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Implementation of modern marketing tools
in entrepreneurial activity

M Abstract. Marketing activity focuses on new forms of relations with consumers, and marketing communications
determine the current research topic and its relevance. The purpose of the study was to substantiate the use of modern
marketing tools in business activities to ensure the sustainable development of the enterprise. During the research,
empirical methods were used to review and comprehensively present indicators and features of marketing activity and
marketing tools, analysis, and synthesis for a visual representation of the features of marketing tools in use in modern
conditions of entrepreneurial activity. Objective information on the state of the industrial products market and the
presented elements of the industrial enterprise’s marketing activities have been systematized and analysed. A detailed
analysis of current trends in the development of marketing activities and the impact of information technology on the
development of entrepreneurship is carried out, which is now the basis for the formation of the necessary set of marketing
tools that can be used to improve the efficiency of the enterprise. It was determined that in the transition to market
mechanisms of functioning, Ukrainian machine-building enterprises needed to optimize their activities, considering the
mutual influence of the components of each enterprise’s external market and internal marketing environment. It was
concluded that Ukrainian enterprises are forced to pay great attention to the processes in a rapidly changing external
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Implementation of modern marketing tools...

environment to adapt and adapt to them promptly; this is especially important for industrial enterprises focused on
marketing activities. The presented research in the form of recommendations for using marketing tools has practical

significance for modern business structures

M Keywords: marketing complex; marketing activity; Internet marketing; marketing technologies; a set of marketing

tools

N INTRODUCTION

Modern enterprises stand on the path of rapid information
space and environment development. The formation of the
era of the information society provides restructuring in
adopting management decisions on organizational struc-
tures at all enterprises. Stable operation on the market is
only possible with gradual and coordinated marketing. Un-
der such conditions, the problem of obtaining, collecting,
accumulating, analysing, organizing, and rationally using a
significant amount of operational and reliable information
for decision-making related to various marketing functions
is becoming more and more relevant. Therefore, the most
important goal of modern marketing activity is to identify
new, not yet satisfied needs or new forms of meeting al-
ready known needs, orienting production to meet the ex-
isting demand, and, thanks to this, staying ahead of com-
petitors. Modern entrepreneurial thinking proceeds from
the fact that the sales market is the starting point of all en-
terprise business activity. Y.-C. Huang (2022) claimed that
every enterprise, firm, or organization lives thanks to the
market and for the sake of the market. In this regard, mar-
keting activity integrates and coordinates all management
functions at the enterprise and directs them to the object
of marketing activity — the sales market.

W.G. Zikmund & M. D’Amico (1998), Ye.V. Saveliev et
al. (2008), P. Kotler et al. (2016) determined that the pri-
ority directions for the development of marketing activi-
ties of enterprises shortly will be focused on increasing
the efficiency and optimization of data collection, storage,
processing, and analysis, establishing individual sustain-
able relationships and communications with consumers.
Under such conditions, it is necessary to determine the
indicators of marketing activity, which will reflect modern
trends in marketing development. H. Krchova & K. Sve-
jnova Hoesova (2021) considered that the problem of de-
veloping marketing indicators covers a relatively wide
range of research and practical aspects of marketing, for
example, evaluating the profitability of marketing invest-
ments, describing the structure and relationships between
internal marketing and financial indicators, evaluating cli-
ent assets, brand assets, long-term and short-term effects

their combinations

them as a target setting

=ensures market positioning

of marketing expenses, etc. Marketing theorists and prac-
titioners have developed many indicators for evaluating
marketing. The researchers (Kotler, 2003; Ambler, 2004;
Evans & Berman, 2009) studied how the leading marketing
researchers use 15 indicators that allow a comprehensive
assessment of marketing effectiveness: 1) brand aware-
ness; 2) consumers who tried the product before purchase
(test-drive); 3) the level of customer churn (churn); 4) lev-
el of satisfaction; 5) take rate; 6) profit; 7) net discounted
value; 8) internal rate of return (IRR); 9) payback lesson;
10) customer lifetime value (CLTV); 11) cost per click;
12) conversion ratio (TCR - transaction conversion ratio);
13) return on investment in advertising; 14) bounce rate;
15) word-of-mouth marketing.

The famous American marketing scientist, P. Kot-
ler (2003), defined Marketing as a social and managerial
process aimed at satisfying the needs and needs of indi-
viduals and groups through the creation, supply, and ex-
change. Companies create value for consumers (in the form
of a product or service) and develop a strong relationship
with them to receive value from them in return (cash). Ac-
cording to P. Kotler et al. (2016), the definition of marketing
is based on the exchange process and recognizes the impor-
tance of the “value” of the product for the end consumer. In
works (Ambler, 2004; Kotler et al., 2016; Flaig et al., 2021),
the following conclusion was made that marketing activity
can be understood as a social-management process, with
the help of which individuals and groups of people, through
the creation of products and their exchange, get what they
need. Thus, the purpose of the study was to determine the
features of the implementation of modern marketing tools
in business activities.

®m THEORETICAL FRAMEWORK

The target setting of the enterprise, which requires sys-
tematic analysis, includes five parameters presented in
Figure 1 — market products, market, customer needs, turn-
over and market share, and market position. Parameters of
marketing goals will now be examined from the point of
view of small and medium-sized enterprises.

