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BUILDING BUSINESS PROCESSES AS A WAY TO IMPLEMENT THE
SYSTEM APPROACH IN MARKETING MANAGEMENT

HAJIATOJ[’)KEHHS BI3BHEC-IIPOLIECIB SIK CITIOCIB PEAJII3ALIIL
CUCTEMHOI'O IIIAXOAY B MAPKETUHI'OBOMY MEHE/’KMEHTI

The article is dedicated to the study of systematic approach manifestations in
management, in particular, in the marketing management of the enterprise. The authors reveal
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the essence, peculiarities and advantages of applying a systemic approach in marketing
management and management of marketing department of the enterprise. For this purpose, the
marketing department in the organization is described as a system and its main components are
defined. The study found that the implementation of a systematic approach in marketing
management and management of marketing department can be implemented through the
Sformalization and debugging of relevant business processes. The authors analyse the approaches
to the definition of the concept of "business process", describe the structure and identify the main
components of business processes in marketing management and management of marketing
department of the enterprise. Leaning on the classical sequence of stages of marketing activity of
the enterprise, the authors constructed a scheme for mapping the main business processes in the
management of marketing and the activities of the marketing department at the enterprise. The
research of business processes in the marketing management, which reflect the main stages of
marketing activity and their clear understanding, allows us to identify weaknesses in the
organization of the marketing activity at the enterprise, to plan, allocate and use resources more
efficiently, and also provides the opportunity to implement long-term planning and effective
business scaling. To do this, in the paper proposed a description of the main ways of formalizing
(describing) business processes such as text, tabular and graphical. The features of application
of each of the described methods of business process formalization, as well as their advantages
and disadvantages are highlighted and described. The authors analysed in detail the advantages
of using business processes in the management of the marketing activity, as well as identify the
symptoms that indicate the need to improve the business processes of marketing management /
activities of the company. Also, in this paper the authors identify and analyse the main methods
of improving business processes in the marketing management of the enterprise.
Keywords: system approach, marketing management, business processes

Cmammio npucesaueHo O0O0CHIONHCEHHI0 NpPOsABi8 CUCMEMHO20 NIOX00y 8 YNPAGJIHHI,
30Kpema, 8 YNpasniHHi CAyHcO0 MapKemuHey Ha NIONpUEMCmSsi. AGmopamu po3Kpumo cymo,
ocobausocmi ma nepegazu 3acMoCy8aAHH CUCIMEMHO20 NIOX00Y 8 YNPAGAIHHI MAPKEMUH20M Md
CyHcO010 Mapkemuney nionpuemcmei. /{is ybo2co ONUCAHO CyHcOy MApKemuney 8 opeauizayii
AK cucmemy ma 8U3HAYEHO ii OCHOBHI CKIad08i. B x00i docniocenns eusgneHo, wo peanizayisi
CUCTNEMHO20 NIOX00Y 8 YHPAGNIHHI MAPKEeMUH2OM MA CAYAHCOOI0 MAPKemuH2y niONpuEMcmed
Modice Oymu peanizoeanHa wiiaxom opmanizayii ma 8i0na2o0dcents 6iON0GIOHUX Oi3Hec-
npoyecie. Asmopamu NpoaHanizoeaHo nioxoou 00 GUSHAYEHHS NOHAMMA «Oi3HeC-npoyecy,
ONUCAHO CMPYKMYPY MAd 6U3HAYEHO OCHOBHI KOMHOHeHmuU Oi3Hec-npoyecieé 6 YnpasiiHHi
MapkemuHzoM ma caysucboio mapkemumnzy nionpuemcmea. Cnupaiouucb Ha  KIACUYHY
HOCAIO06HICIb  emanié MapKemune080i OisIbHOCMI NIONPUEMCIGEA, ABMOpPaMu nodY008aAHO
cxemy 8i000padicentsi OCHOBHUX OI3HeC-npoyecié 8 YNPAGLIHHI MAPKEMUHZOM ma OISIbHOCMI
cyocou mapkemuney nHa nionpuemcmsi. Jlocniosxcenns 6iznec-npoyecie 8 Ciyicoi MapKemuney,
AKI 8i000padcaroms 0OCHOBHI emanu MapKemun2080i OisnbHOCMI 1 iX 4imKe po3yMIHHA 00360.1€
suABnAMU CIAOKI Micys 6 opeaHizayii cryxHcou mMapKemuHey Ha niONpUEMCMEI, payioHanbHiule
NIAHY8amu, PO3NOOLISMU MA SUKOPUCIOBYEAMU PEeCYPCU, A MAKONC 3a0e3neyye MONCIUBICMb
peanizayii 00820CMPOKO8020 NIAHYEAHHA MaA epexmusnozo macuimadysauns 6iznecy. s
Yb020 y pobomi 3anpoNOHOBAHO XAPAKMEPUCMUKY OCHOBHUX Chocobis gopmanizayii (onucy)
Oi3Hec-npoyecie maKux AK mexkcmoeui, mabauynui ma epaghiunuil. Budireno ma po3kpumo
0COOIUBOCMI 3ACMOCYB8AHHS KOJCHO20 3 0OXAPAKMEPU308aHUX cnocobie gopmanizayii Oisnec-
npoyecis, a maxodc ix nepeeazu ma HeoONiKU. Aemopamu pobomu 0emanbHO NPOAHANIZ08AHO
nepeeazu 3acmocy8anHs Oi3Hec-npoyecie 8 YNPAGNiHHI CHYHCO0I MAapKemuHey, a MmaKotc
BUSHAYEHO CUMNIMOMU, SIKI C8I0Yamb Npo HeoOXIOHICMb 800CKOHANEHHS Oi3Hec-npoyecie
VIPAGIIHH MAPKEMUH2OM/OISIbHOCME CAyocou mapkemuney nionpuemcmea. Taxooic 6 Oamiil
pobomi asmopamu GU3HAYEHO MA NPOAHANIZ308AHO OCHOBHI MemoOU B00CKOHANIEHHS Oi3Hec-
npoyecie 8 ciyxicoi mapkemuney nionpuemMcmaa.

