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ENTERPRISE MARKETING POTENTIAL MODELING
TAKING INTO ACCOUNT OPTIMIZING AND DYNAMIC ESSENCE
OF THE POTENTIAL

The article deals with models system of b2b-enterprise marketing potential results-based estimation,
which takes into consideration optimal essence concerning potential, its hierarchic structure and
marketing resources dynamics. The suggested models system belongs to the simulation-optimization
class, because it has both constrained optimization blocks and marketing resources dynamics simulation
blocks, and also includes consequent enumeration of the alternative values of controllable parameters.
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Problem statement. Enterprise potential is formed by internal factors dynamic system
ability to conduct its work in various environmental conditions. The enterprise potential is
necessary to estimate, analyze, plan and control.

The marketing potential is functional constituent of the enterprise potential. Based on the
marketing classics’ works ([1-3]), one can say, that marketing potential of the enterprise is the
enterprise ability to satisfy consumers’ needs and to get maximal economic benefits from it.

The estimation of the marketing potential is a necessary constituent concerning complex
potential evaluating process. That’s why the important scientific task is to develop theoretical
grounds to estimate marketing potential.

Analysis of the last research and distinguish of the unsolved questions. The today’s
widespread methods to evaluate marketing potential (see, e.g., [4 — 9]) have the same
mistakes, which are particular for traditional approach to evaluate the enterprise potential in
general:

estimation of the marketing potential is based on the resource approach;

estimation of the marketing potential doesn’t correspond to the optimization essence of the
potential;

estimation of the marketing potential doesn’t take into account marketing resources
dynamics;

also it doesn’t take into account variety of variants to control existing resources.

In the work [10] author suggested a mathematical model, which allows to get result-based
estimation of the enterprise marketing potential, considering hierarchic potential levels,
multivariate processes to use resources and enterprise internal space uncertainty. In the
mentioned model marketing potential estimation is formed in view of managerial potential
levels — operative, tactic and strategic. It means it shows operative, tactic and strategic
possibilities of the enterprise to promote and sale products. But this model doesn’t provide
either optimization parameters of the enterprise sales-marketing activity, or marketing
resources dynamics consideration. That’s why this model needs to be improved.



The object of the article is to create a system of models of b2b-enterprise marketing
potential results-based estimation, which would take into consideration optimization essence
of the enterprise potential, its hierarchic structure (i.e. strategic, tactic and operative potential)
and marketing resources dynamics.

Main material. If we observe enterprise potential from the optimization point of view, the
result-based estimation of L (strategic, tactic or operative) level concerning enterprise
marketing potential is the set of the best results, which the sales and marketing subsystem can

achieve in the prognosticated period t" in view of environment conditions variants.

Dynamic system of models, which allows to estimate optimal results concerning enterprise
sales and marketing subsystem activity with given potential resource characteristics and
environment parameters, is:
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where: Le{O,T,C}, O —operative, T — tactic, C — strategic level of the marketing potential;
t- — prognosticated period (short-term, medium-term or long-term — depending on the L
potential level);
,u"L — vector of the enterprise sales and marketing resources characteristics in the period
T

b (it is calculated endogenously);
zLL" — vector of the environment parameters, which influence sales and marketing
T

subsystem activity results of the enterprise in the period et
LL“ — vector of the enterprise production realization amounts in the period et
T

sLL” — vector of values of the marketing complex parameters, which are controlled in the
T

L— management level, in the period ot
§"L” — vector of values of marketing complex parameters, given in the higher management
T

levels, in the period 7" ;

rT'-L*‘ =r"“(,urLL, z:{’, §T"L” S:lfl, y';ﬂ) — estimation of the income from production

realization in the period b with given characteristics of marketing resources, parameters of

the environment and marketing complex parameters;



DY = DY (uY 2"/ ,5%# s") — set of constraints, which are put on the production
T T T T T

realization amounts of the enterprise in each period 7% ;
Au" — vector of the values growth concerning sales and marketing subsystem resources
T

characteristics at the enterprise in the period - (it’s calculated endogenously); [zOL — given

vector of the enterprise sales and marketing subsystem resources characteristics at the
prognosticated period initial point.