=determines the goals of the enterprise regarding the manufactured (offered) products and

=should be coordinated with the parameter “market products”, because they are closely related

=allows you to find out the needs of the market (various combinations of needs) and formulate

=sets business goals for sales and market share

Figure 1. Parameters of marketing activity
Source: formed based on sources T. Ambler (2004), J.R. Evans & B. Berman (2009), P. Kotler et al. (2016)
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Market products. Production of marketable products is
the main task of any enterprise. As a rule, the market is of-
fered not one type of product (one product or one service)
but some combination of them. These goods and services
exist next to each other or are closely related. In the first
case, the company manufactures and/or sells various prod-
ucts: the carpenter is also a glazier and produces not only
furniture and interior items but also window frames and
doors; the bookseller includes electronic computing equip-
ment and software in his assortment; the company engaged
in the sale and installation of household electrical appli-
ances also deals with some types of sanitary and hygien-
ic equipment, etc. (Ambler, 2004; Evans & Berman, 2009;
Kotler et al., 2016). In the second case, the primary services
are offered with additional and auxiliary services: the deal-
er not only sells cars but can also provide financial services
at the client’s request; the trust company simultaneously
provides consultations to enterprises; the seller of house-
hold electrical appliances supplies not only new refrigera-
tors but also helps the buyer get rid of old equipment.

Market. When a company offers its products or com-
binations to the market, it is rarely a single market (in a
geographic or demographic sense). Usually, a construc-
tion company develops several local markets by creating
branches. The house of ready-made clothes offers it to both
women and men, is engaged in the search for new, addi-
tional groups of buyers, and opens a children’s clothing de-
partment. The grocery store serves individual families and
wholesale customers (Bozhkova et al., 2018; Khaminich et
al., 2019). Market products and the market are naturally
very closely related. Only some things that can be put on
the market should be produced immediately by a small or
medium-sized enterprise. In some areas, competitors may
be more assertive. In other areas, well-thought-out market
segmentation may be required because otherwise, too wide
a range of products will be supplied to too small markets,
leading to weakening and irreparable losses in small and
medium-sized enterprises.

Customer needs. The needs of the clientele determine
demand in the market. Market research and market fore-
casting are primarily used for their analysis. The need is
a feeling of lack of something and a desire to eliminate it.
Primary, additional, and secondary needs are distinguished.
The main ones are initial, causal needs that reflect a feeling
of scarcity in essential goods and services: hunger causes a
need for food, fatigue — for comfortable furniture (chairs,
beds), a sense of shame or bad weather - for clothes, etc.
In today’s markets, only basic needs no longer determine
a customer’s purchase decision (Riifmann et al., 2015;
Krysovatyy et al., 2018; Shtal et al.,, 2018a). Additional
needs are inextricably linked (in the consumption process)
with basic needs. There are psychological, technological,
and economic additional needs.

Psychological ones are, for example, the need for beau-
ty and aesthetics, the desire for prestige or power, the desire
for completeness in something (collecting), entertainment,
a sense of responsibility for others (parental concerns),
and passion for new sensations. Security needs are critical,
expressed, in particular, in the demand for services in the
form of insurance, competent advice, protection of valu-
ables, and physical means of life protection. Technologi-
cal additional needs related to the operation of technical

T. Shtal et al.

means (machines, devices, equipment). They are related to
convenience in handling equipment. This also includes the
need for complex furniture or word-processing programs
(Shtal et al., 2018a; Shtal et al., 2018b). Finally, additional
economic needs include economical handling of goods and
services, for example, economical electricity consumption,
ensuring a high residual value, increasing the necessary
intervals between maintenance, purchasing service sub-
scriptions, etc. Secondary needs are not related to prima-
ry needs. This includes needs for home delivery of goods,
providing loans, training and special training, maintenance
and repair, information, etc.

Turnover and market share. This setting sets the com-
pany’s sales and market share goals. Such quantitative
goals should be determined for long periods. Market share
can be a significant indicator for small and medium-sized
enterprises. These enterprises must pursue a clearly ex-
pressed policy of finding market niches to achieve a high
market share, even with small sales volumes. Under normal
conditions in general markets, in competition with large
companies, they cannot do this. Small and medium-sized
enterprises usually specialize in a single isolated market
and can achieve a high share in specific market segments
(Kotler, 2003; Kotler et al., 2016; Reznikova et al., 2019).

Position on the market. This parameter establishes a
goal regarding the desired position of the enterprise in the
market. It depends on the degree of horizontal and verti-
cal integration of the offered services, the readiness to ally
with someone, the amount of desired autonomy, industry
specifics, and the company’s image. Marketing goals should
be formulated taking into account all five goal-setting pa-
rameters. None of them can be considered in isolation from
the others. Moreover, all of them must be connected or de-
pendent on each other. Therefore, coordination between
them is necessary. The specified parameters, related to
each other in all directions, form a “five-pointed star”. This
analytical and systemic view of the path to marketing goals
can seem overly abstract and complex. However, any enter-
prise must collect information about itself and its business
environment and consider the future. Moreover, if the en-
trepreneur is seriously engaged in this, then formulating
marketing goals seems easy to him.

B MATERIALS AND METHODS

During the research, empirical methods were used. Ob-
servation, forecasting — for an overview and comprehen-
sive presentation of indicators and features of marketing
activity and marketing tools. Analysis, synthesis, and ab-
duction were used for a visual representation of the fea-
tures of marketing tools in application in modern condi-
tions of entrepreneurial activity. Each method is used at
a particular stage of solving the tasks. That is why it was
advisable to move on to consider each of the indicated
methods separately. For example, using the descriptive
research method to describe the enterprise’s marketing
processes was advisable, which would speed up the adop-
tion of marketing and management decisions. The method
of forecasting was used to determine scientifically based
prospects of the general dynamics of events in the future,
for example, the sequence of using marketing tools to pro-
mote the company’s products on the market or the com-
pany itself as a whole. The abduction method helped build
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several hypotheses, that is, proposals based on assump-
tions about the specific problem of marketing activities
and the relationship with entrepreneurship. For example,
to form a hypothesis regarding adapting marketing tools to
the requirements of the modern world market. The graphic
method was used to visually display the sequence of im-
plementation of marketing tools and a set of actions for
promotion on the market. The presentation of research
results was more systematized in tables and figures. The
analysis method was used to study the experience of using
marketing tools and their possible adaptation to environ-
mental changes in the conditions of globalization. It also
considered the main obstacles to using marketing tools.

