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MARKETING MECHANISMS FOR IMPROVING THE EFFICIENCY
OF INDUSTRIAL ENTERPRISES

Purpose. The paper deals with the problems of formation and application of marketing mechanisms to increase the efficiency
of industrial enterprises. Under the current economic conditions of the development and course of globalization processes, ensur-
ing the effective activity of leading industries and their subordinate enterprises is a matter of extreme topicality and urgency.
Timely and purposeful use of marketing mechanisms in the business activity of an enterprise is the key to its progressive develop-
ment.

Methodology. In the course of the works, the methods of theoretical generalization, comparison, synthesis, analysis were used
to reveal the general principles and to determine the basic categories of the study.

Findings. The application by industrial enterprises of an integrated approach based on the close interaction of market mecha-
nisms and the production process with mandatory relying on modern marketing mechanisms is necessary to increase their effi-
ciency. Increased competition caused by globalization processes is forcing industrial enterprises to improve their performance and
manage their monitoring in order to influence the competitiveness of their products. Under the current conditions of development,
there is a need to intensify marketing mechanisms in the activities of industrial enterprises, which will lead to the acquisition of
leadership positions in the market and provide competitive advantages in it. The analysis of scientific publications made it possible
to systematize approaches to gaining competitive advantages. It is established that in order for marketing mechanisms for improv-
ing the efficiency of industrial enterprise operation to give maximum effect, it is advisable to apply innovation. It was analyzed how
marketing and organizational innovations were implemented at industrial enterprises. It is established that flexible production
systems with the use of marketing approaches should play a key role in ensuring the economic process and organization of produc-
tion at an industrial enterprise.

Originality. The scientific research conducted reveals the need to find and propose marketing mechanisms to improve the ef-
ficiency of industrial enterprises, which is especially relevant in the context of economic and political instability and the uncer-
tainty of environmental factors. The results of the research made it possible to determine the stages of application of the innovation
profile in these marketing mechanisms. Based on the analysis of innovation activity of industrial enterprises, it is determined that
the problems of inhibiting innovative progress relate not only to technical or technological processes, but also to marketing ap-
proaches and mechanisms for organization of production and sales of products. The information obtained serves as a catalyst for
defining a comprehensive approach based on the close interaction between market mechanisms and the production process, with
mandatory relying on modern marketing mechanisms.

Practical value. The results of the study can be used by practitioners, scientists, government officials to apply marketing mech-
anisms and a systematic approach in managing and organizing production at industrial enterprises, which will influence the im-

provement of the competitiveness of the Ukrainian industry as a whole.
Keywords: marketing, management, marketing mechanisms, evaluation, efficiency, industry

Introduction. The development of globalization processes
and the intensification of competition between manufacturers
are the conditions in which domestic industrial enterprises
have now to conduct their economic, production and manage-
ment activities. It is appropriate that, according to these chal-
lenges, industrial enterprises are being increasingly required to
increase the efficiency of their operation and the competitive-
ness of their products. In this case, the efficiency of an indus-
trial enterprise depends on its ability to respond in a timely and
correct manner to changes occurring both in the external and
the internal environment [1]. The purpose — improving the
efficiency of operation — is reflected in the strategy of develop-
ment, in the economic policy of an industrial enterprise in the
form of making appropriate management decisions. Accord-
ingly, there is a need for the development and implementation
of marketing mechanisms that allow predicting with the ut-
most accuracy the needs of consumers and ensuring the effi-
ciency of the industrial enterprise.

© Mohylevska O. Yu., Romanova L. V., Zalizniuk V. P., Kovalenko N. V.,
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Increased competition caused by globalization processes is
forcing industrial enterprises to improve their performance and
manage their monitoring in order to influence the competitive-
ness of products. Under the current conditions of develop-
ment, there is a need to intensify marketing mechanisms in the
activities of industrial enterprises, which will lead to the acqui-
sition of leadership positions in the market and provide com-
petitive advantages in it. The role of marketing mechanisms as
one of the main systems of any enterprise is growing signifi-
cantly, which ensures the connection of the industrial enter-
prise with the external environment and its production system.

