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The article analyzes the marketing research and planning of the marketing activities at both the macro- and micro-levels. A substantiation of choice of directions
of increase of efficiency in terms of use of marketing potential of enterprise together with the development of corresponding actions as to implementation of these
directions necessitates careful marketing research of the conditions of economic activity, definition of peculiarities of the market segmentation and determination
of the key advantages that ensure stable positions of producers in the competitive rivalry. The validity of the strategic decisions taken by the enterprise is largely
determined by the completeness and reliability of the information used. High labor intensity, complexity of gathering and analytical processing of large amount
of various information, the possibilities of obtaining of which are limited, along with absence of necessary competence of the engaged experts, places in question
the possibility of carrying out of such works by small enterprises qualitatively and in full volume. Therefore, the article defines the expediency of forming of the
specialized information-analytical centers, which are concentrating the necessary information and equipped with various instruments of its strategic evaluation.
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Jlicra 1. ®., Mueasap I. B., MoHomapeHko O. 0. MapKkemuHz08i 00ci0HeHHA
i nAaHyeaHHA MapKemuH2080i GifaAbHOCMI HA MAKPO | MiKPOPIBHAX

Y cmammi npoaHanizo8aHo MapkemuH208i 00CAiOHeHHS i NaHY8aHHA Map-
KemuH2080i 0ifiIbHOCMI HO MAKpPO- | MaKpopigHax. O6r'pyHMyBaHHA 8ubopy
HanpAMKie NidsUWeHHs edeKmuBHOCMi BUKOPUCMAHHA MApPKemuH208020
nomeHuyiany nidnpuemcmea ma po3pobku 8idnosioHux 3axodie wodo pea-
Ni3aUii Yux HanpamKie 06ymMoestoe HeobXiOHicMb pemesbHO20 MapKemuH2o-
8020 00C/1I0HEHHSA YMOB 20CNI00aPCHKOI 0if1bHOCMI, BU3HAYEHHS 0C06/1UBOC-
meli ceameHMayii PUHKY Ma 8CMAHOBAEHHA KKOY08UX Nepesae, Aki 3abe3ne-
Yyrome cmani no3uyii BUPOBHUKIB y KOHKYpeHmMHoMy cynepHuymei. ObrpyH-
mosaHicme npuliHAMUX NiONpUeMcmMeom cmpameziyHux piweHs bazamo
8 Yomy obymosnoemeca nosHomoro (i 8ipoeidHicmio 8uKopuCMOoBy8aHOI
iHghopmauii. Bucoka mpydomicmkicms, ckaadHicms 360py U aHanimuyHoi 06-
POBKU 8eAUKUX MACUBIB PI3HOMAHIMHOT iHGopmauii, Moxnueocmi 00epxaH-
HA AKOT 0bMexceHi, mopAa0 3 8idcymHicmio HeobxiOHoi KomnemeHyii ghaxieyis,
AKI 3071y4a0MbLCA, CMABUMb M0 CyMHI8 MOMXUBICMb POBEOeHHA MAKO20
pody pobim HegeauKUMU MiONPUEMCMBAMU AKICHO | 8 nosHoMy 06¢A3i. Tomy
8 cmammi 8U3HaYeHa 00UiNbHICMb (hOPMYBAHHSA CrIeyiani308aHuX iHGopma-
UiliHo-aHanimuy4HuX yeHmpis, AKi KOHUEHMpyMo HeobXiOHy iHghopmauyito U
OCHAWeHi Pi3HOMGHIMHUM iHCMpyMeHmapiem ii cmpamezivyHoi oyiHKu.
Kntouosi crosa: mapkemuHe, mapkemuHeose 00CAiOHEeHHA, MapKemuH208e
MNGHYBAHHA, CUCMeMa MapKeMuH2080i iHghopmayii.
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JlecHas U. ®., Mueasap W. B., loHomapeHKo A. A. MapKkemuHzo8ble
uccnedos8aHus U NAAHUPOBAHUE MapKemuH2080l desmenbHocmu
Ha MAKPO- U MUKPOYPOBHAX

