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DEVELOPMENT OF MARKETING
STRATEGIES IN SYSTEM-REFLEXIVE
MARKETING

3anpononosani inmezposana cucmema CUCMeMHO-PepIeKcusrH0z0 MapKemunzy, wo 6a3yemvcs Ha
nPoZPAMHitl Yopmi Ynpasiinis, ma MpUyUKIUHa MOOeLb POPMYBAHHs CMPamezii, AK CYKYnHicmo me-
moadis, popm ma iHCmpyMeHmie y3z00Hcens iHmepecie Cmeukxoi0epie Ha mpvox PieHAX: OnpeomeueHs
inmepecy ynpasumensi no ioHouenH10 00 00 €KMa YNPasiinus; Y32000CeHHs. THMepecie HYmpPIiuHix
cmetikxonoepis; popmyeanns cmpamezii 8 npoueci Y3zo00HceHns THMepPecié 308HIUHIX CMEUKX0N0epis.
3acmocyeanms cucmemHo-peQreKcusHozo mapKemunzy niosulye eqhekmusHicms ma KOHKYPeHmocnpo-

Dligach A.

MONCHICD NIONPUEMCNE 8 YMOBAX 210OANIZ08AHOCTIE PUHK0B0Z20 CEPEOOBULLA.
KmwouoBi cmoBa: cmpamezivnuil mapkemunz, cmpameziune ynpasiinus, CUCmemHo-ped.excusne
cmpameziune MapKemunzose Ynpasiinms, CUCMEMHO-PePIeKCUSHUL MapKemuHe.

1. Introduction

The current stage of development of the world eco-
nomy, in particular the approach of the phase transition,
the essential changes in consumer needs and behavior,
the development of the knowledge economy requires new
approaches in making managerial decisions, and should
take into account the prospects for the formation of new
markets and market niches. The intensity of competition
is increasing both on the global market and on its local
sectors, which leads to the need to develop marketing
competencies of enterprises. Low rates of economic growth
and the urgent need for drastic changes in the economy
of Ukraine, which, in particular, provides for the manage-
ment and technological modernization of enterprises, the
development of postindustrial sectors of the economy, the
development of small and medium-sized businesses requires
increasing the marketing competencies of managers and
the introduction of proactive strategic approaches in en-
trepreneurship. Under such conditions, the formation of
a strategic competitive position of enterprises becomes
possible, in particular, by introducing a system-reflexive
strategic marketing management to accelerate the dif-
fusion of managerial and market innovations, aligning
interests in partnerships, and applying proactive market
management.

2. The ohject of research
and its technological audit

The object of research is the strategic marketing ac-
tivity of enterprises in the conditions of transformation
of the market environment in Ukraine. The subject of
research is the theoretical and methodological foundations
of system-reflexive strategic marketing management in the
activities of Ukrainian enterprises and the formation of
marketing strategies.

3. The aim and ohjectives of research

The aim of research is development of a methodo-
logy and practical application of system-reflexive strategic
marketing management (SRSMM). According to the aim
of the research, the following tasks are set:

1. Studying of the genesis and conceptual foundations
of the formation of strategic marketing management system
at enterprises.

2. Formation of the SRSMM system, which integrates
strategic marketing solutions into a single system of mar-
keting strategies focused on strengthening competitive
positions in the global market environment.

3. Definition of the mechanism for formation of mar-
keting strategies in SRSMM at the enterprise.
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4. Research of existing solutions
of the prohlem

The absence of the concept of strategic marketing ma-
nagement in new conditions, which developed existing
views and responded to world economic processes, slows
down the development of enterprise management systems
and constitutes a scientific problem. It is necessary to
understand and implement system-reflexive strategic mar-
keting management that is a modern concept of strategic
marketing, systemic reflection of business entities, formation
of decision-making systems in conditions of uncertainty,
transformations and globalization in both scientific and
practical aspects. In modern economic literature, there are
many works devoted to functional marketing, but not enough
fundamental theoretical and methodological developments
that would consider strategic marketing as a paradigm of
strategic management of entrepreneurial activity, the basic
principle of strengthening market positions of subjects in
the global market environment.