Literature review. Theoretical, methodological and practi-
cal problems of the theory and practice of general marketing
are revealed in scientific works by such world-renowned econ-
omists as: B.Andersen, P.Cherrington, R.Breyer, R.Cox,
A.Shrow, R.Alderson, P.Blissy, T. Levitt, J. Evans, F. Kotler,
D. Levy, R.Butler, D. Dell, P. Drucker, J. Bowen, J. Makens,
R.Krendel, J. Lambin, S. Majaro, A. Hiam, B. Berman, I. An-
soff, B. Karleff, and T. Ambler.

Domestic scientists such as: M. Yermoshenko, N. Chuma-
chenko, O.Amosha, A.Akmayev, M.Korzh, N.Meshko,
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Yu. Makohon, I. Buleyev, H. Skudar, V. Pankov, O. Novikova,
E. Krykavskyi, N.Chukhray, N.Yankovskyi, I.Shtuler, and
Y. Hokhberh place the emphasis on various topical marketing
issues.

Unsolved aspects of the problem. There is little research on
the marketing mechanisms for improving the efficiency of in-
dustrial enterprises. This is due to a wide range of problems
that are related to marketing mechanisms and concern all ar-
eas and processes at an industrial enterprise — in particular,
lack of a general mechanism for marketing management at an
industrial enterprise taking into account the specifics of activ-
ity, lack of evaluation of the efficiency of marketing mecha-
nisms at industrial enterprises, and lack of approaches to fore-
casting the results of improving marketing measures and
mechanisms applied, and others.

In this regard, there is a need to find and propose market-
ing mechanisms to improve the efficiency of industrial enter-
prises, which is especially relevant in the context of economic
and political instability and the uncertainty of environmental
factors.

The purpose of the article is to research the marketing
mechanisms for improving the efficiency of industrial enter-
prises.

Methods. In the process of writing the article, the methods
of theoretical generalization, comparison, synthesis, analysis
were used to describe the general principles and determine the
basic categories of the study.

Results. Conducting a comprehensive study on the activity
of an industrial enterprise, its evaluation and analysis are the
basis for successful modeling its production system. However,
as practice shows, this is not enough. Indeed, under the cur-
rent economic conditions of the development and course of
globalization processes, ensuring the effective activity of lead-
ing industries and their subordinate enterprises is a matter of
extreme topicality and urgency. Timely and purposeful use of
marketing mechanisms in the economic activity of an enter-
prise is the key to its progressive development [2]. In the con-
text of market relations, the activities of an enterprise, includ-
ing an industrial one, is characterized by the expansion of the
independence of management, the development of various
forms of ownership, the aggressiveness of competitive battle
and the increased instability of the external environment.
These changes have led to an increase in requirements for the
system of managing the activity of an industrial enterprise [3].
The priority now is to ensure their survival, which is impossi-
ble without marketing, the rapid use of its marketing mecha-
nisms.

Scientific studies conducted by domestic scientists have
shown that a prerequisite for improving the functioning of an
industrial enterprise is the introduction of preventive mea-
sures:

- into the system and structure of industrial enterprise
management;

- the introduction of market approaches into the com-
modity, price, marketing and communication policy of an in-
dustrial enterprise;

- the initiation of innovative activity;

- the activation of innovation and investment activity [4—6].

The defined list of preventive measures is justified, be-
cause, in a competitive environment, industrial enterprises
should not only concentrate on the internal state of affairs, but
also focus on changes in the external environment. To this
end, it is necessary to develop a long-term survival strategy
that is adjusted to changes in external and internal conditions
as well as ensures the adaptation of the industrial enterprise.
Marketing plays an important role in this process, because it is
a factor that ensures interconnections between industrial en-
terprises, industries, and countries.

To improve the efficiency of an industrial enterprise, sci-
entists propose to use such marketing mechanisms that can be
adapted to market requirements if necessary (Table 1).