B cmamee npoaHanu3uposarbl MapkemuH2o8ble UccnedosaHus U naaHu-
pOBAHUE MAPKeMUH2080l OeAMensHOCMU HA MAKPO- U MUKPOYPOBHSX.
0bocHosaHuUe 8bibopa HanpasneHuli nosbilieHUs 3gpekmusHocmu uc-
110/163080HUA MAPKeMUH208020 MOMEHYUAAA Mpednpusmus u paspabom-
Ku coomeemcmaylowjux meponpusmuii o peanusayuu 3mux Hanpaese-
Huli 0bycnosnusaem HeobXo0UMOCMb MWAMENbHO20 MAPKeMUH208020
uccnedosaHus ycnosuli xosalicmeeHHol desmenbHocmu, onpedeneHus
ocobeHHOcMeli ceameHmMayuu PoIHKA U YCMAHOB/EHUSA KAKYesbIX mpeumy-
wecms, Komopele obecrneyugarom ycmoliiyugsle no3uyuu npousgodumenel
8 KOHKypeHMHoM conepHuvecmee. O60CHOBAHHOCMb MPUHAMbIX MPednpu-
Amuem cmpameauyeckux peweHuli 80 MHo2om onpedensemcs noaHomol u
docmosepHoCMbIo Uconb3yemoli uHGopmayuu. Beicokas mpydoemkocms,
C10XHOCMb cO0pa U aHanumuveckol o6pabomku 6oabWUX MACCUBOB Pa3-
HO06Pa3HOU UHGOPMAYUU, BO3MOHCHOCMU MOSTYYeHUs Komopoli 02paHuYe-
Hbl, HapAdy ¢ omcymcmeuem Heobxo0uMOL KomnemeHyuu npueneKkaembix
CMeyuanucmos, cmasum nod COMHeHUe 803MOXHOCMb MPoBedeHUs MAKo-
20 poda pabom HebobWUMU NPeONPUAMUAMU KaYeCmeeHHO U 8 MOSHOM
obveme. lloamomy 8 cmamee onpedeneHa yesnecoobpasHocms opmupo-
80HUA CMEYUANU3UPOBAHHLIX UH(OPMAUUOHHO-AHAAUMUYECKUX UEHMPOB,
KOHUEHmMpupyrowux Heobxo0umyro UHGOPMAyUI0 U OCHAWEHHbIX Pa3HOO-
OpasHbIM UHCMpPYMeHmapuem ee cmpame2udeckoli OyeHKu.
Kntouesble cnoea: mapkemuHe, MapKemuH2080e UCCed08aHuUe, MapKe-
MUH2080€ NAHUPOBAHUE, CUCMEMA MAPKEMUH2080U UHBHOPMAYUU.
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t micro and macro levels marketing research is

a systematic design, collection, analysis, and re-

porting of data relevant to a marketing situation
facing a company. Marketing research is a systematic col-
lection, mapping, and analysis of data on problems asso-
ciated with goods and services marketing. Moreover, it is
a complex concept that includes all types of research re-
lated to marketing management [5]. Marketing research
is a systematic definition of a complete list of output data
(information) necessary for successful business of an en-
terprise, their collection, analysis, and reporting [7].

Marketing research and planning at these levels of
marketing activity was studied in detail in works of many
reputable domestic and foreign scholars [1-6; 9-10; 12-
16]. However, there is no consensus among the experts
on economic nature, role, and importance of marketing
research and planning.

In general, marketing research at macro and micro
levels can be defined as a process of a systematic col-
lection and analysis of data about market to determine
the current potential demand for consumer and indus-
trial products, providing a basis for making managerial
decisions. Thus, marketing research is a systematic and
purposeful collection, processing, and analysis of mar-
keting data necessary for developing and implementing
the marketing plan of a company, for making prompt de-
cisions under certain market conditions. Therefore, when
conducting marketing research, it is necessary to apply
a scientific approach based on objectivity, accuracy, and
thoroughness.

The initial stage of marketing research is a precise
description of problems with formulation of specific
goals, which allows avoiding unproductive costs. Then it
is necessary to develop a research procedure: the defini-
tion of the order and terms of the study, its phases, etc.
The next stage is the collection and accumulation of in-
formation. The final sage is the analysis and processing
of the data, problem-solving, report on the results of the
study, presentation of the results [8].

Market analysis is a method of studying market by
distinguishing the main interconnected elements (char-
acteristics, properties, conditions, actions) that deter-
mine its development, examining patterns of its forma-
tion, assessing the state and possible alternative changes
in the future. Market research is the main marketing tool
that determines the effectiveness of all marketing activi-
ties of an industrial enterprise.

Despite the significant changes taking place in mar-
ket economy countries as a whole, in forms and methods
of organizing entrepreneurial activity, unfettered market
forces remain a stumbling block when selling products.
Therefore, in practice of marketing research special at-
tention is paid to promotion of goods on the market as
well as orientation of research, production activities to
the needs of the market [9, 10].

From the authors’ point of view, the classification
that falls into market research and internal research is
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very relative. All relevant factors are so interwoven that
sometimes it is difficult to distinguish them. The main
thing is that the result of marketing research is an as-
sessment of the enterprise potential and its positions in a
specific market or its segment [11].