Kuro4oBi cjioBa: cUCTeMHUHN TiAX1], MAPKETHHTOBHI MEHE/PKMEHT, Oi3HEC-TIPOIeCH
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Introduction. Modern market conditions make enferprlses consfanfly TOOK

for ways of business development, increase of efficiency of its activity and
increase of competitiveness. That is why foreign companies have long been
focusing on business processes as a method of managing the company's internal
environment. In Ukraine, process-oriented management is still rather poorly
developed, and difficulties with the transition to this approach arise because of the
lack of awareness of the effectiveness of such innovations by the company's
management.

A lot of foreign researchers, such as Rybakov M.Yu., Repin V.V., Eliferov
V.G., Roter M., Kondratiev V.V., Kuznetsov M.M., Andersen B. were engaged in
the analysis of business processes as a key element of management.

Among the domestic scholars, the business process problems are not very
popular, but in this sphere there are the achievements of such researchers as
Arefiev A.V., Chernobay L.I., Lipych L.G., Komandrovskaya V. E. However, all
these studies are carried in mainly descriptive character and focus on the definition
of the concept of business process, the classification of business processes,
description of the structure and some principles of their implementation on the
enterprise.

As in the modern economy, the activity of the marketing service directly
affects the competitiveness of the enterprise, the issue of improving the
management of marketing at the enterprise is relevant, which is possible by
implementing a systematic approach to debugging business processes within the
marketing service.

Setting objectives. The purpose of writing an article is to determine in what
appears a systematic approach to marketing management and what are the benefits
of its application. During the research, the concept of the business process will be
defined, the possibilities of implementing the system approach in marketing
management through the establishment of business processes will be explored, the
business processes in the marketing service and the advantages of applying
business processes in marketing management will be described.

Methodology. The methodological basis of the study was the theoretical
provisions set forth in the works of domestic and foreign authors. Solutions to
scientific problems were carried out using the following research methods: a
systematic approach, a method of theoretical generalization and scientific
abstraction.

Main results. The system approach is based on the general theory of
systems L. von Bertalanffy and has found its application in many fields of activity,
including management. The systemic approach assumes that each of the elements
constituting the system has certain own goals. However, the essence of the system
approach is to increase the efficiency of the organization as a whole by taking into
account the influence of all factors affecting the organization and the interrelations
between its elements.
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or € IIrst uume, € nee 0 VIEW management as a singie, contimuous

process began to be discussed in the middle of the 20th century. And since then the
system approach to management has become more popular every year.

