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The article examines the modern conditions and
directions of development of marketing manage-
ment of entrepreneurial activity. It is proved that
in recent years, measures have been taken to
improve the functional organizational structure of
management and increase the efficiency of using
modern marketing management tools to ensure
a competitive advantage. The main evolutionary
stages of development and formation of market-
ing management are revealed. The essence of
the concept of “marketing management” is deter-
mined according to four conceptual approaches.
The main evolutionary stages of development
and formation of marketing management are
formulated. It has been established that the
organizational forms of marketing management
due to changes in the tasks and functions they
perform, the emergence of innovative methods
of economic management and the evolution
of the market have changed significantly. The
diagram of the evolution of marketing manage-
ment is presented. Five stages of the evolution of
organizational forms of marketing management
are allocated. It has been proven that market-
ing management allows the implementation of
all marketing activities to be coordinated with a
common management system, which makes
it possible to organically merge marketing and
management.

Key words: business activity, marketing man-
agement, economy, management mechanism,
organizational structure.

B cmambe paccMOmpeHbl  COBPEeMeHHbIe
YC/I0BUSA U Harnpas/eHuss passumusi Mapke-
MUH208020  MEHEeOXMeHma npeanpUHuma—

mesibekoli desimesibHocMU. [JokasaHo, Ymo 3a
rocsiedHue 200bl MPOBOOSMCST Meponpusimusi
M0 COBEPLIEHCMBOBaHUID  (hyHKUUOHA/TbHOU
opeaaHu3ayuUoHHoOU  CMPYKMypbl  yrpas/ieHusi
U rosbileHUs aghgheKmusHOCMU  UCO/Tb30-
BaHUsI COBPEMEHHbIX UHCMPYMEHMOB Mapke-
MUH208020 MeHedXMeHma 071 0becriedeHusi
KOHKYPEHMHO20 MpeumMywecmsa. Bbisia/ieHbl
OCHOBHbIE 3BO/TOYUOHHbIE 3Mmaribl Passumusi
U hopMUpOBaHUSI MapKemuH208020 MEHeO-
XmeHma. OrpedesieHa Cymb MOHIMUS «Mapke-
MUH208020 MEHEOXXMEHMA» M0 YeMbIPEM KOH-
yernmyasibHbIMU rodxodam. CghopmyupoBaHb!
OCHOBHbIE 3BO/IOYUOHHbIE 3Mmaribl passumusi
U ¢hopmupoBaHUsi MapKemuHa0B8020 MeHeo-
JKMeHma. YCmaHOoBs/IeHo, Ymo opeaHU3ayUoH-
Hble (hopMbl MaPKEMUH208020 MEHEOXMEHMA
Bcriedcmsue UsMeHeHusi 3adad U ghyHkyul,
KOMOpble OHU BbIMO/HSIOM, MOSIB/IEHUST UHHO-
BaYUOHHbIX MemoooB yrpasieHUsi 3KOHOMU-
yecKol 0esime/IbHOCMbIO U 3B0/IOYUST PbIHKA,
CywjecmseHHo  uaMeHusuck.  lpedcmasneHa
cxema  380/IIOLUU  MaPKemMUH208020 MeHeo-
XXMeHma. BbidesieHo nsimb amarios 980/1oyuuU
0p2aHU3ayYUOHHbIX  (hopM  MapKemuH208020
MeHedXMeHma. [JokasaHo, Ymo MapKemuHao-
BOe yripas/ieHue Mo380/Isiem coanacosams pea-
JIU3ayuro BCEX MapKemuHa08bIX Meporpusmull
¢ obwjeli cucmemoli yrpassieHusi, Ymo Oenaem
BO3MOXHbIM  Op2aHUYecKoe C/usiHUe Mapke-
MuHaa U MeHedXMeHma.

KntoueBble cnoBa: npedrnpuHuMamerbckast
0essimesibHoCMb,  MapKemuHa  MeHeOXMeHM,
9KOHOMUKA, MeXaHU3M yrnpas/ieHusi, opaaHu3a-
YUOHHas cmpykmypa.