The method of synthesis, combining phenomena and
knowledge, was used to expand previous experience and
ascertain new results of expertise. A distinctive feature of
synthesis was that this method was implemented outside
of existing frameworks. For example, using some market-
ing tools in a new variation. Also, when studying the be-
haviour of consumers of innovative goods and services.
This, in turn, leads both to the modernization of modern
marketing tools and to the design and specification of the
changing needs of consumers of goods in the newest prod-
ucts on the market. A general indicator based on quanti-
tative characteristics was obtained based on multivariate
analysis methods. The taxonometric method was used to
calculate integral indicators of the financial and econom-
ic state of the enterprise and the use of information tech-
nologies in marketing activities for 2021 for ten industrial
enterprises of the Kharkiv region. Thus, each of the con-
sidered methods helped solve a separate research task. In
their aggregate, they helped formulate appropriate mar-
keting and management solutions, increasing the enter-
prise’s competitiveness.

M RESULTS AND DISCUSSION

Characterizing marketing activity, the following trends in
its development can be noted (Zikmund & D’Amico, 1998;
Evans & Berman, 2009; Kotler et al., 2016). If unsaturated
markets are characterized by “product-oriented” market-
ing activity, then modern marketing activity is “consum-
er-oriented marketing activity”, and the most advanced
enterprises can carry out “mixed marketing activity” ori-
ented both on the product and on the consumer. Modern
marketing activity can be called “innovative” and strategic.
The innovative approach is an operational marketing ac-
tivity consisting of strategic marketing activities, namely,
analysis of segmentation, attractiveness, level of competi-
tiveness, portfolio studies, careful study of the budget, and
control of strategy and development.

Among the initial tasks of strategic innovative mar-
keting activities, the leading place is developing a system
of measures to penetrate innovations into the market.
Therefore, the basis of strategic marketing research is
market analysis with improving market segments, organ-
ization and formation of demand, and modelling of buyer
behaviour (Shtal et al., 2018a; Zuliyati & Rusdianto, 2021).
According to the authors, strategic innovative marketing
reduces the negative impact of external factors and the
possibility of the enterprise manufacturing competitive
products. However, creative marketing activity in Ukraine
must be sufficiently developed because innovativeness

Il- 56

consists of constantly seeking product improvement.
Ukrainian manufacturing enterprises spend only a little
money to improve production.

Modern marketing activity can be characterized as
joint, which appeared under the influence of the devel-
opment of information technologies (online means of in-
formation exchange). Marketing activity focuses on new
forms of relationship with consumers since the company
can no longer control the demand for its products. Thus,
the enterprise directs its efforts to cooperating with con-
sumers on developing and managing its products, goods,
or services. In addition to technology, modern marketing
activity has been significantly influenced by globalization
processes caused by technological development. Internet
technologies enable the exchange of information between
countries, economic regions, businesses, and individuals
worldwide, and transportation technologies facilitate trade
and other physical discussions. Like technology, globaliza-
tion reaches everyone and everywhere, creating an inter-
connected economy (Kanishchenko, 2007; Korzh, 2010;
Reznikova et al., 2019). The main effect is that enterprises
compete with each other for the opportunity to demon-
strate their efforts to ensure integrity, commonality, and
directions for social, economic, and environmental prob-
lems of society.

At the current stage, conditions have arisen for the
development of a new type of marketing activity, which is
often called “socially responsible”, “socially ethical” (Am-
bler, 2004; Kotler et al., 2016; Chi, 2021), or “spiritual”. This
marketing activity contributes to the fact that companies
are forced to consider the product’s value in their corpo-
rate culture because consumers choose products, goods, or
services that satisfy their needs and impressions regarding
their spiritual, social, and cultural aspects. Thus, the profit
of the enterprise is the result of its high evaluation by the
consumer. The development of marketing activity in the
conditions of a modern market economy is constantly ac-
companied by the development of its information support
and information technologies, which allows solving the
problems of increasing the effectiveness of its influence on
the work of the enterprise. As consumers become more co-
operative, cultural, and spiritual, the nature of marketing
activities changes. Based on the above analysis, the integra-
tion process of marketing activity is decisive for the enter-
prise since, in the dynamic, entrepreneurial environment
in which it operates, it is necessary to direct all its spheres
of activity, especially marketing, to achieve final goals.

In connection with the rapid development of mod-
ern information technologies and the widespread spread
of the Internet computer network, many fundamentally
new opportunities in marketing activities are of particu-
lar importance. Marketing activity focuses on new forms of
consumer relations and marketing communications. The
enterprise’s success in the market today is determined by
the need to ensure an effective relationship between the
producer and the consumer, which is an obvious fact for the
formation of its competitiveness. Scientific and technical
progress determines one of the effective ways of solving
such a task is the use of communication channels of the
global Internet network. At the same time, the effective use
of Internet technologies at the enterprise is not possible
without the formation of a marketing information system

Economics of Development. 2023. Vol. 22, No. 4



that would include all the information necessary for the
enterprise’s activities, would enable a quick response to
changes in the surrounding information environment, and
would be an essential lever for the formation of the enter-
prise’s information security. Since information acts as one
of the most valuable resources of society, the process of its
processing can, by analogy, be perceived as technology.
The formation of the global network economy and the
expansion of its scope was due to the development and
spread of Internet technologies, the transfer of various
types of social and economic activities to the electron-
ic environment of the Internet, and the process of trans-
forming traditional organizations into network structures.
Thus, the innovative development of the “new economy”
is characterized by the socialization of the latest scientific
and technical developments, primarily in the field of infor-
mation technologies, i.e., their introduction and use on the
scale of the entire society, production of innovative goods

T. Shtal et al.

and services using information technologies, as well as to
develop industries that use these technologies; production
of goods and services using and for the Internet.
Innovative changes in the world market depend on the
level of innovative development of national economies —
subjects of this market. Innovative development of indus-
tries, in turn, constitutes the national economy’s develop-
ment level. Furthermore, the innovative development of
each sector largely depends on the actions of enterprises,
management entities, the level of competitiveness, and the
amount of profit received in the process of implementing
the innovative strategy (Sony, 2018; Krysovatyy et al., 2018;
Hausman, 2021). In authors opinion, at the current stage of
the development of society, the main directions of inno-
vation are Internet technologies, which allow qualitatively
increase in the key performance indicators of enterprises.
Thus, Internet technologies significantly affect both the
activities of enterprises and the national economy (Fig. 2).