The system approach is also used in marketing management in an enterprise,
where the system is understood as a certain integrity, consisting of elements of the
marketing service, each of which contributes to the functioning of the whole (Fig.
1). Elements of the marketing service as a system include marketing goals,
functions, processes, the structure of the marketing service and marketing
personnel. At the entrance, this system receives money capital, information
(external and internal), technology (marketing, management, etc.), transforming
them into marketing results (profit, loyalty, image, etc.).

Processes

Money capital
Information Structure
Technology

Functions Results

Personnel

Figure 1 - Marketing service as a system.
Source: compiled by the authors on the basis of [8]

So, the main task of the head of the marketing department at the enterprise is
to see the marketing service as a whole, and as an interrelated set of interacting
elements. He should take into account that any control effect on any component of
the marketing service necessarily leads to consequences that are reflected in all
elements of the system.

For example, a change in the goals of the marketing service necessarily
affects the functions of the marketing service, which in turn affects the
organization of internal processes, the structure of the service and the personnel
involved in the performance of functions.

Features of the system approach in marketing management are as follows:

- clear definition of goals and establishment of their hierarchy;

- Achieve the best results at the lowest cost by using the tools of comparative
analysis and choosing how to achieve the goals;

- a broad, comprehensive evaluation of all possible performance results
using a quantitative interpretation of goals, the definition of methods and ways to
achieve them.
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[Nc main advantages ol applylng the sSystems approach In marketng

management are:

- the formulation of goals and elucidation of their hierarchy before any
activity related to management, especially with decision-making, integration or
taking into account personal goals and interests of staff for the purpose of
marketing;

- the ability to make managerial decisions weighing their impact on the
activities of each of the subsystems of the marketing service;

- the possibility in the management process to take into account the structure
(type of structure, communications), the functional purpose (functions of
subsystems, elements), the integrative aspect (identifying the objectives of the
system, the contradictions and ways to eliminate them), the communicative aspect
(identifying links with other subsystems and elements) and the historical aspect
(study of the stages of the development of the system, forecasting its prospects)
[1];

- a relatively low level of costs for the modernization of the marketing
management system due to the possibility of decomposition of the system and the
modular principle of its construction;

- high level of fitness for automation due to unambiguous interpretation

categories, procedures and standardization of algorithms for solving
management problems [2].

Thus, the means of the system approach contribute to a deeper awareness of
the structural and functional content of management phenomena, their multifaceted
interrelationships with each other and the environment, the actions of various
system-forming factors, their existence and development.

The implementation of a systems approach in marketing management can be
built by establishing business processes within the system, because business
processes are successive functional chains that are interrelated and on which the
overall state of the entire system depends.

According to the definition of Thomas Davenport and James Short, the
business process is a set of logically interconnected actions performed to achieve a
certain "exit" of business activity [3]. M. Rybakov defines the business process as
a clear, many-repeated sequence of actions that are performed to obtain a given
result [4]. M. Robson and F. Ullach define the business process as a work flow,
moves from one person to another, and for large processes, probably from one
department to another [5]. In any company, you can identify tens, hundreds and
even thousands of processes. They can be simple enough or can have complicated
branched circuits.

For all business processes, the presence of an "exit" of the business process,
the "input" of the business process and the "resource" of the business process is
characteristic. The "exit" of a business process is a material or information object
or service that is the result of a process and is consumed by external customers.
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The Texil' Ol thc business process can mclude: rinisned pl’OHLlCES, Hocumenfaflon,

information, personnel, technology, etc.

The "input" of a business process is the resources that become "output"
during the process. It includes: raw materials, materials, semi-finished products,
documentation, information, personnel. A "resource" of a business process is a
material or information object that is constantly used to execute the process, but is
not its "input". Resources include: information, personnel, equipment, software,
infrastructure, etc.

Business processes within the marketing service are related to marketing
goals: the goals determine the form and content of all business processes in the
marketing service. Each process has its own goal, which is the criterion of the
effectiveness of the process - how optimally this process leads to its achievement.
The goals of all processes within the marketing service are goals of the lower level,
through the implementation of which the top-level goals are achieved - the
marketing goals. In fact, the activity of the marketing service 1s a set of
interconnected business processes that reflect all the stages of marketing activities
in the enterprise. Associating business processes within the marketing service with
the marketing activities indicated by Zozulyov O.V., the conditional structure of
business processes can be depicted in Fig. 2.

