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Abstract

The main purpose of this article is to develop a general model of integrated management of marketing
activities from an international perspective, given the relationship of its parts to each other and the external
environment and the cyclical nature of the process, and the construction of a general model for evaluating
the performance of international marketing system. Results. In modern conditions high-quality products are
necessity-term, but not sufficient to achieve the successful operation of the market. To optimize the above
goal should be to work out issues such as the definition of the requirements of potential customers, the
timing, location and conditions of the transaction, that is, the seller must offer the buyer at a particular
moment only the product that the best way to satisfy existing need for the latter. This may explain the reason
for the proposed buyers of high-quality goods are distributed in the market of one country and cannot find it
in another. Discussion: The information presented in this article marketing management model allows you
to organize all marketing activities and events, and do them not by chance, but in the complex, taking into
account their relationship and interaction. As well as the opportunity to working with mesh product and
market development to identify new attraction activities and evaluate them in terms of compliance with the
overall objectives and company resources. In addition, the proposed method of assessing the effectiveness of
a marketing system is universal, and it allows you to analyze the effectiveness of the functioning of the
marketing of individual enterprises, regardless of scope, given the impact of all factors.

Keywords: competition advocacy; financial market; investment management; middle class; problems of
economic theory and policy.

1. Problem statement

The widespread use of marketing in the world
economic practice allowed to accumulate rich
experience in organizational and economic forms of
application. However, this led to diversity and the
lack of universally accepted interpretation of the
term "marketing". In describing the current state of
the world economy can be concluded that it is
associated with dramatic changes and passes in a
fairly high rate, which is manifested in the form of
the formation of new forms of global economic
relations, international trade, capital flows and

transnational activities, the integration processes at
the macro level. On the basis of practical and
theoretical studies A.Glinkinym, Kotilko V.,
Martyanova O., Y.Makogonom and other scientists
and economists, it was found that there was
historically in the global economy the real situation
so that the integration process is usually started with
the liberalization of mutual trade, the removal of
restrictions in the movement of goods, then services,
capital and gradually under appropriate conditions
and the interest of the partner countries leads to a
single economic, legal, information space within the
region. It formed a new quality of international
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economic-relations. This involves a conscious
purposeful regulation of mutual trade and economic
relations [1-4]. In this regard, we have a situation of
acute need for coordination of production and
marketing efforts at the international level so as to
ensure the productivity of each event individually
and as a whole and each individual member of the
whole process, which is impossible without the
skillful use of instruments of international
marketing. According the development of the overall
global marketing effort management system, as well
as the development of a methodology that allows to
evaluate their effectiveness, taking into account all
the factors affecting it in modern conditions is the
actual problem.

2. Analysis of the latest research and publications

Fundamentals of modern theory of international
marketing and the principles of its formation as an
independent academic stream were formed such
famous foreign scientists as S. Madzharo, F.
Bradley, Jane S., W. Keyehan F. Kateora, S.
Palyvoda A. Samlah, B . Terpetra M. Chynkota,
Kotler, E. Barlow, R. Barnett, R. Buzell, R. Werner,
C. Hoshal, S. Kevushil, R. Kramer, H. Ann and their
followers. A significant contribution to the
development of the concept of international
marketing and improving its strategy and principles
made Ukrainian and Russian scientists, economists,
marketers A. Starostin, A. Mazaraki, A. Azaryan,
Vladimir Novitsky, E. Saveliev, Chernomaz P., O.
Kanyschenko, T. Tsygankov, S. Pakhomov,
Abramishvili G., N. Moses, G. Bahiyev V.
Aleksunin V. Tarasevich, J. Bekleshov, P. Zavyalov,
D. Demidov, S. Barsukov, Alexander Vorobyov, I.
Gerchikov and other equally famous authors.

Marketing Management at the international level
is an elaborate implementation of an integrated
policy of the enterprise in the market, which
provides: target orientation of the company to meet
the needs of market participants; complexity,
sequence of activities from product design to its use;
Accounting prospects regarding the improvement of
the product portfolio according to the needs and
conditions of use [5-8]. To build an effective
marketing management system is necessary to apply
the approaches and the position of a new
management paradigm. The new control paradigm
provides for the application to the solution of
administrative issues of process, system and
situational approaches [9].

3. The main purpose of this article is to develop a
general model of integrated management of
marketing  activities from an international
perspective, given the relationship of its parts to
each other and the external environment and the
cyclical nature of the process, and the construction
of a general model for evaluating the performance of
international marketing system.

