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ReSeaRcH aPPROacHeS

Abstract. The ambiguity of the concept of “public marketing” and basic re-
search approaches to its definition is considered. The authors offer their own in-
terpretation of the conceptual foundations of marketing use in the public adminis-
tration. The analysis is performed with the purpose of formation of the theoretical 
and methodological framework for the realization and satisfaction of needs of the 
“public market”.
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ТЕОРЕТИКО-МЕТОДОЛОГІЧНА ІДЕНТИФІКАЦІЯ  
ДЕРЖАВНОГО МАРКЕТИНГУ В КОНТЕКСТІ СУЧАСНИХ  

ДОСЛІДНИЦЬКИХ ПІДХОДІВ

Анотація. Розглядається багатозначність поняття “державний марке-
тинг” і основні дослідницькі підходи до його визначення. Авторами пропо-
нується власне трактування концептуальних основ використання марке-
тингу в державному управлінні. Аналіз проводиться з метою формування 
теоретико-методологічних основ для реалізації та задоволення потреб “дер-
жавного ринку”.

Ключові слова: державний маркетинг, державне управління, потреби 
громадян, суб’єкти “державного ринку”.

ТЕОРЕТИКО-МЕТОДОЛОГИЧЕСКАЯ ИДЕНТИФИКАЦИЯ  
ГОСУДАРСТВЕННОГО МАРКЕТИНГА В КОНТЕКСТЕ 

СОВРЕМЕННЫХ ИССЛЕДОВАТЕЛЬСКИХ ПОДХОДОВ

Аннотация. Рассматривается многозначность понятия “государствен-
ный маркетинг” и основные исследовательские подходы к его определению. 
Авторами предлагается собственное трактование концептуальных основ 
использования маркетинга в государственном управлении. Анализ прово-
дится с целью формирования теоретико-методологических основ для реали-
зации и удовлетворения потребностей “государственного рынка”.

Ключевые слова: государственный маркетинг, государственное управле-
ние, нужды граждан, субъекты “государственного рынка”.

Target setting. At the present stage 
of socio-economic and political devel-
opment of the society in many countries 
the importance of the application of 
marketing principles in the activities of 
public authorities at various levels, and 
also in the activities of the local govern-
ments increased considerably. However, 
questions of the practical implementa-
tion of the key aspects of marketing 
in the system of public administration 
and, as a result, the settlement of the 
problem of determination of the value 
orientation of its institutions, which 
gives special relevance to the recogni-
tion and preservation of human rights 
and freedoms are still unsolved.

Analysis of recent research and 
publications. Some theoretical and 
practical basis of the modernization 
and development of existing in Ukraine 
system of public administration by the 
way of its social orientation are studied 
in the works of such scholars as V. Go-
molska, S. Dubenko, O. Ivanitskaya, 
I. Koliushko, S. Kravchenko, S. Mar-
tov, R. Naumenko, M. Oklander, E. Ro-
mat V. Tymoshchuk, T. Fedorov et al.

Certain aspects of the implemen-
tation of marketing principles in the 
activities of the public authorities 
and management of the forms and 
methods of the public administration 
is the object of attention of such do-
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mestic and foreign scientists as V. Av-
eryanov, B. Vakulenko, P. Wojtowicz, 
B. Dove, B. Polyak, Y. Romanenko, 
K. Romanenko, V. Soroko, Surmin Yu, 
A.  Cheban, J. Ball, S. Shubin et al.

The purpose of the article is the 
investigation of the problematic issues 
of formation of the public marketing 
in the context of modern, research ap-
proaches.

The statement of basic materials. 
Now widespread use in public admin-
istration gets public marketing. As for 
the essence of the public marketing is 
among researchers is that there is no 
unanimity due to the interpretation of 
this concept. This is explained to the 
lack of a clear legal definition of this 
definition.

A significant part of managers and 
practitioners are tended to reduce its 
instrumental basis to one or more aux-
iliary functions in the practice of ex-
ecutive authorities (analytical, predic-
tive, image positioning features, etc.), 
which is unacceptable, because in this 
case the problem of the complex analy-
sis of the conceptual basis of state mar-
keting remains unnoticed. 

An active researcher of the con-
ceptual foundations of usage of mar-
keting in the public administration, 
Romanenko K. M. offers to interpret 
public marketing “within the concepts 
of the theory of economic fundamen-
tals, social marketing, marketing ser-
vices, nonprofit marketing, territorial 
marketing and also within the inno-
vative concepts of state regulation in 
conditions of the market society (reen-
gineering concepts, public administra-
tion services, etc.)” [1].