Business processes related to the development of a market strategy

Business processes for analysing Business processes for the construction of the
market opportunities development strategy
> 1. Business processes of collecting 1. Business processes for selecting target
external marketing information . markets
. . 2. Business processes for the development
2. Business processes of collecting o
d analysing internal marketin of positioning
an ysl t% . g 3 Business processes related to competitive
information behaviour
4. Business processes of developing a
strategy of behaviour in international markets

Business processes related to the development of a product strategy
1. Business processes related to the commodity strategy
2. Business processes of pricing
3. Business processes for planning the distribution system
4. Business processes related to promotion

A

Business processes associated with the implementation of marketing strategy
1.Business processes that describe the adoption of management decisions
2. Business processes for planning marketing activities
3. Business processes of creating organizational structures
4. Business Processes for Monitoring Results

Figure 2 - The main groups of business processes in the marketing department
Source: developed by the authors
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Describe business processes in the marketing department should start with
the most frequently repeated, complex (involving many executors and resources)
and branched out. For example, most companies (other than major international
companies) rarely encounter the processes of developing a strategy of behavior in
international markets as part of marketing activities, so the description of this
business process will not be a priority for them.

Since business processes are standard workflows and they are repeated many
times, it follows that business processes can be logically written down, and then
improved and made more efficient.

All the ways of describing business processes can be divided according to
the format of the presentation into text, table and graphic. The choice of one or
another method depends on the branching in the middle of the business process,
the number of employees involved in the process, the number of input and output
resources etc. Advantages and disadvantages of each of the ways are summarized
in Table. 1.

Table 1 - Advantages and disadvantages of business process description formats

Description Advantages Disadvantages

format

Text Simplicity, there is no need for Low level of formalization, poor
training structuring
Table Good structuring Weak possible to display process
branches

. o . Need for staff training to use the

Graphic Visibility, best perception graphic format

The text format for describing does not require detailed explanations. This is
a description of the business process using text. The main advantage of such
descriptions is the flexibility in expressing any nuances of the process by means of
language. In fact, text descriptions of business processes don’t have certain
standards, and an enterprise can use any form of structuring of textual information
convenient for it. From this follows and the main drawback - the weak
formalization of descriptions.

To describe the process in tables, you can use the format shown in Table 2.

Table 2 - An example of a table format of describing the business process

. Resource
Ne Function Executor - -
Incoming Outcoming
1 Function Nel Executor A
N Function NeN Executor D
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FOr the grapnic representation, special notation systems nave been developed

for visualizing business processes, for example, IDEF0, BASIC FLOWCHART,
CROSS-FUNCTIONAL FLOWCHART, BPMN and others. The modelling of the
BPMN business process is schematically illustrated in Fig. 3.

Zone of responsibility 1 Zone of responsibility 2

Prohlem 1

Conditions 1
Problem 3

Conditions 2

Problem 2 O

Figure 3 - Modelling a hypothetical business process by the BPMN

This description of the business process allows the employees and
management of the marketing department to expand their work processes into
separate steps, assess the effectiveness of each of them and put everything back
into a single effective chain of actions. Such a revision of the usual routine actions
for employees makes it possible to get out of the so-called zone of unconscious
competence.

Being in the zone of unconscious competence, staff rarely reconsiders the
process of handle their routine duties. Thus, all ineffective business process links
have low prospects of being discovered and improved. Identification of
shortcomings in each element of business processes allows to increase the overall
effectiveness of the marketing service as a system.

Describing business processes, each employee has the opportunity to see his
participation in the process and go beyond his part of the process, seeing himself as
an element of business. Understanding the company's marketing processes and
their place in this processes brings back to employees a sense of meaning and
value of the work they do, which allows them to realize how the results of their
activities turn out to be in the overall business results, correlate goals in their area
of work with the company's global marketing goals. Establishment of such
interconnection of local and global goals can be carried out by describing business
processes, provides a systemic effect when all elements of the business work for a
common result, rather than each in isolation.
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The Hescrlpflon Ol pusiness Pprocesses lielps {0 relate eacn employee {0 the

zone of his responsibility. This eliminates the possibility of duplicating functions,
is reflected in increasing the efficiency of the use of labour resources.

The allocation of business processes in the marketing service also allows, in
the event of any problems or a decrease in efficiency, to identify the weak links in
each process. This is possible provided that the outgoing results are correctly
defined at each step of the process. Each step of the process should leave a trace in
the form of clearly defined results. If the person responsible for a certain step of
the process can not characterize its results, arises the question about the necessity
of this link in the process in general.