4. Presentation of main material

From the results of the analysis of existing
approaches to the formation of the system of
international marketing in the modern industrial
enterprise turns out that the current participant
business process must resolve a number of specific
tasks to resolve without intervention marketing
unrealistic:

- Continued expansion and increasing the range
of offered products with-all to meet consumer
desires and according to all his expectations;

- Organization constantly functioning channel of
cooperation with the consumer;

- Increasing flexibility (including by proving
diversification and differentiation of production and
the market). This diversification is a reorientation of
the production of fundamentally new products which
target market needs given the peculiarities of the
national economy, if the use of existing production
facilities, with minimal expenditure. In turn,
differentiation  involves  grouping  customers
according to their requirements and personal
characteristics in order to best meet each customer
by individual approach;

- Continuous work of improving the quality and
competitiveness of manufactured products;

- Ensuring the functioning of the management
competitiveness of national economies as a whole
and individual businesses in particular;

- Improving production efficiency, constantly
improving equipment and technology;

- Ensure, in the field of product sales through
enhanced advertising function by increasing the
attractiveness of the product by using elements of
the economic impact on the manufacturer.

Thus, in modern conditions high-quality products
are necessity-term, but not sufficient to achieve the
successful operation of the market.

To optimize the above goal should be to work out
issues such as the definition of the requirements of
potential customers, the timing, location and
conditions of the transaction, that is, the seller must
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offer the buyer at a particular moment only the
product that the best way to satisfy existing need for
the latter. This may explain the reason for the
proposed buyers of high-quality goods are
distributed in the market of one country and cannot
find it in another.

Based on the analysis, we can conclude that the
development of international marketing, among
other things, can serve as one of the key elements to
overcome the instability and economic crisis the
world economy. Stability marketing activities at the
micro level, combined with centralized methods of
forecasting the dynamics of supply and demand,
scientific and technological and social development,
economic processes at the macro level are factors of
planning the structure of international business.
However, due to the specificity of marketing as a
scientific currents today seems impossible full use of
many foreign and domestic experience in
establishing internal marketing and development of
international marketing, and today there is a need
formulate coherent mechanism for its operation and
control allowing for the development of
international economic space as a whole and
individual national economies in particular.
Therefore, international marketing has to respond
and track any changes in technology creation and
development needs of target consumers on world
markets and the markets of individual countries and
find the best option for their comparison and
maximum satisfaction. Moreover, the kind of
marketing that is analyzed in this paper has a lot of
"white spots" both in research and bring the goods to
a particular consumer, because the methods for
national marketing in most cases inapplicable in its
original form. In addition, there is an acute shortage
in specific methodology (adapted to the conditions
of the sphere), which allow a maximum precision
explore and anticipate customers' needs and
determine the degree of conformity of the proposed
their products, which in turn directly affects the
competitiveness of the producer on the world stage .
Inter-Rodney marketing should keep track of all the
processes in the global economic system and in
individual national economies, markets which are
targeted. For this purpose the necessary tools
improve international marketing and development of
its strategy, focusing on marketing tools generated in
countries with developed market economies.

Based on the fact that the marketing management
system should be formed on the basis of strategic
planning and operating in unison with him, tracking

him any change it should be a flexible mechanism to
monitor the functioning of the system at any stage of
the development of events. In addition, it is
necessary to consider that in the context of
globalization to ensure achievement of the intended
target alone is not enough administrative influence.
In practice, the management of marketing activities
is contained in the development and use of a set of
measures that can ensure qualitative changes in
production and marketing.

In the current conditions of functioning of
economic units such action system is realized
through the development of marketing strategies that
are aimed at reducing the risk of the enterprise
output to the target market. Given all of these
requirements has been formed overall global
marketing management model, shown in Fig. 1,
which is a specific multi-functional and multi-
component system, which consists of ten
interconnected blocks, which are the elements of the
system and will operate to achieve the main goals of
the system. This provides the interconnection of all
units included in the system, forming thus a certain
integrity, and the combined single purpose — to
improve the efficiency of marketing activity of an
economic unit, as a result, attainment of stable
success in the international market, while
considering each individual unit as a system, which
has its own system-components.