The fundamental problems of strategic management
development are covered in the works of many foreign
scientists, in particular [1-8]. In the classical paper [1]
for the first time the concepts of strategic management
and marketing are systematically integrated into the de-
velopment of another classical work [2], which fixed the
transformation of strategic planning into strategic mana-
gement. In work [4] it is noted that innovations become
decisive in competitive struggle, and in work [8] approaches
to achievement of competitive advantage are systematized.
In work [7], various models of strategic management are
analyzed, and these developments form the basis for SRSMM
analysis.

Strategic management based on marketing, can be defined
as strategic marketing management, disclosed in [9-15].
In [9, 10], the role of marketing in the world is consi-
dered, it is changing rapidly. These works largely deter-
mined the marketing discourse of this decade. In work [12]
management is already considered inseparably from market
management. Work [14] defines the role of marketing
strategies in the management of the company in the Ukrai-
nian market, and [13] — expands the object of marketing
management to the international market. In work [15]
the methodology of strategic management of marketing
activity and interaction of elements of market networks
are systematized.

The issues of reflexive management in the economy
and, in particular, in management activities, are considered
in [16, 17]. The subject of these works is applied aspects
of managing the economy, the enterprise and individual
processes, including sales processes.

However, the above work does not represent the sys-
tematic nature of the reflexive activity of the subject of
marketing strategy.

5. Methods of research

During 2007-2016, we conducted two studies of mar-
keting activities in Ukrainian business. The first study of
the «Business Management System in Ukraine» included
an expert survey of the management of Ukrainian enter-
prises [18]. The sample consisted of 414 small, medium
and large enterprises of various organizational forms, forms
of ownership and commodity markets; the period of re-

search included the first wave (2007-2008), the second
wave (2009-2014) and the third wave (2015-2016) of
selective observation. The second study of the «Model of
Strategic Management of Entrepreneurship and Marketing
Activity» provided for an in-depth study of 59 enterprises,
which included monitoring the technologies of conduc-
ting market activities and making managerial decisions
for up to 2—4 years (continuously in the period from
2007 to 2016), performance analysis of indicators of the
success of brands of enterprises, expert surveys of the top
and functional leadership and external experts (including
business partners), survey of clients, modeling, empirical
research (including through the introduction of system-
reflexive strategic marketing management).

6. Research results

It is determined that the traditional view on marketing
management and the formation of marketing strategies
significantly limits how the ability of relevant (functional
marketing) managers to influence the formation of corpo-
rate and business strategies, and actually gives marketing
the role of a «participant» rather than a «moderator» of
strategic management. Even attempts to show the impor-
tance of the role of the marketing department are not
enough for marketing to become the guiding ideology in
strategic management, the very existence of «marketing
units» indicates that marketing is only a subsystem in
the management system of many enterprises.

The proposed combination of strategic management
and strategic marketing is based on the provisions of
strategic management:

— consideration of interests of stakeholders;

— orientation to collective knowledge, competence and

resources of the enterprise;

— formation of strategies aimed at the realization of

long-term interests;

— dependence on the management style of the manager;

— perception of the market environment as a set of

managed and unmanaged factors;

— the object of management is business activity (the

activity of an enterprise on the market, including the

market itself).

System-reflexive strategic marketing management as-
sumes that marketing becomes the primary ideology of
business management, that is, the formation of an inte-
grated marketing strategy becomes the responsibility of
the top management of the enterprise. In fact, marketing
does not simply dissolve in the management system, but
creates and cement it. All business units of the company
become marketing, that is, those whose activities are based
on the principle of marketing, in addition, formed and
functional units responsible for the elements of functional
marketing (in particular, market analytics, commodity
management, branded, category policies, management of
integrated marketing communications, sales, etc.).