It should be noted that, in our opin-
ion, such an approach does not fully re-

flect the global, system-forming role of 
the marketing in relation to the process 
of creating of the global community-
oriented system of public administra-
tion, the development of which, first 
of all, requires the implementation of 
systematic steps, rather than their dif-
ferences especially by the questions of 
strengthening the regulatory functions 
of the society.

Other researchers argue that the ba-
sis of the public marketing constitutes 
adaptation of the marketing paradigm 
for the management needs of public au-
thorities [2, p. 8]. The above depicted 
interpretation first, ignoring the sub-
ject-object relation in public admin-
istration; secondly, in fact doesn’t say 
anything about the social orientation 
of the use of marketing tools in the 
public administration.

Several authors overcome this limi-
tation and justify the systematic in-
terpretation of the public marketing, 
based on its sociocentric orientation 
as the branch of non-profit market-
ing industry, which brings together 
participants, techniques that they are 
used, and a set of relations between the 
subjects of public administration and 
“consumers” of results of their activ-
ity [3, 4, 5]. However, in this approach, 
understanding of the integrative na-
ture of public marketing as a paradigm 
of management activity are absent and 
also a nature of the subject-object rela-
tions in the public marketing system is 
represented simplistically.

Summarizing some intermediate 
consequences its proposed to consider 
the public marketing as one of the types 
of non-commercial marketing in which 
the nature of the relationship between 
its objects and subjects is based on the 
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free exchange of immaterial, in addi-
tion, non-profit resources, under the 
conditions of compliance of the main 
principles of marketing, and that is 
main objectives of the activity aims:

• formation of the behavioral mod-
els of behavior of citizens, which 
will contribute to the realization 
of the national objectives in the 
greatest extent;

• achievement of harmony (or at 
least, balance or relationship) 
between the demands and needs 
of citizens and the results of the 
activities of public authorities of 
their satisfaction;

• minimization of negative atti-
tudes and resistance in society 
that hinder the realization of the 
objectives of government enti-
ties, etc. [6, p. 32].

As the individual segments of con-
sumers in the public marketing system, 
citizens, society, as a whole, some public 
and political associations, institutions 
of state power itself can be considered. 
Meeting of the diverse needs of this 
‘market’ (economic, political, cultural, 
personal, etc.) is the pledge of achiev-
ing the goals, which modern system of 
democratic governance is set ourselves. 
This is true, of course, in the case if the 
public marketing is perceived as a mar-
keting concept of the driving system.

Further analysis of the possibilities 
of using of the elements of marketing 
in the public administration requires a 
more detailed analysis of the character-
istics of its subjects and objects.

The subject of the public of market-
ing (as, indeed, and the main subject of 
public administration) in the broadest 
sense is the state. The main object of 
public marketing, the main “consum-

ers” of the total product of activity of 
state bodies in the broadest sense of 
this term is all citizens of the state.

Needs of the “public market” is very 
specific. So, if we look at the provisions 
of the Constitution of Ukraine (as well 
as other countries), it may be noted 
that the basic social needs of the citi-
zens, on satisfaction of which state ac-
tivity should work are divided into two 
large interrelated groups:

1) basic needs.
They are represented by the so-

called package of social guarantees. It 
includes the right of the life, right on 
the work, right on the rest, right on the 
social protection; right to an adequate 
standard of living for himself and his 
family, which includes adequate food, 
clothing, shelter; right on the health, 
right on the secure for life and health of 
the environment and to the compensa-
tion for the violation of this law;

The most important needs for the 
development of the individual of the 
citizen.

This type of social needs are realized 
through the provision of the right on 
the free development of his personality, 
right on the dignity of a citizen respect, 
right on the freedom and personal secu-
rity, inviolability of the home, the right 
to privacy of correspondence, tele-
phone conversations, email and other 
correspondence, the right to freedom 
of thought and speech, to freely express 
their opinions and beliefs, the right to 
freedom of thought and religion, free-
dom of association in political parties 
and public organizations, to take part 
in the conduct of public affairs, the 
right to peaceful assembly, the right to 
send written requests and personally 
appeal to bodies of state power, right 



194

on business, the right to strike, the 
right to education [7, p. 21–23].

In order to achieve the objectives 
of the subjects of marketing activities 
the specific marketing tools already 
well-known as marketing mix is used. 
Very briefly touch on adaptation of the 
concepts of commodity, price and sales 
marketing policies regarding public 
marketing specifics.