For cyclic process of marketing management as a
result of an evaluation of each individual marketing
activities and analysis of the effectiveness of the
whole system, based on what worked for its
improvement measures. However, just to build a
marketing management scheme for the enterprise to
achieve the goal set in this article is not enough, you
need to develop a model for assessing its
effectiveness. Based on the nature of an indicator of
efficiency regardless of line of business, represented
as a ratio of effect to cost, when considering the
impact of improvement marketing activities or the
formation of a marketing system or software control
marketing mechanism must rely on the very purpose
of marketing, expressing it in a quantitative form.
With a large variety of options marketing goal
setting, especially at the international level, it is first
necessary to determine the index, which will
continue to be used as the main characteristics of the
performance of each event and all activities. The
best option for solving the problem posed in this
study is to use the change of profit on sales of
finished products and covers the market share.
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Fig. 1. The total marketing management system in the enterprise
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Thus, the efficiency will be further defined as the
ratio of profit from the implementation of marketing
activities or individual activities required unit costs.
Whereas, as a gain from the implementation or
improvement of marketing activity of business entity
is the numerical difference between the total income
of the enterprise from product sales before and after
the implementation of marketing activities.

Additionally, you must remember that the profit
is the difference between the income earned and the
existing costs and the level of income, in turn, is
directly dependent on the volume of sales, which can
be expressed in terms of the regression equation, the
essence of which is to construct a linear relationship
between the two indicators (in this case, between the
income and the volume of sales).

Considering all the above conditions and
assumptions we have:
Poark . = (D1 = 71)- (D - 7¢) =
=(a Ny _Zl)_(a’NO ‘Zo)=
- _ (1
—a-Nl —a-NO—Zl+ZO =

a-Ny—a-Nog=Zp,4
where:

P mark. — Profit from marketing activities or
profit from improvements in one of the blocks of
marketing management system in the enterprise;

Z mark. — The total costs associated with the
implementation of marketing activities or improve
one of the blocks of marketing management system
in the enterprise;

DO, D1 — total revenue generated from the sale of
company pro-induction before and after the
implementation of marketing activities, respectively;

NO, N1 — the volume of produced and sold
products before and after the implementation of
marketing activities, respectively;

o — coefficient regression.

At this stage of the simulation is necessary to
establish a functional relationship between the
volumes of sales in the foreign market and the
different blocks of marketing management system,
which are mainly based on the constructed above
models are best suited components of well-known
marketing mix "5P" (it is a system of marketing
tools, the use of which is directed on improving the
efficiency of all marketing activities and
demonstrates connectivity between producer and

consumer), which is a mathematical representation
will look like: (2)

N = f2 (K,D,B,P.T), ()

where:

B - the level of competitiveness of the staff
involved in the project;

K — the effectiveness of the functioning of the
goods (car) in actual operating conditions;
D — effectiveness of pricing policy;

P — efficiency of advertising campaign;

T —ensuring the efficiency of
distribution system.

The most effective is the empirical expression of
the desired function (f2,) as it is the most flexible
and loyal, and in addition, provides an even and high
enough agreement between the calculated results
with practical observations. All this testifies to the
greatest possible usefulness of this method for
implementation in the real market conditions.
General view of the forms of dependence takes the
following form: (3)

product

N=k, k' V.p2. 73 pt 175
where:

k — coefficient of proportionality, proving the
existence of the relationship between the volume of
sales and the selected indicators;

yl, y2, y3, y4, y5 — exponents characterizing the
degree of influence efficiency goods operation
(machine) in actual operating conditions,
compliance with the selling price optimal level of
prices in the market competitiveness of the
enterprise  personnel, advertising effectiveness,
efficiency of goods movement, respectively.

Thus, the required mathematical model that
allows to assess the efficiency of marketing
activities regardless of the level and extent of
ongoing and implemented projects has the following
form: (4)

a 'k,w ~Kl}'l ,Dlyz ,Bl.v; ,le .T]ys )

Z Mapk. . ( 4)
a.k,li K(;h D6V2 BO“ 'F)Oy4 ’T(SV5 -Z
VA

mapk .

9 =

Mapk .

Mmapk .

5. Conclusions

The information presented in this article marketing
management model allows you to organize all
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marketing activities and events, and do them not by
chance, but in the complex, taking into account their
relationship and interaction. As well as the
opportunity to working with mesh product and
market development to identify new attraction
activities and evaluate them in terms of compliance
with the overall objectives and company resources.