Table 1

Marketing mechanisms improving the efficiency of an
industrial enterprise

Market type Product Production type | Marketing type
Innovative New Individual Innovative
market product production marketing
Monoge- Standard Mass production | Optimization
neous market | product marketing
Homoge- Popular Customized Brand marketing
neous market | product production

Therefore, Table 1 shows that the appropriate use of a cer-
tain type of marketing, depending on the type of market, prod-
uct and the type of production, is able to ensure to the indus-
trial enterprise success in the market. It should be noted that
the efficiency of the production process at an industrial enter-
prise is achieved through the stability and controllability of all
processes. Marketing is also a link between the market and the
manufacturer, while addressing two major challenges:

1) it determines the vectors of necessary changes and the
opportunities for economic development of the industrial en-
terprise while developing the available and potential opportu-
nities;

2) it contributes to the improvement of socio-economic
indicators and helps the perception of changes in society [7].

Those enterprises that combine production and marketing
mechanisms are cost effective; this combination has a syner-
gistic effect and must be reflected in the strategy of the enter-
prise. Accordingly, one of the primary tasks of an industrial
enterprise is the development of a marketing strategy, which a
priori envisages improving the efficiency of the industrial en-
terprise. It is also based on a competitive strategy that is aimed
at generating competitive advantages in the relevant sectoral
market [8].

Porter M. worked on the formation and implementation of
a competitive strategy back in the 1980s. In his opinion, the
essence and content of a competitive strategy is to “find a clear
formulation of how the enterprise will compete, what its goals
should be and what funds and actions will be needed to achieve
those goals” [7]. In this context, it is advisable to present the
relationship between marketing and production in the form of
Fig. 1.

Analyzing Fig. 1, we can conclude that each company
chooses the approaches to gaining competitive advantages
based on:

- competitors, in this case, the focus is on reducing costs,
which leads to the formation of price advantage;

- consumers who prefer more competitive goods [10]. At
the same time, it is necessary to ensure the necessary utility of
goods, which is achieved through the interaction of the pro-
duction and marketing subsystems of an industrial enterprise.

In order for the marketing mechanisms for improving the
efficiency of an industrial enterprise’s operation to give the
maximum effect, it is advisable to apply innovations, which, in
Fig. 1, are listed as the “innovation profile”; they have their
stages of application (Fig. 2).

To continue the study, we will analyze what innovations
were introduced by industrial enterprises (Table 2).

The data in the table show that problems of the slowdown
of innovative progress relate not only to engineering or techno-
logical processes, but also to marketing approaches and mech-
anisms for organization of production and sales of products.
Most businesses did not introduce any marketing approaches
(including innovative ones) into their own manufacturing or
organizational activities. In particular, enterprises engaged in
the manufacture of machinery and equipment in 2017 intro-
duced only 25 % of organizational and marketing innovations
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prise [9, 3, 6]

compared with the level of 2011; the situation changed only
slightly in 2018 compared to the base year 2011.

Thus, it can be concluded that enterprises are not inter-
ested in introducing new marketing mechanisms into their
production activities, activities related to the introduction
of new sales methods, activities related to changes in prod-
ucts, methods and conditions of their storage, activities to
promote products in the market or price policies, activities
to open up new markets for sale or to conquer market sec-
tors [12].

Let us analyze how marketing and organizational innova-
tions were implemented at industrial enterprises; we will pres-
ent the data obtained in Table 3.

Given the unsatisfactory state of the innovative approach
to management and marketing, we believe that the problem
that needs to be solved is lack of experience in using marketing
by industrial enterprises. The basic marketing mechanisms
should underlie all economic activities of industrial enterprises
and their innovation policy. Without marketing orientation
and the interaction of economic, organizational, production
and marketing subsystems, industrial enterprises will not be
able to increase the efficiency of operation and to meet the
needs of the market.
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Conclusions. Industrial enterprises need to reorient the
production in line with the requirements of today’s market and
consumers. They should apply the “reach” strategy which al-
lows achieving high efficiency, offering at the same time cus-
tomized products. Paradoxically, both mass production and
customized production are capable of working successfully
within a single enterprise. Both mass nature of production and
adaptation to the requirements and needs of the consumer
(customization), provided they are based on marketing prin-
ciples, will enable mass production of products from standard
components and production with individualization of the final
product [3].

