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The article deals with the actual problem of optimization of the estimation of
marketing activity management of machine-building enterprises. As a result of the
analysis of scientific publications, the author determined the main criteria for
evaluating the effectiveness of marketing activities used by national scholars and
scholars abroad. In addition, the study showed that most authors focus directly on
developing criteria and indicators for evaluating the effectiveness of marketing
activities, while methodological consistency issues remain outside the focus of
researchers, which significantly reduces the ability to implement developments in
the engineering industry. Based on the worked out theoretical sources, the author
has proposed a methodological sequence of evaluation of marketing activity
management efficiency, which includes five main stages: research, analytical,
operational, refining and strategic. For each of the proposed steps, the author has
developed a procedure for evaluating the effectiveness of marketing activity
management. At the same time, the choice of specific methods and indicators of
assessment leaves the author to the consideration of the enterprise, which greatly
increases the possibilities for practical implementation of the proposed
methodological consistency in the real sector of the economy, including — in small
and medium-sized enterprises. The expediency of implementation of the proposed
methodological sequence of evaluation of the efficiency of marketing activity
management in the practical activity of domestic machine-building enterprises,
including small and medium-sized businesses, is substantiated. The practical
implementation of the proposed methodological sequence will optimize the
assessment of the efficiency of managing the marketing activities of enterprises,
which will provide the conditions for increasing the competitiveness and ensuring
the sustainable development of enterprises at both national and world levels.
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Kurouogi ciioBa:

30yT, 30yTOBa MisIIbHICTH, €PEKTUBHICTH
30yTOBOT IisUTLHOCTI, ONTHMI3aIlisi 30yTOBOT
ISUTBHOCTI, YIPaBIiHHS 30yTOBOIO
TSUTBHICTIO, OI[iHKA €()eKTUBHOCTI
YIpaBIiHHS.

PosrisiHyTo  akTyadbHYy —mpoOJieMy — ONTHMI3alil  OIHKY  e(eKTHBHOCTI
yHOpaBimiHHA 30yTOBOIO  HiSUTBHICTIO MAmMHOOYNIBHUX MIANPUEMCTB. Y
pe3ynbTaTi MPOBEJCHOTO aHAli3y HAYKOBHX MyOJiKaIliii BH3HAYEHO OCHOBHI
KpuTepil OIIHKK e(EeKTUBHOCTI YNpaBiiHHA 30yTOBOIO MisUIBHICTIO, SIKi
BHKOPUCTOBYIOTBCS BITYM3HSHUMH Ta 3aKOPJIOHHHMH HOciinHukamu. Kpim toro,
MPOBENICHE JOCIHI/KCHHS ITI0Ka3aio, MO0 OUTBIIICT aBTOPIB OCHOBHY YBary
HNPUIULIIOTE  Oe3MocepeJHbO0  PO3poOIll  KPUTEpiiB Ta IMOKa3HHWKIB OILIHKH
e(eKTHBHOCTI  yIpaBiiHHSI 30yTOBOIO MisUIGHICTIO, TOAI K TMHTaHHS
METOJIOJIOTIYHOI TTOCTIIOBHOCTI 3aJIMIIAIOTHECS 1033 YBarow JOCIHiJTHHUKIB, IO
3HAYHO 3MEHIIYE MOMJIUBOCTI BIPOBA/DKCHHS pPO3POOOK y MPAKTHUHY
IiSUTBHICTD  MAIIMHOOYMIBHMX —mignpueMcTB. Ha mifgcraBi  ompamboBaHHX
TEOPETHYHHUX DKEPENl aBTOPH 3arpOMOHYBAK METOMOJOTIUHY IIOCITiJOBHICTD
OWIHKK e()eKTHBHOCTI YNpaBiiHHS 30yTOBOIO [iSUTGHICTIO, sSKa TNependadae
BUIIUICHHS IUSTH  OCHOBHHX  €TamiB: JOCHIAHHMIIGKOIO, aHaJITHYHOIO,
orepamnifHoOro, yIOCKOHAIIOIYOro Ta crparteriyHoro. s KoxkHoro i3
3aMpPONOHOBAHUX €TalliB aBTOPH PO3POOHMIM TOPSIOK [iif MIOAO0 OIHKH
e(eKTHBHOCTI  ympaBiiHHS 30yToBoro nmisutbHicTIO. Ilpm mpomy BHOIp
KOHKPETHHX METOJIIB Ta MOKA3HWKIB OIIHIOBAHHS aBTOP 3aJHINAE€ HA PO3TIISL
HiIPUEMCTBA, [0 3HAYHOIO MipOIO MiJBHIIYE MOXIJIUBOCTI A MPAKTHYHOTO