In addition, the proposed method of assessing the
effectiveness of a marketing system is universal, and
it allows you to analyze the effectiveness of the
functioning of the marketing of individual
enterprises, regardless of scope, given the impact of
all factors. What does this model can be applied at
various stages of marketing activities, both at the
planning stage (in order to predict the results), and in
the case of selecting the most effective marketing
activities and, finally, at the end of its
implementation or in determining the effectiveness
of marketing activity of the enterprise as a whole at
the end of the reporting period or in the completion
of the next stage of the company's operation. The
only difference is that in the first two cases, the
analysis is carried out on the forecast data, and in the
other — according to actual.
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MopesoBaHHsI POIeCiB yIPaBJIiHHS CTPATEri€l0 MizKHAPOAHOTr0 MAPKETHHTY HA MiAMPHEMCTBI

Hamionansauii aBianiiinuii yHiBepcureT, mpocn. Kocmonasra Komaposa 1,

Kwuis, Ykpaina, 03680E-

mails: 'korzh marina@mail.ru; *1_akimova@ukr.net; Irina-peace@ukr.net

OcHoBHa MeTa 1Ii€i cTaTTi momsArae B TOMY, LIO0 PO3pPOOMTH 3arajbHy MOJENb KOMILIEKCHOTO

YOPaBIiHAS MapKETHHTOBOIO MiSTIBHICTIO 3 MIKHApPOTHOI TOYKH 30pY, BPaxOBYIOYH B3a€MO3B'S30K HOTO
YaCTHH OJIMH 3 OJHUM 1 30BHIIIHEOTO CEPEIOBHUINA i MUKIIYHUN XapakTep Iporecy, i moOyaoBa 3arajibHOl
MOJeNi sl OUiHKK e(peKTUBHOCTI (DyHKIIOHYBaHHS MIKHApOIHOI cucTeMH MapkeTwHry. PesyastaTu: B
CyYaCHHX YMOBaX BHITYyCK BHCOKOSKICHOI TPOAYKIi € HEeoOXigHOK, ane He AOCTaTHBOI YMOBOKO IS
JIOCSITHEHHSI YCIHIIIHOTO (BYHKITIOHYBaHHS Ha pWHKY. [ omTuMizamii BHIE3ragaHoi MeTH HEOOXiITHO
MPOPOOMTH TaKi MUTAHHS, SIK BU3HAYCHHS BUMOI MOTCHI[IHHMX CIIOKWUBaYiB, BUOIp Yacy, Micis i yMOB
3IiHCHEHHs yrogu, TOOTO MpoJaBenb MOBHHEH 3alpOIOHYBATH MOKYIEBI B KOHKPETHUH MOMEHT TUIBKH
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TOW TOBap, SKWH MIOHAaWKpamle 3aJ0BOJBHHUTH iCHYIOUy NoTpeby ocTaHHbOro. LluM MoO>KHa TOSICHHTH
MIPUYMHY, 3 SKOI 3aIIPONOHOBAHUH MOKYIIISIM BUCOKOSIKICHUI TOBap 3HAXOAUTH 30yT Ha PUHKY OJHi€l KpaiHu
W HEe 3HAXOAUTh Woro B iHmni. OQOrosopenns: IlpeicraBieHa B AaHiii CcTaTTi MOIETh YIPaBIiHHS
MapKETHHTOM J03BOJISIE CHCTEMAaTH3YBaTH BCI MApKETHHTOBI Mii 1 3aX0M i BUKOHYBATH 1X HE BHIIQJKOBO, a B
KOMITJICKC], BPaXxOBYIOUM iX 3aJIC)KHICTh 1 B3a€EMOBIUIMB. A TaKOXX HAJAEThCS MOKIMBICTb, NMPALIOIOYH 3
CITKOIO PO3BUTKY TOBapy 1 PHHKY BHSBJIATH HOBI IPUBAOIMBOCTI MiSUTBHOCTI Ta OMIHHUTH IX 3 TOYKU 30pY
BIZIMOBIIHOCTI 3aralibHUM IisiM 1 pecypcam ¢ipmu. Kpim Toro, 3amponoHoBaHa METOAWKA OI[IHKH
e(eKTUBHOCTI MapKETHHI'OBOI CHCTEMHU € YHIBEpCAJIbHOIO, i BOHA J03BOJISIE MPOAHAi3yBaTH €(EKTUBHICTD
MapKETUHIOBOTO (PYHKIIOHYBaHHS OKPEMOTO MiANPUEMCTBA HE3AJIECKHO BiJ chepH, BpaxOBYIOUH BILIMB BCiX
(hakTopis.

