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BASIC ASPECTS OF MANAGING ENTERPRISE MARKETING
POLICY IN THE CONTEXT OF MARKETING

In today's unstable global environment, the formation and implementation of enterprise market policy is
supported by a variety of tools. This study emphasizes marketing tools, the dominant role of which is justified
by the essential similarity between marketing per se (identified with market activity) and market policy (which
ensures the implementation of this activity). The methodological basis of marketing tools is defined by marketing
analysis, which allows for the study of market needs to maximize consumer satisfaction and ensure the conditions
for maximizing profits from entrepreneurial activity, and, in general, to conduct research across the entire range of
marketing subject areas of an economic entity. The enterprise's market behavior models and corresponding market
policy priorities are consistently interconnected. This is determined by the logic of the law of dialectics, which
governs the transformation of quantitative changes into qualitative ones. The determinants of market policy formation
and implementation act as catalysts for this transition. The formation and implementation of a catering enterprise's
market policy is carried out using a variety of tools. The study focuses on marketing instruments, the dominant role
of which is justified by the essential closeness of marketing as such (identified with market activity) and market
policy (ensuring the implementation of this activity). Customer satisfaction is strictly individual, dependent on
personal motives and interests. It can and should be improved through a range of activities focused on understanding
customer needs and developing the company's value proposition to meet them. This principle is consistent with
the company's market policy priorities, based on its customer-focused market behavior model. It is noted that the
priority model of an enterprise's market behavior is defined as a consumer-oriented model, which transforms profit
generation from the enterprise's goal to the result of satisfying consumer needs. This type of market policy fosters
a qualitatively new attitude toward the consumer as the company's most valuable asset, which leads to a justified
increase in consumer loyalty, trust, and commitment to the company and, consequently, guarantees stable sales
and profit growth. The models of a company's market behavior and the corresponding market policy priorities are
consistently interconnected. This is determined by the logic of the law of dialectics, which governs the development
of the consumer market, regarding the transition from quantitative to qualitative changes.

Keywords: marketing, enterprise, market economy, management, algorithm.

Introduction. Current trends in the relative stability in the consumer base and the

development of the consumer market, both in
general and in particular, clearly demonstrate
that the equal conditions created for business
development are not the determining factor in
its effectiveness and the sustainability of its
competitive position. Achieving these goals
requires an economically sound market policy
developed based on the concept and methodology
of marketing — a comprehensive system of
scientific knowledge and applied tools that ensure
a balance between the interests of enterprises and
consumers.

For enterprises, the development and
implementation of market policy is particularly
important, due to the increasing intensity of
competition for consumers in a context of
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growing number of economic entities competing
for consumer loyalty.

These circumstances necessitate research
devoted to the problem of formulating an
enterprise's market policy based on the concept
of marketing.

The content of an enterprise's market policy is
revealed by establishing the relationship between
typical models of market behavior, through which
market policy is implemented, and its priorities:

— production orientation (market behavior
model) — production technologies (market policy
priority);

—sales  orientation  (market behavior
model) — aggressive sales, advertising, sales
promotion (market policy priorities);
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— financial performance orientation (market
behavior model) — financial assets, profit (market
policy priorities);

— consumer orientation (market behavior
model) — consumer needs, customer relationships
(market policy priorities);

— quality orientation (market behavior
model) — product quality and sales service
(market policy priorities).

The priority model of an enterprise's market
behavior is defined as a consumer-oriented
model, which transforms profit-making from
the enterprise's goal to the result of satisfying
consumer needs. This means that purely
economic processes acquire a social focus, and
the company's market behavior is transformed
into targeted, personalized interactions with
specific representatives of the target consumer
base. This type of market policy fosters a
qualitatively new attitude toward the consumer
as the company's most valuable asset, which
leads to a justified increase in consumer loyalty,
trust, and commitment to the company and,
consequently, guarantees stable sales and profit
growth.

The models of a company's market behavior
and the corresponding market policy priorities
are consistently interconnected. This s
determined by the logic of the law of dialectics,
which governs the development of the consumer
market, regarding the transition from quantitative
to qualitative changes.

Literature Review. The problem of enterprise
market policy in the subject areas of its formation
has been studied by many domestic and foreign
marketers [1-8]. Researchers emphasize the
relationship between market policy and enterprise
competitiveness, consumer behavior, and the
marketing characteristics of enterprise-customer
relationships [9-11].

Certain aspects of the formation and
implementation of market policy, taking into
account the functional specifics inherent to
enterprises in an unstable economy, have been
explored in the works of scholars, and their
work is highly valued. However, it should be
recognized that a comprehensive study devoted
to the problem of forming enterprise market
policy based on the concept of marketing is
lacking. The theoretical aspects of enterprise
market policy require further development in
the areas of specifying the essence, content, and
priorities in the context of enterprise market
behavior models, identifying the determinants
of the formation and implementation of market
policy, and substantiating its marketing tools,
taking into account the functional characteristics
of enterprise business.