Y cmammi po32/isiHymo cyyacHi yMOoBU ma HarnpsiMKU po3BUMKY ma BOOCKOHA/IEHHST MapKEMUH208020 YPas/IiHHS MOMPUEMHUULKO Oisi/TbHICMIO.
Jocnidxyemscs, Wo 8 oCmaHHi POKU BXUBAOMLCS 3aX00U Wj000 BOOCKOHa/IEHHST (DYHKUIOH&/TbHOI Op2aHi3ayitiHoi cmpykmypu ma nidBULEHHST eqhek-
MUBHOCMI CyHYacHUX IHCMpPYMeHMIB yrpas/liHHS MapKemuH20M, Wo 3abesrnedums KoMaHil KOHKypeHmHi nepesaau. [josedeHo, Wo 8 Cy4acHUX yMoBax
20/108HUM ¢hakmopoM € He BUPOBHUYUL ma HayKosul momeHyiasl nidnpueMcmsa, a MoX/iusocmi Uio2o npayisHUKiB y cghepi yrpas/iHHS MapKemuH-
20M. 3arnporoHOBaHO HaCMyrnHEe asmopPChbKe BUSHAYEHHST MOHSIMMS MapKemuH208020 MEHEOXMeHMY. MapkemuHeosul MEHEOXMEHM — ye YiaicHuUl
KOMIi/ieKc opaaHisauyiliHo-eKOHOMIYHUX, iHghopMauitiHUX i BUPOBGHUYUX 3ax0diB (Mpozpam), siki Harpas/ieHi Ha 00Csi2HeHHST ocmas/ieHuUx nepeo nionpu-
EMCMBOM PUHKOBUX Yi/1eli W/ISIXOM 3aCmMOoCyBaHHS1 8 MOEOHaHHI MapKemuHay MeHeoXMeHmY, Yrpas/iHCbKUX NpuHYUNis ma mMemoois Oisi/ibHOCMI 8 YCiX
naHKax riorpuemcmsa 07151 3abesreyeHHs1 CB0IM K/lieHmam MakCUMa/TbHOI CrioXuB4Ool 3a0080/1eHOCMI, 36epexeHHS i Mo/liMueHHS ix 006pobymy 8 mpusa-
7ili nepcrekmusi 3 ypaxysaHHsIM iHmMepecis ycb0o20 CyCri/ibemaa crocobamu 6i/ibW eqheKmMUBHUMU, HX Ue MOXyYMmb 3p06UmuU KOHKypeHmu. BusHayeHo
OCHOBHI eBo/MoYitiHI emartu po3suUMKy ma GhopMyBaHHS MapKemMUH20B8020 YNpPag/iHHSA. BusHaYeHHsi CymHOCmi MOHAMMS «MapKemuHaoB8ull MeHeoxX-
MeHmM» Yyomupma KOHYernmyasibHUMU rioxodamu BCMaHOB/HE, WO cucmeMa HayKoBUX 02/1510i8 Ha MapkemuH20B8Ul MEHEOXMEHM 5K eKOHOMIYHUU
cheHomeH Mae pi3Hull Mioxio ma iHmeprpemayio, ae BCi Yi BUSHa4YeHHST Maromb paso iCHyBamu ma BUKOpUCMOBYBamuchk y 0in08it npakmuyji. OpaaHi-
3ayiliHi hopMU MapKeMUH208020 MEHEOXXMEHMY, BHAC/IOOK 3MiHU 3aB0aHsb | GhyHKUU, siKi BOHU BUKOHYOMb, 3aB05IKU Nosi8i IHHOBaitHUX Memodis yrpas-
JiHHS1 20Cr00apChKOK0 Oisi/IbHICMIO MIOMPUEMCMBa, eB0/IoYisi PUHKY, 3Ha4HO 3MiHU/Iacs. Po3pobsieHo ma npedcmas/ieHo cxeMy esosmoyil yrpas/iHHs
MapKemuHeoM Ha mionpuemcmesi. ICHye n'smb emariig esontoyil opaaHisayiliHux ¢hopM yrpas/iHHS MapKemuH20M, MapKemuH208020 MeHeXMeHmY.
LosedeHo, wjo MapkemuH208Ul MEHEXMEHM 003B80/1SIE KOOPOUHYBamu 30ilICHEHHST BCIX MaPKEMUH208UX 3aX00i8 i3 3a2a/IbHOK0 CUCMEMOHO YrPas/iHHS
MGMPUEMCMBOM, WO POBUMb MOX/IUBUM Op2aHiyHe 3AUmmsi MapKemuHay ma MeHeOXMeHMY.