The integrated marketing strategy assumes acceptance
of the administrative decisions concerning the coordination
of interests of internal stakeholders; coordination of the
collective interest of internal stakeholders, which is forma-
lized for the purposes of the enterprise, and the interests of
external stakeholders (in particular, the commodity-market
strategy); functional marketing strategies (purchasing, sales,
promotion, pricing strategies, etc.). An integrated marketing
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strategy actually determines the corporate strategy and
strategies of business units.

Increasing the effectiveness of marketing activities of
Ukrainian enterprises is directly related to improvement
of the procedures for making managerial decisions at en-
terprises. The effectiveness of entrepreneurial activity is
largely determined by the role that marketing plays in
entrepreneurial activities. Our research shows a high de-
gree of association between the coherence degree of the
marketing strategy with the company’s strategy and the
indicator of the success of entrepreneurial activity.

Integrated marketing strategy in system-reflexive stra-
tegic marketing management is the central link in the
formation of corporate strategy and strategies of units and
Strategic Business Units. Marketing strategy is a genera-
lized concept that assumes the adoption of various deci-
sions on market and commodity policies, therefore we are
talking about an integrated marketing strategy in which
all decisions are combined and correspond to a system
of strategic goals and a strategic vision.

To date, the marketing strategy is the basis of the
business strategy in only 7 % of investigated enterprises.
At the same time, 52 % of enterprises do not have a mar-
keting strategy or are not coordinated with the business
strategy that is shown in Fig. 1.

The modern spread of strategic marketing concept, due
to the increased differentiation of consumer interests, on
the one hand, and the corresponding acceleration of impro-
ving the capabilities of commodity producers, on the other,
determines the priority direction of the strategic develop-
ment of most enterprises. It is the marketing direction of
entrepreneurial activity (in particular, its client-oriented
approach) that allows the most successful formation of
competitive advantages in modern market conditions. The
concept of marketing shows that an enterprise that will
adjust itself to a more effective satisfaction of the exis-
ting and potential interests of consumers in comparison
with competitors substantially increases the probability
of achieving its goals.

There is no
marketing strategy
11 %

5

The marketing
strategy is contrary
to the business
strategy
4%

The marketing
strategy is formed
separately and is not
completely
coordinated with the
business strategy
37 %

The introduction of strategic marketing as an approach
to enterprise management requires the formation of a system
for making and executing management decisions, based on
the principles of aligning the interests of stakeholders, but
some researchers proceed from other provisions. Existing
models are rather formal and do not reflect the essence of
strategic marketing. In system-reflexive strategic marketing
management, an integrated system of strategic marketing
acquires new features. First of all, this concerns the allocation
of subject subsystems for making managerial decisions, name-
ly, the formation of Reflexive Marketing Manager (RMM)
interests (which is regarded as the actual manager of the
enterprise) and the coordination of the interests of internal
stakeholders (Fig. 2).

The proposed integrated system for the system-reflexive
paradigm of strategic marketing is based on a combination of
three levels of alignment of interests. The first level provides
for objectifying the interest of the head of the management
object, as well as its actualization in relation to the interests
of the manager. The result is the prevailing view of the man-
agement object and the direction of its transformation (the
object of interest) associated in the mind of the manager
with the expected benefits of the transformation. The interest
of the manager is formalized in the Big Hairy Audacious
Goals, which is an element of agreement at the second level.

The second level is the coordination of the interests of
internal stakeholders, which includes the reflexive marke-
ting manager (or the actual manager of the management
object). RMM (or the actual manager of the enterprise)
organizes and manages the process of harmonizing the
interests of internal stakeholders. The result of such coor-
dination becomes the vision of the control object.

The third level of coordination provides for the formation
of a strategy for coordinating the vision of the enterprise
and the interests of external stakeholders. Depending on
the object of management, the result of the agreement can
be the commodity-market strategy of the enterprise, the
strategic positioning of the brand, the strategy of changing
the culture of consumption of the product.