Methodology. The methodological basis for
developing the model was formed by the concept
of consumer values and the concept of a balanced
scorecard in the “customers” projection. The
provisions of these concepts should be presented
in the work in accordance with the objective of
proving the acceptability of these concepts for
constructing a value-based model for developing
consumer loyalty to the enterprise [3, 5].

The methodology is based on modeling a
value-based model for developing consumer
loyalty to the enterprise and should be presented
as a sequential interconnection of blocks
and procedures: research and development
(formulating a research hypothesis and justifying
the need for developing a model; identifying
the areas of the model's intended purpose in the
practice of studying consumer loyalty and creating
conditions for its development); conceptual
and methodological (selecting a conceptual
framework and clarifying its methodological
provisions for developing the model - the concept
of consumer values and the concept of a balanced
scorecard in the ‘“‘customers” projection);
information and analytical (assessing the
marketing effectiveness of a catering enterprise's
business using the author's methodology,
revising the enterprise's product portfolio using
an algorithm for its improvement). instrumental
and technological (formation of the enterprise's
value proposition; establishment of dominant
types of consumer loyalty and conditions for its
development; determination of consumer loyalty
measures for its dominant types and methods for
calculating them); implementation and applied
(determination of the composition of tasks solved
with the help of the model in the analytical
and managerial practice of the enterprise in
improving its market policy; identification of
directions of the enterprise's market policy in the
context of functional processes that ensure the
implementation of the model) [2, 10].

Results and Discussion. The goal was
achieved by solving the following tasks [7, 8]:

— specifying the essence, content, and
identifying priorities for the enterprise's market
policy in the context of its market behavior
models;

— identifying the determinants of the formation
and implementation of the enterprise's market
policy in an unstable economy;

— substantiating the marketing tools of
the enterprise's market policy in an unstable
economy;

— studying the conditions for the formation
and factors of the effective implementation of
the enterprise's market policy in an unstable
economy;
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— developing and testing a methodology for
assessing the marketing effectiveness of the
enterprise's business in an unstable economy;

— developing and testing an algorithm for
improving the product portfolio of a catering
enterprise based on an assortment matrix;

— substantiating a value model for developing
consumer loyalty to the enterprise in an unstable
economy;

— implementing the research results into the
marketing practices of catering enterprises.

The algorithm comprises 7 interconnected
phases [1-8]:

A schematic representation of the algorithm is
provided in Figure 1.

The algorithm consists of the sequential
execution of procedures that ensure [4, 6]:

— development of a product range concept
for a catering establishment — specifying its
differences from the enterprise's product range
plan or production program,;

— formation of the enterprise's product policy —
substantiating its importance as the material basis
for market policy, defining the objectives of
the product policy and the conditions for its
implementation;

— planning the enterprise's product range —
establishing the sequence of operations in this
process and emphasizing their analytical focus;

A

— analysis of the structure and dynamics
of the enterprise's product range — identifying
three approaches to analysis based on structural
shifts in the product range by product groups of
culinary products (of its own production);

— the intensity of structural changes in the
output of culinary products; the dynamics of the
culinary product range, assessed by the dynamics
of their sales volumes, i.e., by the criterion of
consumer demand for the products;

— development of a planned product range
matrix for the enterprise's culinary products —
establishing conditions for determining planned
production (sales) volumes along the dynamics
vector for product groups and dividing them into
categories (growth, stability, decline) based on
changes in consumer demand;

— development of recommendations
improving the enterprise's product portfolio.

To further deepen the research, it is necessary
to conduct a marketing analysis of the factors
affecting the company's marketing policy
effectiveness using PEST, SWOT, and QUEST
analysis, matrix portfolio analysis, and expert
assessment methods, Figure 2 [1, 2].

The results of the PEST analysis will show
that, in terms of the degree of influence of market
macroenvironment factors on the effectiveness of
the company's marketing policy, group factors are

for

1 -development of a
product range concept

2 - formation of the enterprise's
product policy

3 - planning the enterprise's product range

4 - analysis of the structure and dynamics of the
enterprise's product range

5 - the intensity of structural changes

6 - development of a planned product range matrix

7 - development of recommendations

Figure 1. Algorithm for managing the enterprise's market policy

Source: built by the authors, [9]
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distributed in the following order of decreasing
influence: political, social, technological, and
economic.

In terms of the direction of influence, experts
assess social and technological factors positively,
while political and economic factors are negative.
Based on the aggregate average assessments, by
identifying the balance of negative and positive
assessments, the need to develop an in-house
marketing policy will be demonstrated in the
work using the results of a SWOT analysis, with
the construction of a SWOT matrix containing
characteristics of  strengths, weaknesses,
opportunities, and threats in terms of their impact
on the effectiveness of the marketing policy.