KntouoBi cnoBa: ridnpueMHuybka Oisi/IbHICMb, MapKemUH208UL MEHEOXXMeHM, EKOHOMIKA, MEXaHI3M Ynpag/liHHs, opaaHizayitiHa cmpykmypa.

Formulation of the problem. Anyone who
manages to master the skills of using modern
marketing management tools today will provide
his or her company with a significant competitive
advantage. It is no coincidence that overcoming
existing problems and the path to success in many
of the most successful companies began with the
invitation to senior management positions of new
professionals who were top managers in other
companies operating in unrelated industries and in
other markets, and who actually proved their worth,
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professionalism in the art of marketing management
activities. Global changes taking place in the world of
the 21st century have led to a change in values and
consumer orientation, increasing societal demands
to preserve and improve the natural and cultural
environment, which led to the formation of a new
socially responsible concept of market economy. The
rapid growth of new information technologies, the
rapid development of the Internet, the improvement
of networks and means of communication have led
to the emergence of new forms and methods of
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marketing management of business and business.
The problem of research of marketing management
in business activity of the enterprise in the conditions
of competition is actual.

Analysis of recent research and publications.
Theoretically, the problem of organization and
management of entrepreneurial activity is covered
in great detail. The textbook “Entrepreneurship”
prepared by a group of authors edited by
M.G. Lapusta characterizes in detail the essence of
entrepreneurship, its types, properties and functions,
business entities, organizational and legal forms,
business environment, the mechanism of creating
their own business, types of business risk, business
culture [1]. The book by Aniskin Yu.P. “Organization
and management of small business” addresses
organizational issues that arise when creating a small
firm, forms of preferential entrepreneurship, methods
and means of managing costs, financial activities,
fixed and working capital, issues of internal planning,
evaluation of investment decisions, motivation and
remuneration are revealed, examples are given
[2]. In the work by Butenko A.l. and Saraieva I.N.
“Entrepreneurship management: efficiency criteria”,
an innovative approach to assessing the effectiveness
of entrepreneurship using qualitative and dynamic,
or so-called process indicators that characterize the
quality and dynamics of the planned process, activities,
actions [3]. There are also some publications on the
development of entrepreneurship in Ukraine [4—6].

However, from the standpoint of this study, all
these works have certain shortcomings related to the
new challenges of modern marketing management
for business management in a market economy
of information economy. Scientists P. Drucker,
P. Kotler, J.-J. Lamben [7-11], and domestic scientists
M.l. Belyavtsev, V.M. Vorobiov, V.G. Kuznetsov, are
engaged in the analysis and coverage of management
and marketing in the scientific world.

The concept of “marketing management”,
according to the standpoint of classical management
highlighted by Peter Drucker, best meets these needs
[7; 8]. P. Kotler highlighted the issue of marketing
management and defined that marketing management
is a process of planning and implementing concepts
for pricing, promotion and distribution of ideas,
goods and services, aimed at exchanges that meet
individual and organizational goals [9; 10]. Marketing
scientist J.-J. Lamben also characterizes marketing
management through the prism of marketing, i.e.,
as a social process aimed at meeting the needs and
desires of people and organizations by ensuring the
free competitive exchange of goods and services that
are of value to the buyer [11].

As a process of managing an organization or
enterprise on the basis of marketing can be attributed
to the research of such scientists as M.I. Belyavtseyv,
V.M. Vorobyov, V.G. Kuznetsov, Yu. A. Sidoruk and

others. They consider the process of managing an
organization or enterprise on the basis of marketing. In
their opinion, the concept of marketing management
is much broader than the general function of
enterprise management. This is the management of
all general and individual functions of the enterprise,
as well as all departments of the organization on the
basis of marketing [12—-14]. Yu.A. Sidoruk notes that
marketing management is implemented in practice
through a systemic, program-targeted mechanism
of interaction of marketing and management tools
to adapt the company to changes in the marketing
environment to meet the needs of consumers and
goals of the organization with efficient allocation
of limited resources [13]. Problems of marketing
management development are covered in the works
of .M. Komarnytskyi. [14], Rossokha V.V. (and
co-authors) [15], Kutsenko V.M. [16].

Scientific and theoretical issues of marketing
management have been studied and published in the
scientific works of the author L.O. Striy. In this case,
the materials of the monograph [17], scientific book
[18] and scientific articles [19; 20; 21] were used.

Setting objectives. The task of this article is to
present the results of their own research of theoretical
views of scientists on marketing management of
business activities of the enterprise.