131


mailto:terenteva_nataliya@ukr.net
mailto:karollinza@gmail.com

Bulletin of Zaporizhzhia National University. Economic sciences. M 3 (43), 2019

ISSN 2414-0287

BIIPOBA/UKEHHS 3aI[PONOHOBAHOI METOJOJIOTIYHOI IOCTIJOBHOCTI B PEaIbHOMY
CeKTOpi EKOHOMIKH, 30KpeMa — Ha MiANPHEMCTBAX MAJlOTO Ta CEPEeIHbOrO
OisHecy.  OOIpYHTOBaHO  JOUUIBHICTh  BIPOBAUKCHHS  3alpONOHOBaHOI
METOJIOJIOTIYHOI MOCHTIJOBHOCTI OIIHKK €()EKTHBHOCTI YIPaBIiHHA 30yTOBOIO
NISIBHICTIO B MPAaKTUYHIA  AiSIBHOCTI  BITYM3HAHUX — MAIIMHOOYAiIBHUX
MiANPUEMCTB, 30KpeMa — MaJIoro Ta cepeqHboro OizHecy. I[IpakTuuna peamizaris
3aIPONIOHOBAHO METOJOJIOTIYHOI TOCIIIOBHOCTI JJO3BOJHTH ONTHMI3yBaTH
OLIHKY e(eKTUBHOCTI YNpPAaBIiHHA 30YTOBOIO IISUIBHICTIO INJNPUEMCTB, IO
JIO3BOJIUTH 3a0€3MEeYUTH YMOBHU IS MiIBUILEHHS KOHKYPEHTOCIIPOMOXHOCTI Ta
3a0e3eyeHHs] CTaJor0 PO3BUTKY IMIANPHUEMCTB SIK Ha HaI[iOHAJHHOMY, Tak i Ha
CBITOBOMY DiBHI.

Statement of the problem

The current foreign economic course of Ukraine on
European integration and increasing competitiveness of
the national economy created not only the prerequisites
for further development of machine-building enterprises,
but also revealed significant defects in enterprise
management, which significantly reduce both the market
attractiveness of certain enterprises and the whole
Ukrainian economy. First of all, it applies the marketing
activities of enterprises, because in market conditions,
the efficiency of the sales system plays a decisive role in
shaping the competitiveness of any enterprise.

At the same time, marketing management efficiency of
Ukrainian machine-building enterprises is much lower
than in developed European countries, which leads to
considerable demand from the real sector of the economy
for modern innovative methods of improving the
efficiency of marketing activity.

The necessity of introducing modern methods of
marketing activity management at Ukrainian machine-
building enterprises is exacerbated by the impossibility
of introducing borrowed methods without large-scale
adaptation due to the significant differences in the
economic conditions in which businesses in Ukraine and
the most developed world countries are operating.

Thus, one of the main tasks of national economic thought
is the development of modern methods of marketing
management, including the evaluation of its
effectiveness.

Analysis of recent studies and publications

In the context of environment dynamics, the issues of
evaluating the efficiency of marketing activities of
industrial enterprises increasingly become the subject of
the study as for scholars abroad [1, 5, 17,18] and national
scholars also [2-4, 6-16]. Unfortunately, in the domestic
economy, the issues of assessing the effectiveness of
mechanisms for managing the marketing activity of
industrial enterprises in modern conditions have not been
sufficiently addressed, which significantly reduces the
ability of managers enterprises of the real sector of the
economy to methodical developments, which reply to the
current economic conditions in Ukraine and take into
account the peculiarities of the national development
industry.
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It should be noted that the approach of national
researchers to methods of optimization for evaluating the
effectiveness of marketing activities has significant
fundamental differences. In that way, M.G. Shevchyk
[15] focuses on highlighting the main indicators for
evaluating the efficiency of marketing management of an
industrial enterprise.

At the same time E.O. Muzychka [10], pays sufficient
attention to the formation of the main indicators of the
efficiency evaluation of marketing of enterprises, and
also gives emphasis to the need of a methodological
sequence development of such evaluation and proposes
the author's model of efficiency evaluation of marketing
of enterprises.

Considerable attention is given to the development of a
methodology for evaluating the efficiency of marketing
of enterprises, which offers author's development on the
main stages of assessing the effectiveness of marketing
management of enterprises [4].