Comparing the results of the PEST and
SWOT analysis will allow us to identify four key
factors (competitive advantages of the network
structure — in the “strengths” field of the SWOT
matrix; limitations in independent marketing
policy development — in the “weaknesses”
field of the SWOT matrix; franchising
development — in the “opportunities” field of the
SWOT matrix; “trade wars” — in the “strengths”
field of the SWOT matrix) and use them in
constructing a QUEST matrix for assessing the
key factors of the company's marketing policy
effectiveness [10, 11].

Analysis of the QUEST matrix will show that
the leading factor in market policy effectiveness is
the “trade wars” factor, logically interconnected
with the “competitive advantages of the network
structure” and “franchising development”
factors.

Taking this into account, the following can be
considered as marketing tools for an enterprise's
market policy [6, 7]:

— monitoring the marketing environment
of the enterprise's activities, defined as a
systemic analysis of the environment (external,

PEST
analysis

SWOT
analysis

QUEST
analysis

Figure 2. Marketing toolkit
Source: built by the authors

divided into macro- and microenvironments,
and internal) and tracking changes occurring
within it for the timely adoption of management
decisions that adjust the enterprise's market
policy;

— diagnostics of the marketing performance
of a business, defined as the degree of
implementation of planned marketing activities,
the degree to which planned results are achieved

(external, reflected by efficiency; internal,
reflected by cost-effectiveness or internal
efficiency; together, external and internal

efficiency constitute business performance),
highlighting the diagnostic challenges inherent
in measuring marketing performance;

— assessment of entrepreneurial risks, the
connection between which and market policy
is justified from the standpoint of a subjective-
objective approach: on the one hand, the
enterprise's activities are carried out in conditions
of objective market uncertainty, on the other,
they presuppose a subjective choice of certain
alternatives and the calculation of the probability
of their implementation;

—analysis of  consumer  satisfaction,
characterizing their experience of interaction with
the enterprise, i.e. The result of a specific activity:
the consumer's behavior, and the enterprise's
marketing policy as a set of implemented actions
to ensure consumer satisfaction.

Specifying the composition of marketing
tools will allow us to identify and characterize
the basic methods.

Conclusion. Implementation of the algorithm
will create qualitatively new conditions for
increasing customer satisfaction with the
company's operations, which is particularly
important from the perspective of developing a
value proposition as a unique marketing result,
which serves as a prerequisite for developing
customer loyalty and realizing consumer
interests.

In the context of intensifying competition in
the consumer market in the service sector, driven
by the rapid quantitative growth of enterprises
engaged in this functional type of economic
activity and the relative stability of the consumer
contingent, each enterprise pursues the goal
of developing a segment of loyal customers.
Customer loyalty for an enterprise is determined
by behavioral and attitudinal factors that shape
consumer loyalty, which is based on customer
satisfaction with the company's operations in all
functional areas: culinary production, sales of
in-house and purchased goods, and out-of-home

consumption.
While customer satisfaction is strictly
individual, dependent on personal motives
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and interests, it can and should be improved
through a range of actions aimed at studying
consumer needs and developing the enterprise's
value proposition to meet them. This position
is consistent with the company's market policy
priorities, based on its consumer-oriented market
behavior model.

It follows that timely adjustments to the
company's market policy, making it personalized
in terms of maximum attention to individual
consumer needs and their high-quality
satisfaction, must be considered a determining
factor in developing consumer loyalty to the
company.
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BA3OBI ACIIEKTH YIITPABJIIHHA PUHKOBOIO MOJIITUKOIO
NIANPUEMCTBA B KOHTEKCTI MAPKETHUHI'Y