From this point of view, under the 
item (product of the public market-
ing) we proposed to understand all the 
services provided by public authori-
ties, which meet the requirements of 
the object: regulation and ensuring of 
the sustained economic development; 
preservation and increasing the foun-
dations of spirituality of the peoples 
inhabiting the country; maintenance 
and development of the infrastructure 
of life of the population: medical, edu-
cational, housing, road systems, etc.; 
protecting of citizens from criminals 
and external enemies in emergency sit-
uations; environmental protection, and 
others. Exactly the implementation of 
this state functions should, ultimately, 
contribute to the meeting of the ba-
sic needs and requirements of citizens 
of the state, which are defined by the 
Constitution.

As the price in the public marketing 
actions that expect the subject of the 
marketing from the object in the pro-
cess of meeting its needs can be con-
sidered. If as the object to consider the 
population, the cost of the public mar-
keting is a approval of the actions of 
state bodies, loyalty to him, as well as 
support of political forces, they formed. 
In this particular area we see expressed 
the objective link between marketing 
and public political marketing.

As a mediated expression of the 
price in the public marketing voluntary, 
full and timely payment of taxes can be 
considered. By paying taxes, the citi-
zen, the taxpayer indirectly expresses 
the support for state policy, especially 
its economic direction. In this case, the 
repressive functions of the tax depart-
ments play a role of the monitoring for 
the integrity of subjects of taxation. 
The massive nature of the care of tax-
payers from paying taxes, finding them 
more and more new schemes of the dis-
guising of the income show about the 
insufficient effective tax policy of the 
state.

Sales tools, or distribution, should 
provide to the “consumer” convenience 
of location and the time of consump-
tion. Therefore, as the elements of the 
“public distribution” can be considered 
as measures to increase of the availabil-
ity of public services: the development 
of a network of public institutions, 
convenient for visitors modes of recep-
tion of citizens, possibility of providing 
similar services to government officials 
in the field of direct accommodation of 
consumers, availability of specific pub-
lic services for the entire population, 
not just for its separate parts, etc.

On the next level of analysis inte-
grated subject of public administra-
tion — the state — can be presented not 
as a whole, differentiated, ie, but as a 
collection of state and government bod-
ies, between which the different types of 
state activity are distributed [8, p. 11]. 
At this level the legislative, executive 
and judicial branches of government are 
highlighted primarily.

The most promising area of public 
administration in terms of use of the 
marketing tools of the public admin-
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istration is the executive state power 
[9]. Accordingly, the executive power 
of the state can and should be consid-
ered as the subjects of public marketing 
entities. It is possible to allocate such 
levels of marketing subjects:

1. The highest level of the execu-
tive power.

2. Sectoral central bodies of execu-
tive power.

3. Local government.
4. The individual government 

agencies.
Lets consider the most fundamental 

features of formation of the marketing 
systems at the designated levels.

1. The highest level of the executive 
power (the government).

As the subjects of the public mar-
keting facilities at the highest level of 
executive power can be considered:

• entire population (for example, 
the implementation of the na-
tional program on family plan-
ning, etc.);

• different categories of the popu-
lation (eg, taxpayers, pensioners, 
veterans of the Great Patriotic 
War, and others.);

• subjects of the economic activity 
(individual enterprises, compa-
nies, major employers);

• objects of public marketing in 
foreign countries (in the case of 
actions aimed at the mitigating 
the customs regime for goods of 
domestic producers; attraction 
into the ranks of the supporters 
of the government and foreign 
entities, etc.).

2. Sectoral central bodies of execu-
tive power.

Ministries and other central execu-
tive authorities (primarily state com-

mittees) within its competence devel-
op the programs in subordinate areas 
of the country activity (economics, 
law and order, defense capacity, edu-
cation, culture, health). They define 
the national standards, criteria and 
requirements that need to assist to the 
improvement of the situation of affairs 
in a particular area.

The above-mentioned bodies of the 
executive power in a greater extent 
have the ability to act as subjects of 
public marketing. The number of situa-
tions in which the success of achieving 
of goals of their activity depends on the 
“consumers” of their activities increas-
ingly demonstrates the degree of free-
dom of choice.

The most likely types of the objects 
of public marketing at this level include:

• the entire population of the 
country (for example, arrange-
ments of the conduction of the 
population census by the state 
committee of statistics agencies);

• a specific category of the popula-
tion (for example, citizens who 
received profit is not the main 
job during the campaign of in-
come declaration, which is orga-
nized annually by the State Tax 
Administration, defense agen-
cies of democratic states must 
conduct a large-scale work to at-
tract people into the ranks of the 
armed forces on a contractual ba-
sis and etc.);

• local governments (especially in 
those cases where the sectoral 
interests are in conflict with the 
interests of the local population, 
for example, in cases of need to 
accommodate enterprises that 
threaten the environment ob-
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jectively oil refineries, nuclear 
power plants, etc.);

• individual enterprises, institu-
tions, companies (especially di-
rectly subordinate to the system 
hierarchy branch);

• individual citizens, and so on.
3. Local government.
Using of the basics of marketing 

in the activities of local authorities is 
most justified. Because the local execu-
tive authorities have a direct and daily 
contact with citizens. This level of pub-
lic administration has been so recep-
tive to the introduction of marketing 
principles and self-introduction is so 
effective that some experts distinguish 
independent branch of public market-
ing — municipal marketing.