However, despite the growing interest of scientists in
solving the problem of evaluating the efficiency of
marketing activities of enterprises, the number of
proposed methodologies does not meet the needs of the
real economy, which necessitates the development of
new methods adapted to today's economic realities of
Ukraine.

Obijectives of the article

The purpose of this paper is to develop a methodological
sequence for evaluating the efficiency of marketing
activities of machine-building enterprises. To achieve it,
the following goals were set:

- to determine the main criteria for evaluating the
efficiency of marketing activities of machine-building
enterprises;

- to identify the main factors that have an impact on the
reliability of the evaluation of the efficiency of managing
the marketing activities of enterprises;

- to propose a methodological sequence for evaluating
the efficiency of managing the marketing activities of
enterprises.
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The main material of the research

Under condition of the market economy, the sales
activity of the enterprise becomes of strategic importance
to ensure the market power of the enterprise and its
sustainable development, which causes the actualization
of issues of evaluation of its effectiveness. Analysis of
publications on the evaluation of the efficiency of the
enterprise's marketing activities showed that most of the
researchers considered that it is necessary to clarify the
main indicators (criteria) of the efficiency evaluation.

M.G. Shevchyk attributes to the indicators of estimation
of management efficiency of marketing activity of
industrial enterprise: sales volume (net income from sales
of products); cost of products sold; net profit from sales
of products; profitability of products; average inventory
volume; intensity ratio of inventory turnover; turnover;
the share of unrealized products in the value of
marketable mass; sales volume and sales revenue per 1
m? of enterprise of sales area; sales volume and sales
revenue per employee; payroll fund for sales staff; share
of the remuneration fund of sales personnel in the general
remuneration fund of the enterprise [15].

According to the methodology proposed by Muzychka
E.O. [10] the evaluation of the efficiency of enterprise
marketing activity is carried out consistently according to
the criteria of internal (evaluation of the achievement of
sales goals, evaluation of the effectiveness of
implementation of marketing strategies of enterprises,
evaluation of the economic efficiency of marketing
activities of the enterprise) and external (assessment of
the competitive position of the enterprise in the market,
evaluation of customer orientation, analysis of
commitment consumer) efficiency.

In addition, the following indicators are distinguished as
the main indicators (criteria) for evaluating the efficiency
of marketing activity management by modern scientists:
market share nationwide, marketing attractiveness,
competitive intensity, local market concentration
coefficient, Rosenblatt index, growth rate of industrial
enterprise market share, rate of growth of industrial
enterprise volume of sales), the rate of increase in sales
costs, the proportion of sales costs in gross sales, sales
capacity costs, the growth rate of the volume of sales
increase in costs, profitability of marketing and
marketing expenses, marketing capacity of expenses in
net profit, the growth rate of revenues from additional
investment in marketing, the growth rate of sales volume
growth from expenses, growth rate of revenues from
additional costs of sales [3, 5, 6, 9, 10].

At the same time, foreign researchers in the practice of
evaluating the effectiveness of marketing activities are
most often used indicators that are analogous to the
profitability of sales costs, including. [16, 17]: ROMI
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(Return on Marketing Investment); ROM (Return on
Marketing); ROME (Return on Marketing Expenses);
ROMO (Return on Marketing Objectives).

It is also worthy note to tell about the scientific last
years’ developments, which took into account the
peculiarities of marketing activity in the conditions of
considerable uncertainty of environmental factors, and
propose the following criteria for evaluating the
efficiency of managing the marketing activity of
enterprises: the ratio of orders received to turnover; the
ratio of orders received to orders that are; the ratio of
orders received to the number of customers; order
turnover ratio to existing orders; customer turnover ratio
to the number of outlets and resellers; turnover ratio of
"order portfolios” to the number of clients forming the
"order portfolio"; free-market turnover ratio to the
number of free market customers; free-market turnover
ratio; the order book turnover ratio to the free market
turnover; the ratio of claims to turnover; turnover ratio to
the number of employees of the sales department of the
enterprise [11].

However, the results of the study showed that the
majority of researchers focus precisely on developing
indicators (criteria) for evaluating the effectiveness of
marketing activities, without paying sufficient attention
to the development of evaluation methodology, so the
methodological basis for evaluating the effectiveness of
industrial enterprises in the context of significant
uncertainty of external factors in Ukraine, which causes
significant difficulties during the practical assessment of
marketing performance at the enterprise level [11].