The suggested system unites models to estimate three managerial levels of the marketing
potential (operative, tactic and strategic), which are different from each other by: the set of the
given managerial decisions; the set of the changeable managerial decisions; descriptions of the
environment parameters; specification of the resources featured describing.

Formula (1) shows the objective function, that is income sum from production realization
during the whole prognosticated period.

Formulas (2) — (3) describe a problem of the constrained optimization. It is oriented to
determine maximum possible value of the income from production realization in each

elementary period rt with given values of the marketing resources features, environmental

parameters and marketing complex parameters.

Formula (4) describes the process of enterprise marketing resources dynamics.

Model (1) — (4) relates to the simulation class, because the optimal decision search is
conducted in it by consequent enumeration of the controllable parameters alternative variants

sLL” . At the same time, the constituent of this model is the optimization model (2) — (3). Thus,
T
model (1) — (4) can be classified as simulation and optimization one ([11]).

Let’s examine the constituents of the suggested models system in more details.

Controllable parameters of the models system. The marketing complex parameters are
controllable parameters in the models of enterprise marketing potential estimation.

In the strategic level the set of products, realized by the enterprise, is controlled. Also in
the strategic level the pricing policy is determined.

In the tactic level price parameters for production are specified.

In the operative level price for products is given. But we consider that the following
parameters to pay for products as delay in payment and overpay percentage can be changing in
the operative level model.

Set of constraints for production realization at the enterprise. Restriction on the sales is
given, firstly, by the demand for the production.

In the suggested models system the demand amounts are not the optimization parameters,
but the restriction on the production realization amounts. It is connected with the fact that the
given models system is the constituent of the integral models system to estimate complex
enterprise potential, where production realization amounts are the optimization parameters and
marketing restrictions are added by productive and financial restrictions. Besides, the
restrictions on the production realization amounts can be put by factors of the sales logistics,
i.e. transport resources and personnel number. And if one takes into account costs for
advertisement in the model objective function, the optimal amount of the production
realization will differ from amount of demand for it.



In the strategic level the constraints concerning the production realization amounts are:
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where v — prognosticated amount of the effective demand (in the natural value) for the

production i of the analyzed enterprise in the elementary period ©

prognosticated period;
S“CCW — controllable set of product types, which the enterprise will sell in the elementary
T

in long-term

period z°.
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the analyzed enterprise, working in the sector b2b, we suggest approach, based on detecting
groups of enterprises-sellers with similar market characteristics of the production (price and
quality of the service) and groups of enterprises-buyer with similar advantages in estimating
market features of the products. According to this approach, prognosticated demand amount
for the analyses enterprise production depends on market features of this production (price and
quality of service), and also on the existing supply of such production in each group of sellers
and existing demand for the production in each group of buyers.

Within suggested approach, based on the analysis of samples of enterprises-buyers and
enterprises-sellers, one should define:

ZiC”" — set of groups of enterprises-sellers of production i with similar market features —

price and level of service (we point out that each group of enterprises-sellers is determined not
by its participants, but by the marketing features of the realized production; participants
composition of each group is changed in time);

Cuvp _ ¢ ,Cuvp Cuvp i H T .
Z; =(z;*"" ), where z;/ price of production i in group of sellers n;

In order to determine the prognosticated demand amount v-5" i € S”CCW for production of
T

z°H9 = (259, where zif]”"q — level of sales service in group of sellers n;

z_Cé“’% =( z_cf’g’% ), where zi(;"g’% — percent of the supply amount of production i by group
IT Int T

of sellers n in elementary period © (it is formed on the basis of real values till the beginning
of the prognosticated period and revealed tendencies in branch development);

Zic“d — set of groups of enterprises-buyers with similar advantages in estimating
production i by price and service quality criteria;
fiC”d =( fi%ﬁd ), where fiﬁf]‘d — value of the utility function of production i of sellers

group n from viewpoint of buyers group m;

0, N -
z_Cé’d% :(z_cf‘g% ), where z_C”gA’ — percent of the demand amount for production i in
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buyers group m in elementary period © (it is formed on the basis of real values till the
prognosticated period beginning and revealed tendencies in consumers’ branch development).