®opmyBaHHs Ta peaizaris pI/IHKOBOI MOJIITUKH HlILHpI/IGMCTBa y Cy4acHHX yMOBax HeCTa61J'H>HOCT1 FJ'IO6aJII>—
HOTO OTOYEHHs iCHyBaHHA Cy0 €KTiB IOCIOAAPIOBaHHs 31iHCHIOETBCS 32 JOTIOMOTO0 p13H0MaH1TH0r0 1HCTpY-
MEHTapito. Y JOCIIPKeHHI 3pO0JICHO aKIEHT HAa MapKETHHTOBHX IHCTPYMEHTaX, JIOMIHYIOUYa POJIb SKHUX apry-
MEHTOBaHa CYTHICHOIO OJIM3BKICTIO MapKETHUHTY SIK Takoro (IO OTOTOXHIOETHCS 3 PHUHKOBOIO MisTIBHICTIO) Ta
PHHKOBOI MONITHKH (110 3a0e3meuye 3A1HCHEHHS i€l AiSUTbHOCTI). MEeTOM0JIOTYHOI0 OCHOBOIO MapKETHHTOBOTO
IHCTPYMEHTapil0 BU3HAYCHO MApKETHHTOBHH aHAJIi3, IO TO3BOJSE BUBUATH MOTPEOHM PHUHKY A MaKCHMAallb-
HOTO 3aJJ0BOJICHHSI IOTpeO CroKKBaviB Ta 3a0e3lmeyeHHs] YMOB MaKcHUMi3alii NpuOyTKy BiA MiANPUEMHHUIIBKOT
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JUSITBHOCTI, a 3arajJjoM IIPOBOJUTH JOCIIPKSHHS 110 BChOMY KOMIUIEKCY IPeIMETHUX 001acTeld MapKETHHTY TOC-
HOAapIoIUoro cyd’exra. Mojeni pHHKOBOI MOBEAIHKH MiANPHEMCTBA Ta BIAMOBIAHI iM IMPIOPUTETH PUHKOBOI
MOJIITUKK TMOCHIIOBHO B3a€EMOIIOB’si3aHI MK c00010. Lle 3yMOBIIOETHCS JIOTIKOIO Nii 3aKOHY A1aJIEKTHKH TIPO
TepexiJ KiTbKiCHUX 3MiH JIO SIKICHUX, SKOMY TiIOPSAIKOBYEThCS PO3BUTOK CIIOKHBYOTO PUHKY. KaTaizatopamu
3a3HA4YCHOTO MEPEXOy BUCTYIAIOTh JCTEPMiHAHTH GOPMYBaHHS Ta peaisallii pHHKOBOI momiTHKH. POpMyBaHHs
Ta peaizallis PUHKOBOI MOJITHKM MiANPHEMCTBA IPOMAJICBKOTO XapuyBaHHs 3/IHCHIOETBCS 3 JIONIOMOTOKO Pi3-
HOMaHITHOTO IHCTPYMEHTAPIt0. Y NOCIIUKEHH] 3pO0IEHO aKIIEHT HAa MAPKETHHIOBHX IHCTPYMEHTAX, IOMiHYHOYa
pOJIb SIKMX apryMEHTOBAHA CYTHICHOKO OIM3BKICTIO MAPKETHHIY K TAKOTO (10 OTOTOXHIOETHCS 3 PHHKOBOKO [i-
SUIBHICTIO) T PUHKOBOI NOMITHKY (110 3abe3redye 3iHCHeHH s i€l AisubHOCT). [lo3Ha4eHO, 10 NPiOpPUTETHOO
MOJIEIJUTIO PHHKOBOI IIOBETIHKH IiAMPHEMCTBA BU3HAYAETHCS MOZIETIh, OPIEHTOBAHA HA CIIOKMBAYa, 10 TpaHcdop-
My€ OTPUMAaHHS IpUOYTKY 3 METH JAISIBHOCTI MiIIPUEMCTBA B PE3YJIbTaTi 3aJJOBOJICHHS MOTped croxuBadis. Lle
03HAYae€, MO CyTO CKOHOMIYHI MpOoIlecH HaOyBaKOTh COIIabHOI CIIPSIMOBAHOCTI, & PUHKOBA MOBEIIHKA T IPH-
€MCTBa BUJO03MIHIOETHCS Ha aJIpeCHY, epCOoHi(pikoBaHy B3aEMO/IiI0 3 KOHKPETHUMU MPECTaBHUKAMH IITHOBOTO
CIIO}KUBYOTO KOHTHHICHTY. Y TaKOMY THIII PUHKOBOI HOJIITHKH BUHUKAE SKICHO HOBE CTABJICHHS JI0 CIIOXKHBAYa
SIK HAHLHHINIOrO JUIsl NiANPUEMCTBA aKTHBY, 10 BUKIMKAE OOIPYHTOBAHE 3POCTAHHS CIIOXKUBYOI JIOSIBHOCTI,
JOBIpH Ta NPUXHIBHOCTI 10 MIJNPUEMCTBA Ta, SIK HACII/IOK, FAPAHTY€E HOMY CTaOlIbHE 3pOCTaHHs IPOJAXY Ta
OpUOYTKY. Monem PHHKOBOT OBE/IIHKM MiNPUEMCTBA T Bi/INIOBI/IHI IM NPIOPUTETH PUHKOBOT MOJIITHKH MOCITi-
JIOBHO B3a€MOTIOB’s13aHi MK C00010. Lle 3yMOBITIOETHCS JIOTIKOIO [ii 3aKOHY iaIeKTHKH PO MepeXia KiTbKiCHUX
3MiH J0 SIKICHUX, SIKOMY HiATIOPSIKOBY€ETHCSI PO3BUTOK CIIOKMBYOTO PUHKY.
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