The purpose of the article is to analyze and
author’s proposals and solutions to some aspects of
marketing management of entrepreneurial activity.

Presenting main material. According to A. Smith,
entrepreneurship is the driving force of dynamic
development of a market economy. In the modern
economy, entrepreneurship has become an important
sector of the economy. Its contribution to the GDP of the
world’s leading countries exceeds 50%. The flexibility,
simplicity and cheapness of management, the ability
to promote scientific and technological progress,
accelerate the implementation of its achievements,
mobilize significant financial and production resources
of society determine the important economic, antitrust,
innovation and social role of this sector of the economy
[22]. Among modern specialists in management and
marketing there is no unambiguous position on
defining the essence of marketing management. This
is due to the fact that the concept is quite new, almost
unexplored by scientists and consists of two words,
each of which has its own content.

Figure 1 represents stages of development of
conceptual approaches to the essence of marketing
management.

The formation of a complex economic concept
of “marketing management” took place over a long
period of time with the accumulation of experience
from various sources and under the influence of
many factors.

The formation of a complex economic concept
of “marketing management” took place over a
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significant period of time (t) with the accumulation
of experience from various sources and under

I. Inception (proto-marketing, proto-management)

the influence of many factors. The formation

.

of the concept of marketing management was
in a vague and unformed form. This state in

Il. Separation of management and marketing

comparison with modern specialization in scientific
circles is often characterized by the prefix “proto”.

.

Therefore, exploring the historical formation of
the modern concept of “marketing management”,

I1l. Formation of the marketing management process

for convenience, we introduce the concepts

.

of “protomarketing” and “protomanagement”.
This period lasted until the early 19th century.

VI. Development of marketing management concepts

Only at the turn of the 19th and 20th centuries,
the accumulated knowledge of marketing
management was separated from the general bloc
of economics and divided between two scientific
areas — management and marketing. This division
was introduced by the US universities (Michigan
and lllinois), highlighting a new marketing discipline
to analyze the basic techniques of sales activities of
enterprises [23].

The fourth stage of development of knowledge in
marketing management, which began at the end of
the last century and is associated with a qualitatively
new concept of marketing management as a
business philosophy that defines the strategy, tactics
and operations of the enterprise. Given the historical
development of marketing management, we can
identify four conceptual approaches to defining its
essence:

1. From the standpoint of classical management,
i.e., management of the organization or enterprise on
a scientific basis.

2. From the standpoint of classical marketing, i.e.,
the promotion of goods or services from producer to
consumer in the most effective way.

3. From the standpoint of marketing management,
i.e., marketing services of the organization or
enterprise.

4. From the standpoint of marketing management,
i.e., management of the organization or enterprise on
the basis of marketing.

Proponents of the first conceptual approach
include V.M. Kutsenko, who understands marketing
management as the process of analysis, planning,
implementation and monitoring of activities aimed
at establishing and maintaining mutually beneficial
relationships with the target market to achieve certain
goals of the organization (increase sales, profit,
market share). This definition is universal and fits
several approaches [16].

The second conceptual approach, the definition
of “marketing management” from the standpoint of
classical marketing is considered by P. Kotler, who
notes that marketing is a type of human activity aimed
at meeting demand and needs through exchange.
P. Kotler argues that marketing management is based
on management functions that explore ideas, goods
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Figure 1. Stages of development of conceptual

approaches to the essence of marketing management.

and services as the main categories [9,10]. Marketing
specialist J.-J. Lamben characterizes marketing
management through the prism of marketing, i.e.,
as a social process aimed at meeting the needs and
desires of people and organizations by ensuring free
competitive exchange of goods and services that
are valuable to the buyer [11]. O.A. Belovodskaya,
I.G. Kushnir characterize marketing management
as a process of identifying target markets in order
to implement a policy of pricing, promotion and
distribution of ideas, products and services aimed at
exchanging, which satisfies supply and demand in
the market of goods [12].

The third conceptual approach includes the works
by such domestic researchers as .M. Komarnytskyi
[14]. A.V. Voychak, V.V. Rossokha, V.V. Pichik,
N.V. Romanchenko [15]. These scientists understand
under marketing management the analysis, planning,
implementation and control of activities designed to
establish, strengthen and support mutually beneficial
exchanges with the target market to achieve a specific
goal of the enterprise (profit, sales growth, market
share, market penetration etc.) [14; 15].