Then the demand amount for production i of the analyzed enterprise in the elementary
period © is calculated as function:

Cud _,Cud, Cul  Cq ,Cuv ,Civ% _Cud ,Cud% ¢Cpud

v =V S°ET, 2752 27802 T ,

irC i¢ ( irC 'urc iz¢ irC ir¢ i¢ ! ) (6)
where: scé‘l — price of production i of the analyzed enterprise in the elementary period € (it

ir
is determined by the enterprise price policy, which is the controllable parameter in the
strategic management level);

ﬂCCq — level of the sales service at the analyzed enterprise in elementary period <
T

z_cé“’ — whole amount of production i supply of enterprises-competitors in the region in

Ir

the elementary period © (it is formed on the basis of the supply amount real values till the
prognosticated period beginning and branch development tendencies);
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(it is formed on the basis of the demand amount real values till the prognosticated period
beginning and consumers’ branches development tendencies).

z — whole amount of production i demand in the region in the elementary period ©

In the tactic level the constraints concerning the production realization amounts are:
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where: v — prognosticated amount of the effective demand (in the natural form) for

production i of the analyzed enterprise in middle-term prognosticated elementary period o
S~‘§TW — given set of product types, which the analyzed enterprise will sell in the
T
elementary period 7' .
We suppose that in tactic level value viTé’d is reasonably to define as in the strategic level,
T
based on analyzing groups of enterprises-sellers with similar market characteristics of the
production and groups of enterprises-buyer with similar advantages in estimating market
features of the products.

In the operative level the constraints concerning the production realization amounts are:
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where: v — prognosticated amount of the effective demand (in the natural form) for

production i of the analyzed enterprise in the short-term prognosticated elementary period ©;



SHow - _ given set of product types, sold by the enterprise in short-term prognosticated
period.
o

We consider that for sector b2b within short-term period value v gd may be defined on
IT

the basis of individual approach, collecting and analyzing the information about each
enterprise plans from clients’ base:
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where: Iio“d — set of enterprises, which are real or potential buyers of the analyzed enterprise

production i and are ready to give information concerning their future needs in this
production;

vi?n“d — indicator, which shows if buyer m (m e

of the analyzed enterprise in the prognosticated period:

IiO”d ) makes an order for the production i

oud 1, if the condition works (10)

V.
moo= {O, if the condition doesn't work

where: §i°“1 — given price of the analyzed enterprise production i in the short-term
prognosticated period;

Ou2 H ) A At i
5; — duration of the payment relay for production i in the prognosticative period

(controllable parameter in the operative level),

Ou3 PR P PR
5; — percentage of the prepayment for production i in the prognosticative period (it is

also the controllable parameter);
sOul Ou2 Ou3l e H ; :
D, (5777,5777,57%) — conditions concerning rules to pay for products (with given

Opd

prices), under which client m (m e I;°" ) agrees to buy production i of the analyzed enterprise

(conditions D, depend from the clients’ expectations concerning service level at the

analyzed enterprise);

z%"g — demand amount for production i of buyer m in the elementary period z° (it is
imz

formed, based on information, given by the buyer);

vioé‘d# — prognosticative demand amount for production i of the analyzed enterprise
T

among buyers, who don’t belong to the variety Iio”d (it is formed on the basis of last periods

information and revealed tendencies of the consumers’ branches development).
Dynamics of the enterprise marketing resources characteristics. The block to describe
enterprise marketing system characteristics is the important constituent of the suggested



models system. This block creation logic is demonstrated with example of enterprise sales
service level:
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where: ,u"f — level of the sales service at the analyzed enterprise in the elementary period ot
T

A,u"Lq — growth of the service level at the analyzed enterprise in the period 7", which
T

depends on amounts of the enterprise sales-marketing subsystem development financing;
[zOLq — real service level at the analyzed enterprise to the beginning of the prognosticative

period t" .

Conclusions and perspectives of further investigations. The suggested simulation and
optimization models system of b2b-enterprise marketing potential result-based estimation has
the following advantages: it corresponds optimizing essence of potential, takes into account
marketing resources dynamics and allows to get estimation in the view of enterprise potential
hierarchic levels.