Also, in order to increase the efficiency of industrial enter-
prises, it is advisable to constantly monitor the latest marketing
trends and to consider the possibility of their implementation
in economic activity. Among the modern marketing trends in
2019, the following ones are singled out:

1. Chatbots. Approximately 1.4 billion people communi-
cate with chatbots each year. This number of potential con-
sumers allows identifying their needs and desires and, thus,
adjusting the activities of the industrial enterprise. It is advis-
able to use chatbot technologies to identify not only the needs
of the consumer, but also to build an effective economic, pro-
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Table 2

Innovative activity of industrial enterprises in 2011—2018 [11—13]

Indicator

| 201 | 202 | 203 | 2014 | 2015 | 2006 | 207 | 2018

The number of enterprises engaged in innovative activities

Production of machines and quipment 978 986 955 927 865 796 799 803
Production of electrical, electronic and optical equipment 616 639 644 610 577 477 485 489
Production of transport equipment 294 300 282 274 286 247 233 241

The number of industrial enterprises introducing innovations

Production of machines and equipment 156 160 163 181 163 113 110 108

Production of electrical, electronic and optical equipment 137 136 138 135 126 121 119 115

Production of transport equipment 61 62 72 73 77 82 61 64
Table 3

Dynamics of the introduction of marketing and organizational innovations by industrial enterprises in 2011—2018 [11—13]

Indicator | 200 | 202 | 203 | 2004 | 2015 | 2016 | 2017 | 2018
Organizational innovations
Production of machines and equipment 44 50 40 35 29 9 12 15
Production of electrical, electronic and optical equipment 31 24 18 22 14 13 8 9
Production of transport equipment 20 20 12 12 15 11 11 13
Marketing innovations
Production of machines and equipment 44 43 33 30 25 12 11 13
Production of electrical, electronic and optical equipment 24 25 18 20 10 14 12 14
Production of transport equipment 19 17 13 14 12 7 12 15

duction, marketing and management mechanism for the op-
eration of the industrial enterprise.

2. Interactive video content. The implementation of the
possibility of interactive production process monitoring at in-
dustrial enterprises enables potential consumers to become cus-
tomers of the industrial enterprise. Thanks to the ability to ob-
serve the product life cycle, the awareness of both an individual
brand and the company as a whole is increased several-fold.

3. Customers’ personalization with artificial intelligence.
This marketing approach consists in giving the customer the
service he/she wants as accurately and personally as possible;
it relates to personalized offers and discounts, the availability
of online platforms with the possibility for the client of logging
in through his/her personal office, where he/she will be of-
fered up-to-date offers concerning product, prices, delivery
terms, and others.

4. Predictive analytics. This tool works for the manufac-
turer rather than for the customer, although it takes into ac-
count his/her wishes. Indeed, using modern capabilities of
personal computers and their software, one can create an in-
formation field that will allow determining which advertising is
of interest to the consumer, what will be the traffic of supply of
material, and so on [13].

Flexible manufacturing systems using marketing ap-
proaches should play a key role in ensuring the business pro-
cess and organization of production at an industrial enterprise.
This will make it possible to produce and market products with
different modifications, which will significantly expand the ex-
isting range of goods. This will directly affect the speed of re-
sponse when demand changes. In the process of production
management and adherence to production technology of an
industrial enterprise, it is necessary to introduce computeriza-
tion of the process, and, at other stages, to use marketing in-
formation. It will allow organizing an effective system of re-
ceipt, processing and execution of orders for customized prod-
ucts. Due to the use of marketing mechanisms, it will be pos-
sible to predict the characteristics of products to meet the re-

quirements of the consumer and the capabilities of the manu-
facturer (an industrial enterprise) [14, 15]. This integrated ap-
proach in organization of production, management and tech-
nology at an industrial enterprise with use of marketing ap-
proaches will provide both the “scale effect” and the “reach
effect” in the market, which will ultimately lead to an improved
efficiency of the industrial enterprise.

Therefore, the use by industrial enterprises of an integrat-
ed approach based on the close interaction of market mecha-
nisms, the latest marketing trends and the production process,
with mandatory relying on modern marketing mechanisms, is
necessary to increase their efficiency. The fastest implementa-
tion of marketing mechanisms to improve the efficiency of in-
dustrial enterprises will be facilitated by:

1) the exchange of practical experience between industrial
enterprises;

2) the coexistence of different approaches and marketing
mechanisms at an industrial enterprise;

3) the introduction of advanced technologies, organiza-
tional and managerial innovations at industrial enterprises.