Among the most important objects 
of marketing of the local governments 
such categories of consumers of their 
services should be distinguished:

• all the citizens who live on the 
slave territory (set of possible 
reasons for the interaction);

• specific population groups (eg 
pensioners, employees of educa-
tional institutions, etc.);

• subordinate bodies of local self­
government;

• the establishment of branch of 
government;

• enterprises, firms (relations as a 
with enterprises that are located 
on the slave territory and those 
that have a direct impact on the 
processes of life in the region, for 
example, providers of electricity, 
water, heat, etc.).

4. The individual government agen-
cies.

Features of the management process 
at this level is that the types of custom-

ers, on the satisfaction needs of which 
the activity of these institutions is di-
rected, are specific and clearly defined. 
This allows to deeply research needs 
and to develop an adequate to them 
marketing complex.

Conclusions. Thus, despite of the 
certain specifics, marketing can be used 
actively in the activities of the modern 
state authorities and local self-govern-
ment. Public marketing constitutes as 
the basic principle of the activities of 
public officials the principle of respon-
sibility of management and executives 
to society for the results of their work 
[10, p. 256–258].

In general, an integrated purpose 
of the public marketing is the ensur-
ing the quality of life of citizens in the 
modern socio-oriented, market society. 
Its application in public administra-
tion contributes to the reorientation of 
the latter on the needs of society and 
citizens to the overcoming of the social 
origins of bureaucracy and alienation 
power from the people.

ReFeRenceS

 1. Романенко К. М. Маркетингова тео-
рія як концептуальна складова дер-
жавного управління [Електронний 
ресурс] / К. М. Романенко // Ак-
туальні пробл. держ. упр. — 2010. — 
№ 1 (37). — Режим доступу: http: // 
www. pravoznavec. com. ua/period/
article/24639/%CA

 2. Бандилет А. Н. Проблема соб-
ственности и рентных отношений 
в ресурсно-зависимой экономике / 
А. Н. Бандилет // Упр. собственнос-
тью. — 2006. — № 4. — С. 9–16.

 3. Дєгтяр А. О. Методологічні підхо-
ди до застосування територіального 
маркетингу в державному управлін-



197

ні [Електронний ресурс] / А. О. Дєг-
тяр, Є. В. Стеценко // Держ. 
будівництво. — 2005. — № 1. — Ре-
жим доступу: http://www.kbuapa. 
kharkov.ua/e-book/db/2008–1/doc/ 
1/02. pdf

 4. Старостіна А. О. Регіональний 
маркетинг: суть та особливості ста-
новлення в Україні / А. О. Старо-
стіна, С. Є. Мартов // Маркетинг в 
Україні. — 2004. — № 3. — С. 55–57.

 5. Старцев Ю. Н. Территориальный 
маркетинг: [учеб. пособие] / 
Ю. Н. Старцев. — Челябинск: Че-
ляб. гос. ун-т, 2004. — 285 с.

 6. Ромат Є. В. Маркетинг у державно-
му управлінні / Є. В. Ромат // Мар-
кетинг в Україні. — 2003. — № 4. — 
С. 32–35.

 7. Романенко Є. О. Маркетинг парт-
нерських відносин — сучасний ін-
струмент забезпечення зростання 
продажів страхових продуктів / 
Е. О. Романенко // Педагогічні ін-
новації: ідеї. Реалії. Перспективи: 
зб. наук. пр.  — К.: Ін-т реклами, 
2007. — Вип. 10. — С. 21–30.

 8. Кратт О. А. Кон’юнктура ринку 
освітніх послуг: діагностика збалан-
сованості / О. А. Кратт // Економіка 
та право. — 2003. — № 2. — С. 18–25.

 9. Основы маркетинга / [Ф. Кот-
лер, Г. Армстронг, Дж. Сондерс, 
В. Вонг]. — [2-е европ. изд.]. — К.; 
М.; СПб.: Вильямс, 1998. — 1056 с.

 10. Kotler P. Marketing-Management: 
Analyse, Plannung und Kontrolle. — 
Stuttgart, 1982. — 343 р.