[ Use of Internet technologies at the enterprise ]

J L

~ L 4L Il

1L L

Expansion of the Increase in
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Increasing th
nereasing the and other aspects of
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process partners
A4 A A4
Deep Facilitating Acceleration of Flexibility in decision-making due to
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[ Stabilization of the national economic system and formation of the quality of economic growth }

Figure 2. The influence of Internet technologies on the activities of enterprises and the national economy

Source: developed by the authors

There is a need to consider the stages of transfor-
mation of foreign companies depending on the degree of
their technological development and the chosen strategy:

= creation of an internal information system - an In-
tranet-type system - at this stage, the Internet is used as
a tool for implementing an effective system of internal
communications at the enterprise;

= the appearance of an information system of the
Extranet type — transparent for partners but closed to
third parties, the customer service system works as a
business card or a directory of the enterprise;

= involving consumers to work directly in the infor-
mation system, the emergence of feedback from the con-
sumer through the electronic order system;

= full automation of many business processes, sim-
plification of interaction schemes, expansion of oppor-
tunities, and improvement of speed and quality of work
coordination;

= a combination of the electronic ordering system,
the procurement process automation, and the promotion
of goods to the final consumer through electronic stores
(Allison, 2019; Blass, 2019; Bilovodska et al., 2020).

To establish the relationship between scientific
presentation and practical application, namely for a
more detailed representation and systematization of
information about the types of information technolo-
gies in marketing activities, their typology is proposed
in Table 1.

57 -II

Economics of Development. 2023. Vol. 22, No. 4



Implementation of modern marketing tools...

Table 1. Typology of types of information technologies in marketing activities

Typological features ‘

The essential content of typological signs

1. Mobile marketing

1.1. SMS services

The process of sending mobile messages from the program to the mobile user. A messaging system is a
professional or business system. Businesses can use several technical modes to communicate with consumers,
authenticate users of online services, and deliver instant messages.

1.2. voice interactive
services

This is a technology for creating an interactive voice menu, which can be used both individually as an auto-
informant and as part of a software-hardware complex, identifying and directing customer requests. In
marketing activities, this technology solves several essential tasks: it increases the rating of the enterprise and
the popularity of the brand, allows it to receive additional income, provides prompt feedback to consumers,
expands the target audience and increases its loyalty, allowing it to receive valuable statistical marketing data.

1.3. wireless data
transfer protocols

A set of logical layer interface agreements defining data exchange between different programs. These
agreements specify the same way of transmitting messages and handling errors during the interaction of
software distributed in the space of a hardware platform connected by one or another interface.

2. Marketing in social networks

2.1. teaser
advertisement

This is an advertising format that combines the text of an advertisement with a small picture that thematically
corresponds to the content of that advertisement.

2.2. promotion in
social networks

Activities aimed at familiarizing the maximum number of social network participants (social media) with the
promoted resource. Conceptually, sites are advertised in social networks in two ways — SMO (social media
optimization) and SMM (social media marketing).

2.3. monitoring of
social networks

Social media monitoring tracks mentions of an enterprise, brand, public figure, product, or service in social
networks. The activity’s main task is searching for information about the brand and its segmentation from
the point of view of the following factors: tonality, distribution by resources, authors, and publication time.

3. Internet marketing

3.1. contextual
advertising

Contextual advertising is an advertising banner or text ad on a web page; its appearance immediately makes
it clear that it is advertising. Such banners or ads are located directly under the site header, on the sidebars of
the web page, or at the bottom.

3.2. search engine
optimization and
promotion

The process of adjusting the HTML code, text content (content), site structure, and control of external factors
to meet the requirements of the algorithm of search engines, to raise the position of the site in the search
results of these systems according to particular user requests. The higher a site’s position in search results, the
more likely a visitor will go to it from search engines since people usually follow the first links.

3.3. marketing research
on the Internet

The Internet makes it possible to conduct both primary research, based on data obtained from the company’s
research on the Internet, and secondary research, based on information published on the Internet and taken
from other sources. The Internet can be used to research product markets, to study the firm structure of the
market, or to study consumers.

3.4. e-mail marketing

This is a form of direct marketing, the characteristic feature of which is the use of e-mail as a channel for
transmitting a marketing message to the target audience.

3.5.viral advertising

This is one of the leading marketing tools used in brand promotion on the Internet and social networks. The
method involves creating content that will be of maximum interest to users. Launched on the network, viral
advertising will spread at the initiative of the target audience. All potential clients will familiarize themselves
with the information as much as possible.

4. Means of software and

marketing automation

4.1. customer
relationship
management system

Automating the process of tracking consumer behaviour allows it to more accurately influence potential
consumers and, following their interests, carry out targeted marketing influence.

4.2. marketing
intelligence

Software for marketing intelligence is mainly focused on studying the behaviour of potential consumers on
the Internet (in social media, on mail servers, web pages, etc.), which allows analysing information about the
most visited user groups in social networks. An essential source of information is links by which a person goes
to sites from search engines or mail servers, as well as his search queries.