Therefore, the more industrial enterprises will use the ex-
isting marketing mechanisms and a systematic approach to
production management and organization, the better it will
affect the efficiency of their operation and, ultimately, the im-
provement of the competitiveness of the Ukrainian industry as
a whole.
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MeTa. Y poOoTi mopyiyoThes podsemu hopMyBaHHS it
3aCTOCYBaHHS MAapKETMHIOBUX MEXaHI3MIB IIiIBUILEHHS
e(eKTUBHOCTI (DYHKILIIOHYBAHHSI TMPOMUCIOBUX TiANIPU-
€MCTB. Y Cy4acHUX EKOHOMIYHUX YMOBaX PO3BUTKY I Iepe-

Oiry miobanizauiifHuX TpolieciB 3a0e3neyeHHs1 e(heKTUBHOL
NISITBHOCTI TIPOBITHUX Tajy3eit i MiAnopsaKoBaHUX iM TTif-
TPUEMCTB — € MMUTAHHSIM HaI3BUYATHOI aKTyaJbHOCTI Ta Ha-
ragpHOCTi. CBo€yacHe il WilecripsiMOBaHE BUKOPUCTAHHS
MapKeTUHTOBUX MEXaHi3MiB y TOCHOJAPCHKii MisIbHOCTI
MiATIPUEMCTBA € 3aIIOPYKOIO OT0 MPOTPECUBHOTO PO3BUTKY.

MeTtoauka. ¥ npoiieci poOOTH 3aCTOCOBYBAIUCS METOIN
TEOPETUYHOTO y3arajJbHeHHs, TOPiBHSHHS, CUHTE3Y, aHaTi-
3y — IJIS1 PO3KPUTTS 3aTaJIbHUX ITOJIOXKEHb i BU3HAYeHHST 6a-
30BUX KATEropiil OCTIIKEHHSI.

PesynbraT. 3acTocyBaHHS TIPOMUCIOBUMM ITiAITPUEM-
CTBaMM KOMILJIEKCHOIO MiIXoay, 110 Oa3yeTbCsl Ha TiCHii
B3a€EMOJIil PUHKOBUX MEXaHi3MiB i BUpOOHUYOTO MPOLIECY, 3
000B’SI3KOBOIO OTIOPOIO Ha CyYaCHi MAPKETUHTOBI MeXaHi3MH1
€ HEOOXiTHUM JUTSl TIABUIIEHHS e(heKTUBHOCTI iX (hyHKIIiO-
HyBaHHSI. 3pOCTaHHSI KOHKYPEHIIii, 1110 CIIpUYMHEHE 1100a-
Jli3aliiHUMU MTPOLIECAMU, CITIOHYKA€E TPOMUCIIOBI MiATTPUEM-
CTBa JIO MiABUIIEHHS e€(EeKTUBHOCTI iX (PYHKIIOHYBaHHS Ta
YIPaBIiHHS MOHITOPMHTOM 3 METOIO BIUIMBY Ha KOHKYPEH-
TOCIPOMOXHICTh IMPOAYKIIii. 3a CydaCHUX YMOB PO3BUTKY iC-
Hy€ HEOOXiIHICTh B aKTUBi3allii MApKETUHTOBUX MEXaHi3MiB
y IisUTHOCTI MPOMMCIJIOBUX IMAMPUEMCTB, 1110 MPU3BEIE 10
3aBOIOBAHHS JIiIEPCHKUX TO3UIIIN HA PUHKY i 3a0e3MeunTh
KOHKYPEHTHIi mepeBaru Ha HbOMY. AHaJli3 HayKOBUX ITy0JIi-
Kalliil 1aB 3MOTy CUCTeMaTU3yBaTH TiIXOIN 0 3aBOIOBAHHS
KOHKYPEHTHUX TiepeBar. BctaHOBJIEHO, 11O [IJi TOrO, 1100
MapKeTUHTOBI MeXaHi3MU MiIBUILIEHHS e(heKTUBHOCTI (DyHK-
LIIOHYBaHHS TPOMMCJIOBOIO IMiANMPUEMCTBA Jalkd MaKCU-
MaJIbHU# e(eKT, TOLiIbHO 3aCTOCOBYBaTH iHHOBalIii. [Tpoa-
Hali30BaHO, SIK YIIPOBAIXKYBaIMCsl MAPKETUHIOBI Ta OpraHi-
3aliifiHi iHHOBAILlil HA MPOMUCIOBUX MinnpueMcTBax. Bera-
HOBJIEHO, 110 B 3a0e3Me4YeHHi rocroaapchbKoro mpoiecy Ta
oprasizauii BApoOHUIITBA Ha TTPOMUCIIOBOMY TTiATIPUEMCTBI
KJIIOYOBY POJIb MOBUHHI BifirpaBaTu rHy4YKi BUPOOHMYI CUC-
TEMU 3 BUKOPUCTAHHSIM MapKeTUHTOBUX ITiIXOiB.