The marketing
strategy is the basis
of the business
strategy

7%

The marketing
strategy is
coordinated with the
business strategy
41 %

Fig. 1. Coordination of the marketing strategy and the business strategy
Source: author’s own research
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Fig. 2. Integrated system of system-reflexive marketing
Source: author's own developments

Returning to the integrated system of strategic marke-
ting, let’s note that the first two levels of alignment are
reflected in the subsystem of formation of RMM interest
and subsystem of internal coordination of interests. The
strategy formation subsystem assumes a mutual refinement of
the system of strategic goals, basic and functional strategies.
It is important that the functional subsystem is formed in
the context of strategic decisions. The analytical subsystem
is at the same time an auxiliary one (informational sup-
port for the adoption of strategic decisions, the formation
of a system of knowledge and clarification of interests)
and a control system through the feedback mechanism. It
is control that initiates repeated decision-making cycles
due to a change in the interests of stakeholders or the
ineffectiveness of reconciling existing interests (due to
mistakes in the strategy or means of market exchange).

A key principle of the integrated system of strategic
marketing (based on system-reflexive marketing) is the
departure from the project management form to the pro-
gram form. The essence of the difference lies in the fact
that the interests, goals, strategies, strategic plan is not
a definite and static planning horizon. The management
activity itself presupposes constant clarification of inter-
ests, goals, strategies and plans. In practice, this requires
considering the target setting and realizing the goals as
parallel, rather than sequential, processes are interrelated.

To implement the program form of system-reflexive
strategic marketing management, a three-cycle model is
proposed. A programmatic approach to strategic mana-
gement changes the notion of strategy as a long-term
«large-block» plan. The strategy is considered as a set of
principles. However, a long-term plan can also be a form
of representation of principles, a form of organizing tactical
thinking, if it does not contain concrete planned actions
or acts of activity, but is a list of stages indicating how
these steps should be planned (or projected). Determina-
tion of principles, methods of planning and designing of
details allows to consider the plan as strategic.

For the marketing manager of the 3—5-th level of reflec-
tion, marketing is a functional direction in the management
of an enterprise. According to marketing as a function,
it can be included in the formation of the enterprise vi-
sion, the basic strategy and the system of strategic goals,
but more often it receives the above-mentioned strategic
decisions as input for the further formation of a func-
tional marketing strategy. In the future, let’s distinguish
between strategic and operational marketing. The scope of
strategic marketing tasks is a systematic and continuous
analysis of the needs of key consumer groups, as well
as development of concepts of effective products, allow
the company to serve selected customer groups better
than competitors, and thus provide the manufacturer with
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a sustainable competitive advantage. The role of operational
marketing is organization of sales and communication to
inform potential buyers and demonstrate the distinctive
qualities of the product to reduce the cost of finding
customers.

A reflexive marketing manager of 6-7-th level of re-
flection expands its own management object in business
or the market as a whole. According to the principle of
actual ownership RMM <«appropriates» the management
object (that is, it becomes the actual manager), and ac-
cording to the marketing principle RMM coordinates its
interests with the interests of other stakeholders of the
management object. A different typology of stakeholders
leads to three levels of alignment of interests that exist
and are realized simultaneously, while a solution of one
level determines the decisions of the other. In practice, this
requires a cyclic programmatic approach to management.

The basic ideas of a cyclic management model are:

— cyclic nature of the clarification of the management

object and the interests of the head of the facility;

— reconciliation of interests in the event of a change

in the interests of stakeholders;

— formation of a sequence of actions as a system with

feedback, that is, there should be a monitoring system

with the ability to promptly adjust the actions while
monitoring the deviations of the result from the ex-
pected indicator;

— cycles of different levels are cycles of «different

speeds», that is, fewer cycles can last from a week to

several months, medium — from a quarter to several
years, large — from 1 to 5-10 years;

— «real time» management, that is, the restart of the

corresponding management cycle when the input con-

ditions change;

— cycles reflect the boundaries for possible decisions

taken at the appropriate levels of leadership.

Each of the cycles may end:

— with complete fulfillment of assigned tasks;

— if it is impossible to fulfill them (the need for higher-

level decision-making);

— if the external conditions or interests of the head

(stakeholders) of the relevant cycle change;

— directive when changing tasks on a higher level cycle.