4.3. marketing
automation

Marketing automation software focuses on target customers. To manage the consumer’s awareness and
interest in the products, a comprehensive marketing influence is carried out — from the beginning of the
advertising campaign to the moment of sale and after-sales service.

4.4, automation of
marketing document
flow

Automation of document flow involves the use of specialized software for working with internal marketing
information and internal marketing processes. As a rule, it includes implementing budgeting and planning
functions, document flow and internal approvals, and all work related to internal marketing.

5. Marketing information

systems

5.1. geoinformation
marketing systems

Geomarketing systems are a form of marketing research that allows it to visually analyse the external and
internal indicators of the company, and various aspects of its past, current and future activities, including
infrastructure and competitive environment concerning its geographical location.

5.2. industry marketing
information systems

Industry marketing information systems are designed to provide managers in various industries with
marketing information and support management decision-making in a specific market. They contain tools for
transforming marketing data into valuable management information.

5.3.regional
information marketing
centres

Provision of information centres at the local level and acceleration of local marketing and management
decisions.

5.4. interstate
information marketing
centres

The Interstate IMC (integrated marketing communication) is engaged in creating and maintaining an
information fund; analytical activity; user information service; comprehensive market research, analysis of
production and sales opportunities of enterprises, providing information interaction with national IMCs, etc.

Source: developed by the authors based on V.V. Bozhkova et al. (2018), A. Krysovatyy et al. (2018), T.V. Shtal et al. (2018b)
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The proposed classification considers new technolo-
gies of information marketing, which are actively devel-
oping and being implemented in the business practice of
Ukrainian enterprises. The main task is to create integrat-
ed information marketing services combining the advan-
tages of most technologies. Such an approach will make it

T. Shtal et al.

possible to significantly increase the effectiveness of mar-
keting activities of enterprises, increase labour productivi-
ty in the field of market relations, and bring the interests of
consumers and the capabilities of producers even closer to-
gether. The stages of assessing the use of IT potential in the
enterprise’s marketing activities are presented in Figure 3.

Stage 1

Stage 2

Selection of the type of
examination

Formation of the structure of the potential of using IT in
marketing activities with the indication of subsystems and their

components and elements

Development of the appropriate questionnaire

v

Stage 3

Collection of information on elements of subsystems according to experts’ assessments

v

Stage 4

Processing of questionnaires with specified expert assessments of elements
of subsystems of the potential of using IT in marketing activities

v

Stage 5

Development of a matrix of the significance of indicators of subsystems
of the potential of using IT in marketing activities

v

Stage 6

Determination of the overall assessment of the level of use of IT potential in marketing activities

v

Stage 7

Analysis of the result of assessing the level of IT use in marketing activities

Figure 3. Stages of expert assessment of the level of IT use in the enterprise’s marketing activities

Source: developed by the authors

The purpose of assessing IT potential in the enter-
prise’s marketing activities is to identify all its oppor-
tunities to ensure effective functioning in conditions
of globalization and increased competition. Its activ-
ity on the market and competitive position depend on
the extent to which the potential of IT is fully used in
the marketing activities of the enterprise. Therefore, as

subsystems of using IT potential in the marketing activi-
ty of the enterprise, it is proposed to choose the concep-
tual foundations of the marketing complex: marketing
research; product policy; pricing policy; sales policy;
communication policy. Table 2 shows a variant of the
summary table, which should be formed based on the al-
gorithm’s results.

Table 2. Assessment of the level of IT use in the enterprise’s marketing activities

General expert ey Balanced
oheoubortem | Senerlomert | component | evluatonoithe | SENICICCol | asscsment by
. R subsystems component of the component, in
marketing activity subsystem subsystem subsystem points
Interactive market 5 4 5
research
Marketing Research of
5 competitors’ 3 5 5
researches pet
websites
Consumer research 5 4 5
(interactive survey)
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Table 2. Continued

General expert N Balanced
of I potentialin | evaluation ofthe |  Component | evaluationofthe | gflo (ifuery | assessmentby
. .. 5
marketing activity subsystem subsystem subsystem points
Testing of new
products in 4 4 3
interactive mode
Formation of
the marketing
Commodity policy 4 environment 5 3 4
of goods on the
Internet
Organization of
service on the 4 3 5
Internet
Building a flexible
pricing system based
Pricing policy 5 on Internet auctions 5 5 5
and electronic
trading platforms
Sale OE goods via the 4 5 3
nternet
Creation of 3 5 4
Allocation policy 4 electronic platforms
Calculation
system (electronic 4 4 4
signature)
Formation of
the Int_erngt 4 3 3
communications
system
Conducting
advertising 3 2 4
Communication 3 campaigns
policy
Sales promotion 3 3 4
PR network Internet 2 2 5
Internet branding 4 4 4
The general assessment of the level of use of IT potential in the enterprise’s marketing activities 4

Source: developed by the authors

The proposed assessment will allow the enterprise to
identify the level of use of IT potential in its marketing
activities. Thus, a systematization, theoretical, and prac-
tical analysis of the factors determining the trends in the
development of Internet technologies in the marketing
activities of enterprises was carried out. The action and
impact of each element in ensuring the sustainability of
the system of marketing activities of enterprises is consid-
ered in detail. The obtained results deepen the theoretical
and applied foundations of forming an effective marketing
policy for the enterprise. Comprehensive accounting and
thorough analysis of the factors that are decisive in the
development of the Internet in Ukraine allows to qualita-
tively improve the complexity of strategic and operational
marketing of the enterprise with minimal financial costs.
The proposed typology and classification of information
technologies in marketing systematizes and expands the
theoretical vision and institutional foundation of the cho-
sen research problem and forms the basis of their practical
application in the activities of enterprises.