The described business process characterizes the sequence of execution of
the process steps. By dividing the processes in the marketing service into stages
and analysing them, we can compose them back in the optimally defined and most
effective sequence. As a result, the formalized business process reduces the
likelihood of missing any of the stages and the inconsistency of performing the
steps, and thus positively affects the effectiveness of each stage and business
process in general.

A clear description of each stage of the business process also allows you to
set the duration of the cycle of the business process, because the described
functions within each step allow you to determine the workload for employees and
evaluate it in a time dimension. Of course, depending on the specifics of the
company's activities, estimating the duration of the business cycle can be quite
difficult. However, if this is not done, at the highest level of management difficult
for implementation becomes the possibility of long-term planning. At the lowest
level, we cannot avoid delaying the delivery of work in stages, underloading or
reloading personnel, which in the end reduces the effectiveness of the marketing
system.

In the process of marketing management, it is important to determine in a
timely manner which business processes need improvement. Business process
management issues are acute when, at a certain stage in the development of the
marketing service, failures in the interaction of departments, managers, employees
become regular and begin to negatively affect the effectiveness of the system. On
the way "goal is the result", obstacles begin to occur, the signs of which can be:

- conflicts between participants in the business process;

- loss of information;

- duplicating functions;

- exit the business process beyond certain time limits;

- occurrence of unnecessary unforeseen expenses;

Improvement of business processes leads in general to lower costs, cycle
time and error rates. In general, there are four main methods for improving
business processes:

1. FAST methodology. The rapid decision analysis technique is a
"breakthrough" approach that focuses the group's attention to a certain process
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Hurmg a Ewo-aay meeflng {0 determine the ways m which the group can 1mprove

this process within the next 90 days. Before the end of the meeting, management
approves or rejects the proposed improvements.

2. Benchmarking of the process - a systematic analysis of the development
of higher quality goods, services, projects, equipment, processes and procedures
(standing principles) to improve the current activity of the organization, by
examining how different organizations (benchmarking partners) perform the same
or similar operations. Typically, the benchmarking process reduces costs, cycle
time and error rates by 20-50%.

3. Approach to the redesign of the business process. During the redesign of
processes, an imitation model of the current state is constructed. After that,
rationalizing measures are applied: elimination of bureaucracy, elimination of
duplication, simplification of methods, shortening of the cycle duration, protection
against errors (analysis of the current problem), simplification of communication
systems in the process, standardization of results, automation, mechanization,
application of information technologies in the process.

4. Reengineering of the business process. This approach is similar to the one
that the organization uses in the initial design of a business process, because this
method involves actually setting up the process from scratch. This approach
provides a fresh look at the process goals and completely ignores the existing
process and its structure. This approach is used in cases where the business process
is so outdated that it is not even worth trying to save it or partially improve it.
However, if management decides to use this approach for more than 20% of the
main business processes, this should alert the management, since this may be a
signal that the main problem is related to more global management problems. [5]

Effective marketing management is ensured by the successful functioning of
business processes in the marketing service. They play an important role in the
formation of an agreed department structure, management; lay the foundations of
competitiveness, company image; contribute to higher labour productivity and
profitability of the enterprise.

Conclusions. The application of the system approach allows to consider all
elements of the marketing service in interrelation with each other. To effectively
manage the marketing service, you need to take into account that any control effect
on any component of the marketing service necessarily leads to consequences,
affects all elements of the system. One way to implement a systems approach in
marketing management can be to establish business processes within the system.
Business processes in the marketing service reflect the main stages of marketing
activities and their clear understanding allows us to identify weaknesses in the
organization of marketing services in the enterprise, more rational use of resources,
provides the opportunity to implement long-term planning and effective business
scaling.

In this article the manifestation and advantages of applying the system
approach in the marketing service were investigated. The marketing service as a
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in marketing management can be built through the establishment of business
processes; The concept of the business process has been defined and it has been
determined which business processes take place in the marketing service, describes
how well-run business processes affect the effectiveness of the marketing service,
how to identify business processes that need to be changed and what methods exist
for improving the business -processes. The novelty of the research is the
description of the marketing service at the enterprise as a system, the analysis of
the opportunities and advantages of applying business processes in the marketing
management, the description of business processes within the marketing service
and the impact of their debugging on the achievement of marketing goals by the
enterprise.
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