The suggested models system is the instrument for estimation and analysis of the future
enterprise sales and marketing abilities, comparison of which with producing and financial
abilities will allow to define narrow places in the analyzed enterprise activity and increase its
general potential.

The given models system is a part of mathematical providing to manage future enterprise
abilities.

The further investigations on research area have to be oriented to build models of the
enterprise marketing potential estimation in integral system concerning enterprise integral
potential estimation.
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JL.B. Ilompawrkoea, KanO. eKOH. HAVK, OOyeHm, OOyeHm Kageopu KOMN HOMepHUX cucmem i
mexuoaoeitl, XapKiscokutli HayioHaibHull ekoHomiunHull yHisepcumem imeni Cemena Kysneys (m. Xapxis,
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MOJAEJIOBAHHS MAPKETUHI'OBOI'O IOTEHLIAJIY HIAITPUEMCTBA

3 YPAXYBAHHSIM MOI'O OHTHMI?.A].[IFIHOi TA IMHAMIYHOI CYTHOCTI
3anpononosano  cucmemy mooenei  pe3yibMAmMHOI  OYIHKU —MAPKEMUH208020  NOMeEHYiany
nionpuemcmesa 3 cekmopy b2b, axa épaxoeye onmumizayitiny cymuicms nomeuyiany, 1020 i€EpapxiyHy
CmMpyKmypy ma OUHAMIKY MapKemun208ux pecypcie.

Pospobnena cucmema mooeneil 6ioHocumvcsi 00 KAACy IMIMayiiHo-onmuMi3ayitinux, maxk sk 60HA
Micmumb i 610Ku yMO8HOI onmumizayii, | O10Ku IMimayii OUHAMIKU MAPKEMUH208UX PeCYPCi6, a MAKONC
nepeobauae nepedip anbmepHAmMUBHUX 3HAYEHb KEPOBAHUX NAPAMEMPIE.

Mapxemuneosuii nomenyian nionpueMcmea  MpaKmMyemvCs AK — 30amHicmb — RIONPUEMCMEA
3a00801bHAMU NOMPEOU CRONCUBAYIE MA OMPUMYBAMU HA Yill OCHOBI MAKCUMALLHI eKOHOMIUHT BU20OU.

Pesynemamnoio oyinkoio mapkemunz08020 NOMEHYIANY NIONPUEMCMBA 6BACAEMbCA MHONCUHA
HauKkpawux pe3yiomamis (3Havenv npubymxy 6i0 npooadxcig), AKi Mmooce docaemu 30ymogo-
MapkemuHeoea niocucmema NIONPUEMCINBA 8 HNPOSHO3HOMY Nepiodi 6 po3pi3i eapiaHmis ymos
308HIUHBO20 CepedosUIya.

Kiro4oBi cnoBa: OIliHKa MapKEeTHHTOBOTO IOTEHIialy MiJNPHEMCTBA; IMHAMIYHE MOJEIIOBAHHS;
iMiTaliiHO-oNTHMI3allifHe MOJICNIIOBAHHS; OIEepaTHBHE, TAKTHYHE Ta CTpAaTEriyHe YIIpPaBIIiHHS;
MIPOTHO3YBaHHS HOIIMTY.

JI. B. Ilompawrkoea, xaHO. 3KOH. HAYK, Ooyeum, Ooyenm Kagheopbl KOMHLIOMEPHLIX cucmem u
mexuono2uil, XapoKo8cKuil HAYUOHANbHBLIL 9KOHOMuYecKull ynusepcumem umenu Cemena Kysneya
(2. Xapvkos, Yrpauna)

MonesupoBande  MapKeTHHTOBOIO  NOTEHIWAJa  MNPeINpPUATHS €  yY4eTOM  ero
ONTHMHU3ANHOHHOI H ITHHAMIYEeCKOIi CyIIHOCTH

IIpeonoscena  cucmema mooleneli  pe3yIbMAMHON — OYEHKU MAPKeMuHz068020  NOMeEHYUANa
npeonpusimus cekmopa b2b, xomopas ywumvieaem ONMUMUSAYUOHHYIO CYUWHOCMb NOMEHYUANd, e2o
UepapxuiecKkyio Cmpykmypy u OUHAMUKY MAPKEMUH208bIX PECYPCO8.