Il- 60

The origin of the term multidimensional analysis is
explained by the use both in taxonomic methods and in
factor analysis of the concept of a multidimensional object,
which is understood as either a statistical unit (often called
a structural unit) determined by a set of attribute values,
or an attribute defined by its values on separate statistical
units. However, most often, a statistical unit acts as such an
object. Therefore, the concept of multivariate comparative
analysis in economic research refers to several heterogene-
ous methods that identify regularities in statistical popula-
tions, the units of which are described by a relatively large
set of features. Knowledge of these methods expands the
possibilities of conducting various comparisons on multi-
dimensional objects. In taxonomic methods, comparisons
are made using a distance matrix. The name of taxonomic
methods comes from two Greek words: taxis (meaning ar-
rangement, order) and nomos (law, rule, principle). Taxono-
my is the science of the rules of structure and classification.

The central concept used in taxonomic methods is
the so-called taxonomic distance. This is the distance
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between points of a multidimensional space, calcula-
ble, most often, according to the rules of analytical ge-
ometry. The dimensionality of the space is determined
by the number of features characterizing the units of
the studied population. In another task, in which signs
act as research objects, the dimension of space is deter-
mined by the number of structural units. The taxonom-
ic distance is calculated between units or feature points
in a multidimensional space. The calculated distanc-
es make it possible to determine the position of each
point in relation to other points and, therefore, to de-
termine the place of this point in the whole population,

T. Shtal et al.

which makes it possible to arrange and classify them
(Krchova & Svejnova Hoesovd, 2021; Paying the price of
war, 2022; Eurostat, n.d.). Multivariate analysis methods
are reasonably simple methods of obtaining a general in-
dicator. They allow it to get the required indicator quite
quickly. The economic interpretation of the taxonomic
indicator of the level of development is as follows: the
closer the value is to 1, the better the level of the econom-
ic and financial condition of the enterprise and the level
of implementation of Internet technologies in marketing
activities. The results of calculations for 2021 for ten en-
terprises of the Kharkiv region are shown in Table 3.

Table 3. The results of the calculation of integral indicators of the economic and financial state
of the industrial enterprise and the use of information technologies in marketing activities for 2021

Name of Company

A crucial indicator of financial and
economic activity

A critical indicator of the use of
information technologies in the
marketing activities of the enterprise

Engincerin factory Chervom Zovten” 0623575 0692303
PJSC “Elektromashyna” 0.14248 0.538462
PJSC “KhTZ” 0.566799 0.538462
SE Kharkiv Machine-Building Plant “FED” 0.242577 0.461538
PJSC “Interkondytsioner” 0.289653 0.538462
SE “Izyum state instrument-making plant” 0.375236 0.461538
Z;tSeCr ;I-g?z;g(l:si;/ol:/){achine—Building Plant named 0.298347 0.692308
LLC “Loziv Forging and Mechanical Plant” 0.163715 0.461538
PJSC “Manometr-Kharkiv” 0.4754 0.461538
g{lzi}‘l‘g}rlia;fiv Machine-Building Plant “Svitlo 0.206301 0461538

Source: developed by the authors

Theresults of the calculations prove that there has been
asignificant improvement in implementing marketing tools
of information support and systems and technical means of
automation at machine-building enterprises of the Kharkiv
region in five years. Even the negative consequences of the
pandemic became an impetus for introducing information
technologies on an even larger scale. The integral indica-
tor of the use of information technologies in the marketing
activities of 10 Kharkiv machine-building enterprises in-
creased by 0.130952 on average from 2016 to 2021 (10.5%).

M CONCLUSIONS

New communication technologies and, in particular, In-
ternet technologies have made marketing activities much
more measurable and, accordingly, much more controlla-
ble. Thus, one of the main tasks facing company managers
today is assessing and analysing the effectiveness of mar-
keting activities and their improvement. Furthermore, this
is where unique systems, software solutions, and technical
tools designed to automate marketing departments’ work
to increase marketing efficiency come to the rescue.

Data on marketing tools of information support can be
obtained in the same way as indicators that determine the
level of automation of machine-building enterprises. Such
marketing tools can include the Internet, a website with its

Economics of Development. 2023. Vol. 22, No. 4

home page, and other types of electronic data exchange.
Thus, Ukrainian enterprises in the machine-building in-
dustry found themselves in difficult operating conditions,
which, along with the complication of the technological,
economic, and competitive environment in the market of
machine-building products, are inherent in the difficult
situation in the country. Crisis phenomena force Ukrainian
machine-building enterprises to significantly save money
and direct their activities to identify alternative solutions
for maintaining competitive positions. Therefore, one of
the priority directions should be cost optimization, which
can be carried out by finding and investing the smallest
amount of investment funds, leading to the most signif-
icant economic effect. Further research should focus on
practical principles in developing marketing activities of
machine-building enterprises based on Internet technol-
ogies, considering their specifics of management, defining
features, and the level of development in the Ukrainian
market and positions at the macro level.

B ACKNOWLEDGEMENTS

None.

B CONFLICT OF INTEREST

None.

61 -.I



Implementation of modern marketing tools...

H REFERENCES

[1] Allison, C. (2019). Jawbone health: Everything we know so far about the new premium health platform. Retrieved from
https://www.wareable.com/health-and-wellbeing/jawbone-health-hub-medical-health-wearable-2144.

[2] Ambler, T. (2004). Marketing and the bottom line: The marketing metrics to pump up cash flow. London: Financial
Times Press.

[3] Bilovodska, O., Melnyk, Yu., Alenin, Yu., & Arkusha, L. (2020). Implementation of marketing and legal tools in the
process of commercialization for innovative products in strategic management and entrepreneurship. International
Journal for Quality Research, 14(4), 1261-1278. doi: 10.24874/1JOR14.04-18.