HaykoBa noBusHa. [lpoBeneHe HayKoBe NOCTiIKEHHS
PO3KpUBA€E HEOOXiMHICTh TOIIYKY Ta MPOTIOHYBAHHS MapKe-
TUHTOBMX MEXaHi3MiB IMiABUILEHHS e(heKTUBHOCTI (PYHKIIiO-
HYBaHHS TIPOMUCIIOBUX ITIATIPUEMCTB, III0 MA€ OCOOJIUBY aK-
TYyaJIbHICTh B YMOBaX €KOHOMIYHOI i MOJIITUYHOI HeCTa0i/Ib-
HOCTi Ta HEBU3HAYEHOCTIi (haKTOPiB 30BHIIIIHLOTO CEPENOBU-
ma. Pe3ynbTati 1OCTIIKEHHS Tau MOXJIMBICTh BUSHAYUTH
craii 3acTocyBaHHS MpodiIo iIHHOBALIIN y IIMX MapKETUH-
roBux MexaHizmax. Ha ocHOBi aHaJ1i3y iHHOBaLiliHOT aKTUB-
HOCTI MiAMPUEMCTB TPOMHUCIOBOCTI BU3HAYEHO, 1110 TTpobJIe-
MU TaJIbMyBaHHST iHHOBAIlifHOTO TIPOTPECY CTOCYIOThCS HE
JIAIIE TEXHIYHUX Y1 TeXHOJOTIYHUX MPOIIECiB, ajie i Mapke-
TUHTOBMX MiIXOMiB i MEXaHi3MiB 10 OpraHizalii BUpOOHU-
uTBa i peanizauii mpoxykuii. OTpumana indopmartist ciyrye
KaTasli3aTOpOM /ISl BUBHAUYEHHSI KOMIUIEKCHOTO MiAXOY, 1110
0a3yeTbcsl Ha TICHIM B3aeMO[Iil pUHKOBUX MEXaHi3MiB i BU-
pOOGHMYOTO Mpoliecy, 3 000B’SI3KOBOIO OIMOPOI0 Ha CydacHi
MapKEeTUHTOBI MEXaHi3MMU.

IIpakTiyna 3HauymmicTs. Pe3ynbTatu AOCTiIKEHHST MO-
KyTb OyTUM BUKOPUCTaHi MpaKTUKaMU, HAYKOBLSIMU, TIPE.I-
CTaBHUKAMU BJIaV JIJIST 3aCTOCYBaHHS MapKETUHTOBUX MeXa-
Hi3MiB i CUCTEMHOro MiJXOMy B yHpaBJliHHI Ta opraHizaiii
BUPOOHMIITBA HA TIPOMUCIIOBUX ITiAMPUEMCTBAX, 1110 BIUTMHE
Ha MiABUIIEHHSI KOHKYPEHTOCITPOMOXKHOCTI TPOMUCIOBOCTI
YKpainu B Lijiomy.