Paspabomannas cucmema mooeneti OMHOCUMCS K KAACCY UMUMAYUOHHO-ONMUMUSAYUOHHBIX, MAK
KaK OHa cooepacum u OIOKU YCI08HOU ONMUMUSAYUY, U OAOKU UMUMAYUY OUHAMUKU MADKEMUHSOBbIX
pecypcos, a makdce npedycmampugaem nepeéop  aibMePHAMUBHLIX — 3HAYEHUN  YNpAGiseMblX
napamempos.

Mapkemunzosuvlli  nomenyuan npeonpuUAMUs.  MPAKMyemcs Kak CHOCOOHOCMb  Npeonpusimusl
YO06NIEeMBOpAms  nOmpebHocmu  nompedoumenei U NOAYYAMb HA OMOU OCHOBE MAKCUMATbHbIE
IKOHOMUYECKUE 8bl200b.

Pesynomamnoil oyenKkou MapKkemun206020 NOMEHYUANA NPEONnPUAMUS CUUMAEMCS MHOMCECTBO
HAUAYYUWUX pe3yTbmamos (3HaueHull npubsliu om npooaxic), Komopwvle Modcenm 0oCmuub cObIMoGo-
MAPKEMUH208as. NOOCUCeMA NPeONPUsMuUs 8 NPOZHOZHOM Nepuode 8 paspese BAPUAHMO8 YCI0BULL
6HeuiHell cpeovl.

KiroueBble  CJ0Ba: OIEHKa MapKEeTHHIOBOTO MOTEHIMAla MPEINPUSTHS; JUHAMHYECKOEe
MOJICIUPOBAHNE; HMHUTAIMOHHO-ONTHMHU3AMOHHOE MOJICIUPOBAaHKE; OIEPaTHBHOE, TAaKTHYECKOe U
CTPATEruyeCcKOe yIpaBJICHNE; IPOrHO3UPOBAHKE CIIPOCa.
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Aneniticoka anomauin:

Aim. The aim of the research is to develop models system concerning b2b-enterprise marketing
potential result-based estimation, which will consider enterprise potential optimizing essence, its
hierarchic structure (i.e. strategic, tactic and operative potential levels) and marketing resources
dynamics.

Scientific result. The simulation and optimization models system of the b2b-enterprise marketing
potential estimation is suggested.

The suggested models system is based on the following theoretical grounds:

1) enterprise marketing potential is interpreted as enterprise ability to satisfy consumers’ needs and
to get maximum economic benefits from it;

2) the result-based estimation of the enterprise marketing potential is set of the best results (profit
from sales), which sales and marketing enterprise subsystem may achieve in the prognosticative period
in the view of environmental conditions variants.

The suggested system unites models to estimate three managerial levels of the marketing potential
(operative, tactic and strategic), which are different from each other by: the set of the given managerial



decisions; the set of the changeable managerial decisions; descriptions of the environment parameters;
specification of the resources featured describing.

Model of each marketing potential level has the following constituents:

objective  function, which is the sum of profit from production realization during the whole
prognosticative period;

model of the constrained optimization, oriented to define maximum possible profit value from
production realization in each elementary period with given marketing resources features values,
environmental parameters and marketing complex parameters;

model of the enterprise marketing resources dynamics.

Developed models system belongs to the simulation class, because search of the optimal decisions
there is conducted with method concerning controllable parameters alternative variants consequent
enumeration. At the same time, the constituent part of the models system is constrained optimization
block.

Conclusions. The suggested simulation and optimization models system of b2b-enterprise marketing
potential result-based estimation has the following advantages: it corresponds optimizing essence of
potential, takes into account marketing resources dynamics and allows to get estimation in the view of
enterprise potential hierarchic levels.

The suggested models system is the instrument for estimation and analysis of the future enterprise
sales and marketing abilities, comparison of which with producing and financial abilities will allow to
define narrow places in the analyzed enterprise activity and increase its general potential.

The given models system is a part of mathematical providing to manage future enterprise abilities.

The further investigations on research area have to be oriented to build models of the enterprise
marketing potential estimation in integral system concerning enterprise integral potential estimation.