[4] Blass, D. (2019). Drybar’s rise to success with NetSuite has a hidden message for partners. Retrieved from https://www.
crn.com/news/cloud/video/drybar-s-rise-to-success-with-netsuite-has-a-hidden-message-for-partners.

[5] Bozhkova, V.V., Ptashchenko, O.V., Saher, L.Yu., & Syhyda, L.O. (2018). Transformations of marketing communication
tools in the context of globalization. Marketing and Management Innovation, 1, 73-82. doi: 10.21272/mmi.2018.1-05.

[6] Chi, C. (2021). 18 of the best marketing techniques for 2022. Retrieved from https://blog.hubspot.com/marketing
marketing-techniques.

[7] Eurostat. (n.d.). Retrieved from http://ec.europa.eu/eurostat.

[8] Evans,].R., & Berman, B. (2009). Marketing: Marketing in the 21st century. Mason: Atomic Dog Publishing.

[9] Flaig, A., Kindstrom, D., & Ottosson, M. (2021). Market-shaping strategies: A conceptual framework for generating
market outcomes. Industrial Marketing Management, 96, 254-266. doi: 10.1016/j.indmarman.2021.06.004.

[10] Hausman, A. (2021). Modern marketing strategies to grow your small business. Retrieved from https:/www.
business2community.com/small-business/modern-marketing-strategies-to-grow-your-small-business-02404307.

[11] Huang, Y.-C. (2022). How marketing strategy, perceived value and brand image influence WOM outcomes - the
sharing economy perspective. Journal of Retailing and Consumer Services, 68, article number 103071. doi: 10.1016/j.
jretconser.2022.103071.

[12] Kanishchenko, O.L. (2007). International marketing in the activities of Ukrainian enterprises. Kyiv: Znannia.

[13] Khaminich, S., Broshkov, M., Kuznietsov, E., Ptashchenko, O., Milcheva, V., & Boiko, O. (2019). Transformation of
managerial innovations in conditions of digitalization of market relations. International Journal of Recent Technology
and Engineering (IJRTE), 8(4), 7888-7893. doi: 10.35940/ijrte.D9137.118419.

[14] Korzh, M.V. (2010). International marketing strategies: Theory and practice. Kramatorsk: DSEA.

[15] Kotler, P. (2003). Marketing management. Upper Saddle River: Prentice Hall.

[16] Kotler, P., Kartajaya, H., & Setiawan, 1. (2016). Marketing 4.0: Moving from traditional to digital. Somerset: Wiley.

[17] Krchova, H., & Svejnova Hoesov4, K. (2021). The impact of modern communication marketing tools to increase the
innovativeness of business. Marketing and Management of Innovations, 5(3), 117-126. doi: 10.21272/mmi.2021.3-10.

[18] Krysovatyy, A.L., Zvarych, LY., Zvarych, R.Y., & Zhyvko, M.A. (2018). Preconditions for the tax environment of
alterglobal development. Comparative Economic Research, 21(4), 139-154. doi: 10.2478/cer-2018-0031.

[19] Paying the price of war. (2022). Retrieved from https://www.oecd-ilibrary.org/sites/ae8c39ec-en/index.html?itemId=
content/publication/ae8c39ec-en.

[20] Reznikova, N., Rubtsova, M., & Ivashchenko, O. (2019). Prospects for the development of international marketing
strategies in the context of global convergence. Effective Economy, 7. doi: 10.32702/2307-2105-2019.7.10.

[21] RiifSmann, M., Lorenz, M., Gerbert, P., Waldner, M., Engel, P., Harnisch, M., & Justus, J. (2015). Industry 4.0: The
future of productivity and growth in manufacturing industries. Retrieved from https://www.bcg.com/publications/2015
engineered products project business _industry 4 future productivity growth manufacturing industries.

[22] Saveliev, Ye.V. (Ed.). (2008). The latest marketing. Kyiv: Znannia.

[23] Shtal, T.V., Buriak, M.M., Amirbekuly, Y., Ukubassova, G.S., Kaskin, T.T., & Toiboldinova, Z.G. (2018a). Methods of
analysis of the external environment of business activities. Espacios, 39(12), article number 22.

[24] Shtal, T.V., Uvarova, A., & Ostapenko, Iu.l. (2018b). Evaluation of the influence of external environmental factors
on logistics activities: Case study of Ukrainian retail trade enterprises. Journal of Environmental Management and
Tourism, 7(31), 1593-1605. doi: 10.14505//jemt.v9.7(31).22.

[25] Sony, M. (2018). Industry 4.0 and lean management: A proposed integration model and research propositions.
Production & Manufacturing Research, 6(1), 416-432. doi: 10.1080/21693277.2018.1540949.

[26] Zikmund, W.G., & D’Amico, M. (1998). Marketing. Nashville: Southwestern Publishing.

[27] Zuliyati, P.T., & Rusdianto, H. (2021). The creative economy in developing entrepreneurship: A case study on
calligraphy craftsmen in Indonesia. Economic Annals-XXI, 194(11-12), 90-95. doi: 10.21003/ea.V194-11.

