the enterprise is a non-random collection of the
firm's consumers and clients, and an element
of the company's resource system, especially
its intangible component, which ensures the
economic usefulness of the company's activities,
contributes to its profit and increases its market
value. To improve the management system of the
enterprise's marketing activities, it is proposed to
form a management system for interaction with
regular and potential customers. The need of a
three-level management system for interaction
with the firm's clients has been established.
Such a model should include:

— amanagement system for the processes
of attracting the company's customers to
permanent cooperation;

— the management system for providing
customer service to the enterprise;

— a management system for retaining
customers and increasing their loyalty (Fig. 1).

The establishment of such a system of
interaction with clients and the formation of a
system for increasing the level of their loyalty
and retention will contribute to increasing the
efficiency of not only marketing activities but also
the efficiency of the enterprise in general. After
all, according to the results of separate studies,
increasing the level of customer retention by
5% can lead to an increase in sales volumes
and profitability at the level of 25-35% or more.
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Figure 1. The model of enterprise’'s customer interaction management

Moreover, the range of the company's products
is intended for highly specialized enterprises,
which can easily become regular customers of
the company. In addition, to work with clients
to increase their loyalty level, it is necessary to
perform the proposed set of measures on an
ongoing basis:

— determination of consumer expectations
from product quality and logistical characteristics
of its transportation (different types of surveys
and questionnaires are used to implement the
plan) [5];

— obtaining information about the level
of satisfaction with the received products
(questionnaires, and social networks are used to
implement the idea) [11];

— regular analysis of the received
information provided for in the previous points
(work of the marketing department) [9];

— assessment of consumer satisfaction
with the loyalty program.

Projected measures for the enterprise,
provided they are successfully implemented,
will have a significant impact on customer
loyalty. Such measures will contribute to
identifying the level of customer satisfaction and
their  potential  expectations from the
enterprise. An important aspect of such a
reorganization of the enterprise's marketing
activities is the need to speed up communications
within the enterprise and the speed of
management decision-making regarding
marketing activities.

It was established that the marketing
information system of the enterprise is a list of
interrelated elements:

— information system;

— accounting and control system;

—  reporting system;

— asystem of requirements.

The listed subsystems are aimed at ensuring
alldirections and functional areas of the enterprise
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and contribute to the receipt of various types of
data obtained from the external environment.

Let's proceed to the formation of a theoretical
model of management of the company's
marketing tools (Fig. 2). This model is designed
to contribute to the improvement of the marketing
activity management system by increasing the
effectiveness of marketing communications at
the enterprise.

In the proposed model, the control subsystem
is given in the form of a relationship between two
control cycles: strategic and operational. Each of
which has a different level of management.

Conclusions. Based on the results of the
analysis, ways to improve the management of the

company's marketing activities were developed.

Such proposals are:

— formation of a management model for
interaction with enterprise customers;

— improvement of the theoretical model of
management of marketing tools.

The use of the theoretical and applied findings
of the article will help increase the effectiveness
of marketing activities and is recommended
for implementation in the activities of domestic
enterprises.

The prospect of further research is the study
of new ways of interacting with customers,
modern marketing tools and their impact on the
effectiveness of marketing activities.
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Figure 2. The model of enterprise's marketing tools management
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