Kmiouosi cnoBa: mapkemune, ynpaeninns, mapkemuneogi
MEeXAHI3ZMU, OYIHIOBAHHSL, e(heKMUBHICMb, NPOMUCA08ICMb
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Hens. B pabote nogHumaroTcs npobiaembl GopMupoBa-
HUS U IPUMEHEHMS] MApKETUHIOBBIX MEXaHU3MOB IOBbIIIIE-
HUS 3P HEKTUBHOCTU PYHKIIMOHUPOBAHUS TTPOMBILIITICHHBIX
MpennpusaTuii. B coBpeMeHHBIX 9KOHOMUYECKUX YCIOBMSIX
pPa3BUTHS W TIOOAIM3ALIMOHHBIX TPOLECCOB OOECIIeUeHME
3(hGEKTUBHOM NeATeIbHOCTH BEAYIIMX OTpacieil U Moayu-
HEHHBIX UM IIPENIIPUATUI — BOIPOC YPE3BBIYAHON aKTy-
aJTbHOCTU M HeOTIOXHOCTH. CBOEBpEMEHHOE U IieJIcHAIIPaB-
JICHHOE MCITOJIb30BaHNUE MapKETUHTOBBIX MEXaHM3MOB B XO-
3SIACTBEHHOM NESITEIbHOCTU MPEANPUITUS SIBISICTCS 3aJ10-
TOM €T0 IIPOrPECCUBHOIO Pa3BUTHSI.

Metoauka. B mporiecce paboThl MPUMEHSIIUCH METObI
TEOPETHYECKOT0 0000IEHNS, CPABHEHNSI, CUHTE3a, aHAIM3a
— JIJIS pacCKPbITUSI OOIIMX MMOJIOKEHUIA U ompeie/ieHus 6a30-
BBIX KATETOPUIA NCCIIEIOBAHMUSI.

Pesyabrarsl. [IpyMeHeHUE MPOMBILIIUIEHHBIMU TTPEAITPU-
STUSIMA KOMILIEKCHOTO TIOAXOIa, KOTOPBIA Ga3upyercs Ha
TECHOM B3aMMOJIEVCTBUY PIHOYHBIX MEXaHU3MOB 1 TIPOU3-
BOJICTBEHHOT'O IIpoIiecca, ¢ 00sI3aTeIbHOI OIIOPOil Ha COBpeE-
MEHHbIE MapKETUHIOBbIE MEXaHU3MBI, SIBJISIETCSI HEOOXOMM -
MBIM [JIS1 TTOBBILIEHUS 9 (MEKTUBHOCTH UX (QYHKIIMOHKPO-
BaHUS. YBelIMYeHUe KOHKYPEHIIMH, BhI3BAHHOE T100ain3a-
LMOHHBIMKM  TIPOLECCAMM, ITOOYXKIAET IMPOMBILIUICHHBIE
MPEANPUATHS K MOBBILIEHUIO 3(D(HEKTUBHOCTH UX (HYHKIINO-
HUPOBAHMS U YIPABIEHUS MOHUTOPUHIOM C LIEJIBIO BIIMSI-
HUST Ha KOHKYPEHTOCTIOCOOHOCTh TIPOAYKIIMK. B coBpeMeH-
HBIX YCJIOBHSIX Pa3BUTHS CYLIECTBYET HEOOXOOMMOCTD B aK-
TUBU3AIMA MapKETHUHTOBBIX MEXaHM3MOB B JESITEIIBHOCTH
MPOMBILIUIEHHBIX TMPEANPUATUIA, YTO IMPUBEICT K 3aBOEBa-
HUIO JIMIEPCKUX TO3ULMI Ha PBIHKE M O0ECTeYUT KOHKY-
pEHTHBIE TIPEMMYILECTBA Ha HEM. AHAIM3 HAyYHbBIX ITyOJIM-
Kallii TIO3BOJIMJI CUCTEMaTU3UPOBATh IMOAXOIBI K 3aBOeBa-