The fourth conceptual approach to defining
the concept from the standpoint of acquiring the
characteristics of marketing management can be
attributed to the research of many scientists. In the
opinion of Yu.A. Sidoruk, the concept of marketing
management is much broader than the general
function of enterprise management [13].

Thus, the analysis of interpretations of the
definition of the concept of “marketing management”
on four conceptual approaches shows that the system
of scientific views on marketing management as an
economic phenomenon has a different approach and
interpretation, but all these definitions have the right
to exist and use in practice of business enterprises.

Evolution of organizational forms of marketing
management. There are five stages in the evolution
of organizational forms of marketing and marketing
management (Figure 2).

The first stage. At the initial stage of development,
when the task of marketing was only the sale of
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The first stage
Simple sales department

A 4

The second stage
Sales department that performs marketing functions

A 4
The third stage
Marketing department

h 4

The fourth stage
Modern marketing organization

\ 4

The fifth stage

Marketing management system

Figure 2. Evolution of organizational forms
of marketing management

products produced by the enterprise, this task was
performed by a simple sales department.

The second stage. During the evolution of
marketing and as the expansion of its functions in the
enterprise, the sales department began to perform
not only sales but also other marketing functions.
This organizational form is used by companies that
can afford to have marketing staff.

The third stage. Implementation of the concept of
marketing approach requires a significant expansion
of marketing functions. In addition to the sale of
goods, it became necessary to engage in continuous
market research, development of new product
samples, service improvement and many other new
marketing functions, which are significantly different
from the simple sale of goods.

The fourth stage. Amodern marketing organization
is headed by an executive director of a marketing
company (sometimes called an executive director).
It includes two departments (sales and marketing),
which are still headed by deputies (vice presidents)
and perform their old functions.

The fifth stage. It is necessary to strengthen
the socio-ethical orientation of entrepreneurial
activity of the enterprise. The company may have
strong marketing specialists, conduct active market
research, but not succeed in market activities, if
its other departments do not accept the modern
marketing philosophy. Therefore, a promising form
of organization of marketing activities is a system of
marketing management of the enterprise.

Marketing management as a function of entrep-
reneurial activity acts as a regulator of causal links
between supply and demand based on continuous
monitoring of consumer behavior and the mechanism
of adaptation of the enterprise to the ever-changing
economic market conditions.

Conclusions and suggestion. The study of theo-
retical views on modern conditions of development,
formation and functioning of marketing management
of entrepreneurial activity of the enterprise allows to
state that this economic phenomenon has its historical
age, and a number of theoretical interpretations of
famous scientists to define the concept of marketing
management. The study allows us to draw the
following conclusions and suggestion.

1. Scientific and theoretical views of scientists on
conceptual approaches to defining the essence of
marketing management. From the point of view of the
historical development of marketing management,
we can distinguish four conceptual approaches to
defining its essence: from the standpoint of classical
management, i.e., management of an organization or
enterprise on a scientific basis; from the standpoint
of classical marketing, i.e., the promotion of goods
or services from producer to consumer in the most
effective way; from the standpoint of marketing
management, i.e., marketing services of the orga-
nization or enterprise; from the standpoint of marketing
management of the organization or enterprise on the
basis of marketing.

2. The main evolutionary stages of development
and formation of marketing management at the
enterprise are determined. Defining the essence
of the concept of “marketing management” by four
conceptual approaches establishes that the system
of scientific views on marketing management as an
economic phenomenon has a different approach and
interpretation but all these definitions have the right
to exist and be used in practical business activities.
Marketing management develops, adjusts and
acquires new characteristics with the evolution of the
market, new technologies and innovative methods of
entrepreneurial activity.

3. Organizational forms of marketing management
due to changes in the tasks and functions they
perform, due to the emergence of innovative methods
of managing the activities of the enterprise, the
evolution of the market has changed significantly.
There are five stages in the evolution of organiza-
tional forms of marketing management, marketing
management.

4. The following author’s definition of the concept
of marketing management is offered. Marketing
management is a holistic set of organizational,
economic, informational and production measures
(programs), which are aimed at achieving market
goals for the enterprise by applying a combination
of marketing management, management principles
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and methods of activity in all parts of the enterprise to
ensure maximum customer satisfaction, preserving
and improving their well-being in the long run, taking
into account the interests of society as a whole in
ways more effective than competitors can do.
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