One of the advantages of the cyclic approach is the
possibility of introducing a greater formalization in the
activities of the enterprise and the system of making mana-
gerial decisions.

Although marketing is primarily a creative discipline,
in practice it requires innovation and non-standard ap-
proaches, but in Ukraine it is hypertrophied to an intuitive
(entrepreneurial) approach and the prevalence of creative
decisions over analysis, research and strategic planning, so
a great marketing formalization makes it possible to increase
the effectiveness of marketing activities. And especially
this will concern strategic prospects. In the current period
of marketing formation in Ukraine, more attention is paid
to tactical effectiveness, often leads to medium- and long-
term failures or inefficient market activities. The model of
three cycles of marketing activities, developed to build an
integrated SRM system, was successfully tested at several
large and medium-sized Ukrainian enterprises. The basis of
the three cycle model is the principle of «different speeds»
and different levels of marketing decisions. The key idea
of the three-cycle model is the distribution of marketing

decisions at three levels relative to their impact on the
activities of the enterprise and the level of positions of
those who make these decisions.

The solution of the first cycle is the key decisions of
the activity and the future of the enterprise, the solution
of the corporate strategy. These decisions are made by
business managers (key internal stakeholders). The task
of marketing is identification of promising core markets,
strategic analysis and moderation of the alignment of
the interests of internal stakeholders. Strategic marke-
ting decisions taken by the enterprise manager and ma-
nagement of marketing services are related to the second
level. Functional units are responsible for development
and implementation of tactical solutions at the third cycle
level. These decisions are approved by the management
of the marketing department, and are carried out by the
marketing and sales departments.

Each level of decision-making in the three-cycle model
corresponds to the level of coordination of interests. The
big cycle provides for the coordination of interests of key
stakeholders of the enterprise. The result of the coordi-
nation of interests is the formation of the vision of the
enterprise. The middle cycle involves reconciliation of both
internal interests (functional managers) and formation of
a strategy that provides for the coordination of interests
with external stakeholders (in particular, consumers, sup-
pliers, partners, contact audiences, etc.). In the small cycle,
there is a direct exchange as a mechanism for realizing
the interests of stakeholders.

Big business cycle of an enterprise consists of three
stages, as shown in Fig. 3.

1. Fundamental market research (global market stra-
tegic analysis), identification of the strategic interests of
stakeholders, formation of a view of the basic markets
and the enterprise as management objects.

2. Definition of the vision, the system of strategic
goals and corporate strategy.

3. Formation and implementation of product-market
strategy, monitoring and correction.

At the second stage of the big cycle, strategic decisions
are made, on which the strategic program and strategic
plans are subsequently built. In particular, these are deci-
sions concerning the choice of the underlying market, the
formation of a vision and the development of a system of
strategic objectives. The third stage is the average cycle
of activities (adoption and implementation of decisions
within the framework of the basic market and the system
of strategic objectives of the enterprise).

The middle cycle corresponds to the business strategy
and consists of the following stages.

1. Applied market research (determination of interests
of external stakeholders, demand, etc.).

2. Development of a market strategy (segmentation
and coverage of the market, basic competitive strategy
and strategy of competitive behavior, growth strategy),
product strategy (product concept formulation, assortment
policy, brand policy, etc.) and positioning strategy con-
solidating commodity and market strategy. At this stage,
also testing the design of the goods, the development of
the product itself and its testing.

3. Development of functional strategies, which include
financial, organizational and personnel strategies, strategies
for promotion, marketing, production, procurement, etc.
The price strategy is determined.
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4. Implementation of the strategy — tactical and op-
erational plans and actions. At this stage, resources are
attracted, supply chains and sales are being established,
the basic price of the goods and the system of discounts,
margins and price insurance are formed; the system of
trade-marketing is formed and implemented; promotions
are held on sales promotion. Also at this stage, the op-
erative actions of relationship marketing are realized.