HHUIO0 KOHKYPEHTHBIX TIPEUMYIIECTB. YCTAaHOBJICHO, YTO IS
TOT0, YTOObl MapKETUHIOBbIE MEXaHU3MbI MOBBILIEHUS (-
(heKTMBHOCTU (PYHKLIMOHUPOBAHUS TTPOMBIIIIJICHHOTO M-
MPpUITUS Al MaKCUMabHbI 2GhdeKT, LeaecoodpasHo
MPUMEHATh UHHOBaLMU. [IpoaHanu3npoBaHO, KakK BHEAPS-
JINCh MApKETUHTOBbIE M OpraHU3allMOHHbIE MHHOBALIMM Ha
MIPOMBIIICHHBIX TIPEANTPUSITUSIX. Y CTAHOBIIEHO, YTO B 00¢-
CIIEYEHUU XO3SIMUCTBEHHOTO Mpoliecca U OpraHU3aluu Mpo-
M3BOJICTBA Ha IPOMBIIIICHHOM MPEANPUATHN KITIOYECBYIO
POJIb TOJIKHBI UTPATh TMOKKE MPOU3BOACTBEHHbBIE CUCTEMbI C
HCTIOJIb30BaHUEM MapKETUHTOBBIX ITOIXOIOB.

Hayunas noBusna. [1poBeieHHOe HayuyHOE UCClieloBaHKe
pacKpbIBaeT HEOOXOMMMOCTh MOKMCKA W TIPEIIOKEHHUST Map-
KETUHTOBBIX MEXaHU3MOB TTOBBIIICHUS 3(G(MEKTUBHOCTH
(DYHKIIMOHMPOBAHMS IPOMBIIIUICHHBIX ITPEATTPUSATUMN, UMEET
0CO0YI0 aKTyaJIbHOCTb B YCJIOBUSIX 9KOHOMUYECKOM U TTOJIU-
TUYECKOI HECTaOMILHOCTH, M HEOTIPEIEeIeHHOCTH (DAKTOPOB
BHEIIHEW cpebl. Pe3ynbTaThl McceIOBaHUS Tajld BO3MOXK-
HOCTb OMPEIC/INTh CTAINU ITIPUMEHEHUS TPOdWIsT THHOBA-
LIV B 5TUX MapKETUHTOBLIX MexaHu3Max. Ha ocHoBe aHanmm-
32 MHHOBAIIMOHHOMW aKTUBHOCTU TPEANPUSTUN MTPOMBIIII-
JICHHOCTH OIIpeNesICHO, UYTO MPOOJeMbl TOPMOKEHHST NHHO-
BaIlMOHHOTO TIporpecca KacaroTcsl He TOJIbKO TEXHUUYECKUX
WA TEXHOJOTMYECKUX TIPOLIECCOB, HO W MapKETHMHTOBBIX
MOAXOI0B M MEXaHW3MOB B OpraHM3alliM MPOM3BOACTBA U
peanuzanuu npoaykuuu. IlonyyeHHas wHbopMalus ciy-
JKHUT KaTaau3aTopoM I OpeaeeH!sT KOMIUIEKCHOTO IO~
Xoza, KOTOPBIi 6a3upyeTcs Ha TECHOM B3aMMOICHCTBUY PhI-
HOYHBIX MEXaHM3MOB U IPOM3BOJACTBEHHOTO Mpoliecca, ¢
00513aTeJIbHOM OIOPOil Ha COBPEMEHHBIE MapKETHMHTOBBIC
MEXaHU3MBI.

IIpakTyeckas 3Ha4uMoOCTb. Pe3ynbraThl MCCeI0BaHUS
MOTYT OBbITh MCIOJb30BaHbl MPAKTUKAMU, YUEHBIMU, MPEI-
CTAaBUTEJISIMU BJIACTH JIJISI IPUMEHEHMST MApPKETUHTOBBIX ME-
XaHM3MOB U CUCTEMHOIO MOAX0a B YIIPABACHUU 1 OPraHu-
3allMM TPOM3BOMICTBA HA MPOMBIIUICHHBIX MPEIIPUITHIX,
YTO TMOBJIMSIET Ha TMOBBIIIEHUE KOHKYPEHTOCIIOCOOHOCTHU
ITPOMBIIICHHOCTH YKPaWHBI B LICJIOM.

KinioueBblie cioBa: mapkemune, ynpasierue, MapKemuHeo-
Bble MEXAHU3MbL, OUCHKA, I(PDeKmMUeHOCMb, NPOMbIUAEHHOCIb
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