I.- 62 Economics of Development. 2023. Vol. 22, No. 4



T. Shtal et al.

TeTtaHa BanepiiBHa LUTanb

[OKTOp eKOHOMIYHUX HayK, Mpodecop

XapKiBCbKMW HaLLiOHAIbHMI EKOHOMIYHUI YHIBEpPCUTET iMeHi CeMeHa Ky3Heuda
61166, Nnpocn. Hayku, 9A, M. XapkiB, YKpaiHa
https://orcid.org/0000-0003-1256-9854

OneHa BanepiiBHa MNTawieHKo

[OKTOpP eKOHOMIYHWX HaykK, Npodecop
3axigHOYKpaiHCbKMIM HalioHaNnbHUM YHIiBepCUTET
460009, Byn. J1bBiBCbKa, 11, M. TepHoOMinb, YKpaiHa
https://orcid.org/0000-0002-2413-7648

Cepriin OnekcaHgpoBu4 PoflioHOB

KaHaounoat eKOHOMIYHUX HayK, OOLEHT

XapKiBCbKMM HaLioOHaNbHMM eKOHOMIYHUIM YHiBepcUTeT iMeHi CeMeHa Ky3Heud
61166, Nnpocn. Hayku, 9A, M. XapkiB, YKpaiHa
https://orcid.org/0000-0001-8893-0306

Onekcin IOpitoBuy Kypues

KaHgounoaTt opuandHmux Hayk

XapKiBCbKUM HaLiOHaNbHMM eKOHOMIYHUIM YHiBepcUTeT iMeHi CemMeHa Ky3Heud
61166, npocn. Hayku, 9A, M. XapkiB, YKpaiHa
https://orcid.org/0000-0002-4951-3718

IMNieMeHTauia Cy4acHOro MapKeTUHroBoro iHCTpyMeHTapilo
B NiANPUEMHMULbKY AiANbHICTb

M AHoTauif. MapKeTMHIroBa Ais/IbHICTh OpicHTOBaHA Ha HOBi (GOpMM B3ae€MMH 3i CIOKMBAUYaMM Ta MapKeTUMHIOBi
KOMYHiKaIlii 0OGYyMOBJIOIOTh TEeMaTUKy IIOTOYHOTO [MOCTIMKEeHHS Ta ii aKkTyaJbHicTh. MeTOW IOCTimKeHHS Oys0
OOGI'PYHTYBAaHHSI BMKOPMCTAHHSI CY4acCHOTO MapKEeTMHTOBOTO iHCTPYMEHTAapilo B MiJNPUEMHULBKINA HisSTbHOCTI AJIs
3a0e3TeveHHs] CTaJoro PO3BUTKY MiArnpueMcTBa. Ilif vac AOCTIIKEHHS] BMKOPUCTOBYBAINCS €MITipUUHI METOOU MJIst
OIJISIY Ta KOMILJIEKCHOTO MPEeACTaBIeHHS TTOKa3HMKIB Ta 0COOIMBOCTEN MAapKETVHIOBOI [isUIbHOCTI Ta MapKeTUHTOBOTO
iHCTpyMeHTapito, aHai3, CUHTE3 [/IsI HAOUHOTO YSIBJIEHHSI ITPO OCOGIMBOCTI iHCTpyMeHTapito MapKeTUHIY B 3aCTOCYBaHHI
B CyuyaCHMX yMOBaX 3IiliCHEHHS MiANPUEMHUIBKOI misyibHOCTI. CHCTEMAaTH30BaHO i MpOaHali30BaHO 06 €KTUBHY
indopmariito mpo cTaH PMHKY MPOMUCIOBOI MPOAYKIIii Ta MpeACcTaBIeHUX O0COOGIMBOCTEl MapKeTMHIOBOI AiSUTBHOCTI
MMPOMMCJIOBUX TiATIPMUEMCTB. [IpoBeeHO MOKIaAHMUI aHai3 CyyacHUX TeHIEeHIIi/l pO3BUTKY MapKeTUHTOBOI Mis/TbHOCTI
Ta BIUIMBY iH(MOpMAaIiiiHMX TEXHOJIOTiI HAa PO3BUTOK IMiATIPUEMHMIITBA, IO € CbOTOAHI MiAIPYHTIM 11T (GOPMYBaHHS
HeOOXiHOTO KOMIUIEKCY MAapKEeTMHTOBOTO iHCTPyMEHTapilo, SIKMii MOKJIMBO BUKOPUCTOBYBATM IJISI ITiJBUIIEHHS
edeKTUBHOCTI Lis/IbHOCTI MiAnpuemMcTBa. BusHaueHo, 1110 B Mpolieci epexony Ha PUMHKOBI MexaHi3Mu QyHKLiOHYBaHHSI,
YKpaiHCbKi MalIMHOGYIiBHI IMiAITPMEMCTBA ONTMHUIUCS TIepel] HeOOXiIHiCTIO ONITMMIi3allii CBOET JisS/TbHOCTI 3 ypaxXyBaHHIM
B3a€EMHOTO BIUIMBY CKJIQJIOBUMX 30BHIIIHPOTO PUHKOBOTO i BHYTPILTHBOTO MapKeTMHTOBOTO CepefoBHUIIA KOKHOTO
MiAMPUEMCTBA. 3p06JEeHO BUCHOBOK, IO YKPAiHChKI MiAIIpMEMCTBA 3MYIIEH] TPUIISTY BeJIUYE3HY yBary Ipolecam,
0 BimOYBaIOTHCSI B MiHJIMBOMY 30BHIIIHBOMY CEPeIOBMIL, 100 CBOEYACHO afarTyBaTUCS i TIPUCTOCYBATUCS A0 HUX,
0COO/IMBO 1ie Ma€ 3HAYEHHSI )1 TPOMMUCIOBUX ITiIMPUEMCTB, OPiEHTOBAaHMX HA MAapKEeTUHTOBY [Iis/IbHICTb. [IpeicTaB/ieHe
TOCTiIKeHHS y BULJISIII peKOMEeH/IaIlilt 010 3aCTOCYBaHHS MapKeTMHTOBOTO iHCTPYMEHTaPilo Ma€e MPaKTUYHe 3HAUeHHS
IJISL CyJaCHUX MiATTPUEMHULIBKUX CTPYKTYP

M KniouyoBi cnoBa: MapKeTHMHIOBMIT KOMITIEKC; MAPKETUHIOBA IisSTbHICTh; [HTepHET-MapKeTVHT; MapKeTUHIOBI TEXHOJIOTI1;
KOMIUIEKC MapKeTMHTOBOTO iHCTpyMeHTapito
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