5. Monitoring and correction at the level of strategy
or tactical actions.

The small cycle begins when a program (or plan) of
activity is developed, is the result of the middle cycle. The
end of a small cycle, that is, a return to the middle cycle,
occurs when monitoring indicates inefficiency of tactical
actions that require a review of the strategy (viewing
production technologies, changing the production or tra-
ding chain, improving or strengthening the brand, deve-
loping a new sales promotion program, modifications to
the goods, etc.). Also, a small cycle can be terminated
if the current plan is fully implemented or the plan is
adjusted «from above».

Decision on the start /
of activities '

-

Fundamental
market analysis

v

Formation of vision of the
enterprise, the system of
strategic goals and corporate

Review of the
basic market
or intentions

|
|
|
|
|
|
|
|
|

| L.
of activities

— tactics of pricing (formation of systems of discounts
and margins, insurance of prices, accounting for the
psychological factor);

— trade marketing (merchandising, etc.);

— relationship marketing;

— other.

The three-cycle management model in the practical
application of the integrated SRM system provides an
opportunity to coordinate the changing interests of stake-
holders in real time. Unlike the rigid forms of strategic
planning, the program approach in the three-cycle ma-
nagement model allows more fully to take into account
stakeholder interests in the formation and implementation
of managerial decisions, strategies and operational actions.
An important result is the formation and expansion of the
system of collective knowledge in entrepreneurial activity
and the knowledge system of the manager. Flexibility of
management in the three-cycle model allows RMM of
the 6-th level to adapt the enterprise to the changes in
the environment promptly, and RMM of the 7-th level to
correct the development directions of the managed market.

The globalization of the market
environment and, in particular, the
globalization of stakeholders, leads to
an increase in the factors of influence
on the adoption of managerial deci-
sions. The big cycle of business ma-
nagement is aimed at forming and co-
ordinating the interests of internal (in
particular, global) stakeholders. The
middle cycle consists in studying the
interests of external (local and global)

Big Cycle

Decision on the end

development strategy

Applied market research

v

|

|

| -

I | Formation of product-market
| strategy
|

|

[

|

[

v

Formation of functional
strategies

/
| Development of an
operational plan

L]

|
|
|
: Operational activities |
|
|

L]

Monitoring |

Control

Fig. 3. Model of formation of marketing strategy of the enterprise

on the basis of system-reflexive marketing
Source: author’s own developments

A small cycle in the context of functional marketing
activities, namely the implementation of marketing strategy
at the level of tactical events, includes:

— implementation of promotion and marketing pro-

grams;

—

] stakeholders, determining the mecha-
nism for the formation, coordination

Middle Cycle and implementation of interests. In

the end, the small cycle consists in
the introduction of a certain mecha-
nism, the realization of interests in
the process of market exchange. The
synergistic basic and functional stra-
tegies of the company, centered on
an integrated marketing strategy, will
be coordinated as a success factor in
the formation and implementation
of the mechanism for the formation,
coordination and implementation of
stakeholder interests.

The strategic process must always
be controlled, conscious and uniquely
proactive. Considering the fact that the
three-cycle management model in the
SRM is developed on a programmatic
principle, the processes of formation
and implementation of the strategy
are not sequential but parallel. The
strategy, like entrepreneurial activity
in general and the manager’s know-
ledge system, are systems that are self-
improving through the cyclic nature
of actions in system-reflexive activity.

The introduction of system-reflexive strategic marketing
management of enterprises in Ukraine provides the following.

1. Introduction of a three-cycle program management
form in enterprises.

Small Cycle
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2. Stimulating a proactive strategic approach to the
market environment.

3. Revision of the definition of the basic market of
the enterprise and strategic goals and bringing them in
line with the interests of the stakeholders.

4. Expansion of the management object to the market
as a whole.

5. Implementation of the formation of corporate strategy
and strategy of business units.

6. Implementation of the strategic control system.

7. SWOT analysis of research resulis

Strengths of the system-reflexive approach in formation
of marketing strategies are a pro-active approach, allows
to manage the development of market interaction; sub-
jective position of the manager, which allows to realize
his interests by implementing an appropriate marketing
strategy; increase business competitiveness and accelerate
the diffusion of innovation.