The analysis of the proposed methods of carrying out the
evaluation of the efficiency of the marketing activity of
an industrial enterprise showed that the method proposed
by Ukrainian researcher Yu.P. Mitrokhina fulfils the
requirements [9]. However, we think, this technique has
considerable  disadvantages, paying considerable
attention to the selection and training of specialists in
marketing activities and their level of motivation, the
author does not take into account the most important
factors of the external environment, including rivals’
moves; influence of political and foreign economic
factors, etc.

Taking into account the results of the study, we have
developed a methodological sequence of evaluation of
the efficiency of the marketing activity of the machine-
building enterprise, which simultaneously allows to take
into consideration the influence of the main factors of the
internal and external environment on the efficiency of the
marketing activity and it is simple enough and
transparent for use in the real sector of the economy. The
developed methodological sequence is presented in
Figure 1.
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Eesearch

4[

]
J

company

*Comparizon of performance metrics with past performance and that of other businesses
=Finding out the needs and main motivations of the consumer regarding the products of the

*Investigation of the main factors of the internal and external environment that have an
impact on the efficiency of marketing activities
=Investigation of the main methods of maximizing the efficiency of marketing activities

4[

Analytical

]
J

*Reassessment of the desired and achieved results

=Classification of key influencers in terms of threats and opportunities
*Determination of the real market state of the enterprise
=Classification of customers by service requirements

*Reflection in the structure of the sales activity of the nature, size and requirements of the
customer groups to which the services are provided

Operational

*Organization of marketing activities based on internal communication

Eefining

]
J

environment

*Improvement of marketing information system for timely response to rapid changes in the

*Improvement of the hiring process to maximize the number of high-potential employees
*Assessment and optimization of the motivation of the marketing personnel

Strategic

|
J

timely criteria

=R egular monitoring of the productivity of employees of the sales unit with the help of

*Development of training programs based on real sales tasks
*Improving sales performance factor by optimizing buyer-seller relationships

Fig. 1. Methodological sequence of evaluation of marketing activity management efficiency
Note: developed by the author

As can be seen from Figure 1, the proposed
methodological sequence provides for the identification
of five main stages of evaluating the effectiveness of
marketing activities: research, analytical, operational,
refining and strategic.

At the research stage, we propose to compare the
performance factor of marketing activities with those of
past periods and those of other enterprises; to find out the
needs and basic motivations of the consumer regarding
the products of the enterprise; to investigate the main
factors of the internal and external environment that have
an impact on the efficiency of marketing activities; to
explore the basic methods of maximizing the
effectiveness of marketing activities.

At the analytical stage, an analysis of the information
obtained at the previous stage is envisaged, including re-
evaluation of the desired and achieved results;
classification of the main factors of influence in terms of
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threats and opportunities; determination of the real
market state of the enterprise; classification of customers
according to service requirements; reflect in the structure
of the sales activity nature, size and requirements of the
groups of customers to whom the services are provided.

The operational phase involves the organization of
marketing activities based on internal communication.

In the next stage, it is advisable to improve the marketing
information system in order to respond promptly to rapid
changes in the environment; improving the hiring process
to maximize the number of high-potential employees;
evaluation and optimization of the motivation of the
marketing personnel.

The final, strategic stage involves actions that are of
strategic importance for ensuring the sustainable
development of the enterprise, namely: regular
monitoring of the productivity of employees of the sales
unit with the help of timely criteria, development of
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training programs based on real sales tasks, increase of
sales productivity on the basis of optimization of
relations buyer and seller, etc.

The proposed methodological sequence is sufficiently
simple and transparent for use at the macro level. In
addition, given the substantially different capabilities of
Ukrainian enterprises depending on the size, industry,
specificity of activity, the proposed methodological
consistency leaves the enterprise with the choice of
specific methods of obtaining and processing
information, which also greatly contributes to the
practical use of this development.

Conclusions

The fast integration of Ukraine into the world economy,
the intensification of the country's participation in the
international division of labour actualized the problems
of assessing the efficiency of sales activities of domestic
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enterprises, since sales activity is recognized as crucial
for the success of the enterprise in a market economy. At
the same time, the problem of timely and objective
evaluation of the marketing activities’ effectiveness at
the present stage is exacerbated by both the small number
of effective methods of domestic authors and the inability
to use foreign methods without significant adaptation to
the current realities of Ukrainian enterprises. The
proposed methodological sequence takes into account a
significant number of factors that have an impact on the
efficiency of the enterprise’'s marketing activities, but it is
sufficiently transparent to be used at the enterprise level.
In addition, the choice of specific methods for collecting
and processing information is left to the individual
company for consideration, making the methodological
consistency available for implementation even in the
SME sector.
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