KuarouoBi cioBa: ajBokaTyBaHHS KOHKYPCHINIT; IHBECTHIIIMHUN MEHEKMEHT; TPOOJIEMH CKOHOMIYHOT
Teopii 1 MOMITHKH; CepenHil Kitac; GiHAHCOBUHA PHUHOK.
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OcHoBHasl 1eJIb 3TOW CTaThU 3aKIIOYACTCS B TOM, YTOOBI pa3paboTarh OOIIYI0 MOJAEIb KOMILIEKCHOTO
YIPaBICHAA MAPKETUHTOBOU IEATEIBHOCTBIO C MEKYHAPOJHON TOYKH 3PEHHUs, YUUTHIBAs B3AUMOCBA3b €r0
yacTel APYT C IpyroM U BHELIHEH cpelbl U MUKIMYECKUI XapaKkTep MpoIiecca, ¥ MOCTpoeHHe 00Iei Moaenu
Uil OLleHKH 3P PeKTUBHOCTH (YHKIMOHUPOBAHUS MEXIyHApOAHOW CHCTEeMbl MapkeTuHra. PesyabTarei: B
COBPEMEHHBIX YCJIOBHUSX BBIMYCK BBICOKOKaYECTBEHHOW MPOLYKIHMU SBISETCS HEOOXOOUMBIM, HO HE
JOCTaTOYHBIM YCJIOBHUEM AJSI AOCTHKEHUS YCIIEIIHOTO (PYHKIHMOHMPOBAHMS Ha phIHKE. I ONTUMH3aLuU
BBIIICYIOMSHYTOH LeIM HEOOXOIUMO IpOAENaTh TaKUe BOIPOCH,, Kak oOIpeneneHue TpeOoBaHUM
MOTEHIIHABHBIX MOTpeduTeNel, BEIOOP BpeMEHH, MecTa U YCIOBUN COBEPIICHUS CIEIKH, TO €CTh MPOJaBel]
JIOJDKEH IPEIJIOKUTh IOKYIATEeI0 B KOHKPETHBIM MOMEHT TOJIBKO TOT TOBAp, KOTOPBIM HAMIYyYIIUM
00pa3oM yIIOBIETBOPUT CYLIECTBYIOLIYIO MOTPEOHOCTh MOCIETHEr0. DTUM MOKHO OOBSCHUTH MPUUYUHY, 1O
KOTOPOH MPEATIOKEH IOKYNAaTeNsIM BbICOKOKAaYECTBEHHBIM TOBAP HAXOJUT COBIT HA PHIHKE OJHOW CTPaHbI U
HE HaxoAuT ero B japyroid. OOcy:xkaeHue: IlperncraBrneHHas B [JaHHOW cTaThe MOJENb YIPaBICHUS
MAapKETUHIOM I103BOJISIET CUCTEMATU3UPOBATh BCE MAPKETUHIOBBIE NECUCTBUS U MEPOIPUSATUS U BBIIOIHATh
UX HE cIy4aiHo, a B KOMIUIEKCE, YUUThIBasl UX 3aBUCHMOCTb M B3aMMOBIMSHUE. A TaKKe MpeoCTaBIseTcs
BO3MOXHOCTb, paboTasi C CETKOM pa3BUTHs TOBapa M PbIHKa OOHApY)KMBaThb HOBBIC IIPHUBJIIEKATEIbHOCTH
JESITeIbHOCTH U OLIEHUTh UX C TOUKH 3PCHUS COOTBETCTBUA OOIINM LIESIM U pecypcam ¢upmbl. Kpome Toro,
npeayIoKEHHad METOAMKA OLCHKH 3(1)(1)6KTI/IBHOCTI/I MapKeTPIHFOBOﬁ CHUCTEMBI SABJISICTCA YHPIBepcaJIBHOfI, n
OHA TMO3BOJISIET MPOAHATM3HPOBATH 3(PPEKTUBHOCTH MAPKETHHTOBOTO (PYHKIMOHHPOBAHHS OTACIBHOTO
NPENPHUITUS HE3aBUCUMO OT c(hepbl, yUUTHIBas BIUSHUE BCeX (PaKTOPOB.

KaroueBble cioBa: AIBOKAaTUPOBAHUE KOHKYPCHIIUU, I/IHBeCTI/IHI/IOHHBIfl MCHCPDKMCHT, HpOGHeMBI
SKOHOMUYCCKOMH TCOPUHU U IOJIUTUKH, Cpe,[[HI/Iﬁ KJacc; (bHHaHCOBBIfI PBIHOK.
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