Weakness can be attributed to the complexity of SRSMM
system and the need to allocate functional positions for
individual subsystems.

Opportunity is the development of system-reflexive man-
agement as an approach not only for marketing activities.

Threats to the successful implementation of SRSMM
can be considered insufficient development in the ma-
nagement environment of reflexive and critical thinking.

As research results, the following results are determined.

1. System-reflexive marketing represents a new paradigm
of marketing and strategic management and generalizes
the stages of their evolutionary development. The use of
system-reflexive marketing in the activities of the enterprise
makes it possible to constructively resolve internal and
external conflicts, to form a strategic vision and corporate
strategy, to help the subjects of management determine
the management object and their own interests in rela-
tion to it; increases the efficiency of activities. In turn,
this contributes to the development of entrepreneurship in
Ukraine and to increase the competitiveness of domestic
enterprises in a globalized market environment.

2. The principle of the integrated SRSMM system is
the departure from the project management form to the
program one, in which the interests, goals, strategies, strate-
gic plan is not definite and static in the planning horizon,
and the management activity itself presupposes constant
clarification of interests, goals, strategies and plans.

3. For implementation of the program form of system-
reflexive strategic marketing management, a three-cycle
management model is proposed, as a set of methods, forms
and tools for coordinating stakeholder interests at three
levels: (1) objectifying the manager’s interest in the man-
agement object, as well as actualizing interest in relation
to other interests of the manager, the result is the prevail-
ing view of the management object and the direction of
its transformation (objectified interest), related for man-
ager with the expected benefits from the transformation;
(2) aligning the interests of internal stakeholders, including
the reflexive marketing manager; (3) formation of a strategy
in the process of coordinating the interests of external
stakeholders, which, unlike existing approaches, allowed

to reflect the subject approach in the formation of en-
trepreneurial strategies and to develop a mechanism for
managing the alignment of stakeholder interests in the
process of forming a marketing strategy.
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POPMUPOBAHHE MAPKETHHI'OBBIX CTPATErHH B CHCTEMHO-
PEPNIEKCHBHOM MAPKETHHIE

IIpennoxkenbl MHTErpupOBaHHAs CHCTEMa CUCTEMHO-pedUIek-
CHBHOTO MAapKeTHHTa, OCHOBAaHHAs Ha IPOTPaMMHOIT hopme yrpas-
JIEHUS, U TPUIMKJINYeCKne Mojesn (hOPMUPOBAHUSI CTPATErHH,
KaK COBOKYIIHOCTb MeTO/I0B, (hOPM M MHCTPYMEHTOB COTJIACOBAHUS
WHTEPECOB CTEIKXO0J/IePOB Ha TPEX YPOBHSX: OIpPeJAMeYMBaHUS
WHTEepeca YIPaBJISIONETO TI0 OTHOIIEHUIO K 0OBEKTY YIIPaBIEHIS;
cOoTJIacoBaHue MHTEPECOB BHYTPEHHUX CTEHKXOI1epoB; (HhopMUpo-
BaHUE CTPATErMK B IIPOIECCE COIJIACOBAHMS MHTEPECOB BHEIIHUX
creiikxosiepoB. IIpumenenne cucteMHO-pedIeKCHBHOIO MapKeTHH-
ra mosbimaer 3HdEKTUBHOCTH U KOHKYPEHTOCIIOCOGHOCTD TMpE-
MPUSTHH B YCJIOBHUSIX TVIOGATH3HPOBAHHOCTH PBIHOYHON CPEJIBI.

Kmoueesie cnoBa: cTparernyecKuii MapKeTHHT, CTPATErnyecKoe
yIIpaBJeHUE, CUCTEMHO-PedIeKCHBHOE CTPAaTerniyeckoe MapKeTHH-
TOBOE YIIpaBJjIeHUE, CUCTEeMHO-pe()IeKCUBHBIII MapKEeTHHT.
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