Market research is carried out by specialized divi-
sions and service departments, marketing departments,
departments of economic information, etc. Enterprises
usually do not consider it worthwhile to save on market-
ing research, because losses caused by incorrect strategic
decisions are usually much bigger than the cost of mar-
keting. Possible and more significant losses are the losses
of priority and position in the market. Marketing re-
search can be carried out independently by own efforts,
or the company can use services of specialized organiza-
tions. When choosing between the first and second op-
tions a number of factors are taken into account.

1. Cost of research. Many companies believe that it
is cheaper to conduct marketing research in house.

2. Availability of experience in conducting research,
specialists with the required qualifications. This is espe-
cially important when using complex methods for mar-
keting research and processing the results.

3. Deep knowledge of technical peculiarities of a
product. Usually the company’s specialists know them
better, and this knowledge cannot be passed on to spe-
cialists from other organizations easily.

4. Objectivity. Experts from specialized organiza-
tions are usually more objective in their assessments.

5. Availability of special equipment: computers
and specific programs for them, testing equipment. Here
the priority is usually given to specialized organizations,
which possess all the necessary equipment.

6. Confidentiality is better maintained if marketing
research is conducted by employees of the company.

n order to improve its marketing activities and ensure

its long-term existence, a company should have feed-

back (information about uncontrolled environment,
activities of the organization and effectiveness of its mar-
keting plan).

From the authors’ point of view, in order to rea-
lize the tasks at each stage of this process, it is necessary
to use certain research categories. Based on the analysis
of various types of marketing research, in the context of
strategic marketing activity, three basic pairs of research
categories can be identified. The first pair: desk research,
field research — i. e., research in practice. The second
one: quantitative and qualitative methods. The third -
long-term, periodic, and ad hoc research.

In view of the type of marketing research used,
three main approaches to solving the task can be identi-
fied: risky, very risky, and intuitive.

Risky. Based on marketing research carried out by
other companies and acquisition of an extensive and de-
tailed syndicated research, it is possible to manufacture
a product, which is already known but slightly modified,
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under a new brand. Such product in marketing is called
“me too” In fact, this is a copy of a competitor’s prod-
uct that has proved to be successful. Even if the original
product is established on the market, its new version can
succeed and even become a leader.

Very risky. This approach requires a new idea. This
strategy seems to suite best to conversion companies,
which possess advanced technologies and skilled person-
nel. It is important to take into account that even with a
good start of a product it can soon be overtaken by “me
too” goods. Failure at the initial stage can cause a catastro-
phe, especially if it is an idea that requires expensive work.
Therefore, in this case, detailed marketing research is an
extreme necessity, and not syndicated but ad hoc research.

Intuitive. Relying on intuition, launching a product
without any research or testing will rarely lead to suc-
cess. But a new idea, launched even without research, can
still provide it. The method is suitable for medium-sized,
large, and converting Ukrainian enterprises, provided
that the product is a by-product of the development of a
new idea and does not require expensive work and test-
ing. In this case, it is possible to use marketing research
data for implementing the basic idea.

atever approach is chosen based on infor-

mation available, the company adapts its

strategy to the environment and focuses on

its customers while continuing to use its benefits at the

same time. For long-term success, it must constantly

search out new real opportunities that are in line with the

overall marketing plan and respond to potential threats
by reviewing the marketing strategy.

In general, feedback is a cybernetic concept. It re-
flects a flow of information from the controlled object
and environment, on the basis of which management ac-
tions are taken. In particular, a considerable amount of
information on demand and market conditions is feed-
back information. When making commercial decisions,
a trader uses information on actual sales, level of inven-
tory, degree of satisfaction of demand and consumer re-
sponse to the quality of goods. This information should
be received via feedback channels.

The great importance that is given to information
in marketing is confirmed by the definition given by a
classic marketer T. Levitt: marketing is the activity aimed
at obtaining by a firm information about needs of buy-
ers, so that the firm could develop and offer them neces-
sary goods and services. The information consists of all
objective facts, assumptions that affect the perception of
the decision maker, nature and degree of uncertainty as-
sociated with this problem or opportunity (in the man-
agement process). Anything that will potentially reduce
the degree of uncertainty, be it facts, estimates, forecasts,
generalized communications or rumors, should be con-
sidered as the information [4]. Information is a means
of communication between people, through which we
receive knowledge about the world around us and pro-
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cesses that take place in it. When considering the prob-
lem of information, of course, it is necessary to take into
account such factor as suggestion. This term implies
influence on people in order to persuade them to make
a certain decision. Suggestion techniques are used, in
particular, in advertising, in order to arouse customers’
desire to purchase goods. In general, information is the
basis for planning marketing activities at an enterprise.

Some managers of marketing information services
are not fully satisfied with the information that is usu-
ally received by the marketing department. The most
common problems are: unreliability of the information
available; information overload, which hinders its effec-
tive processing; information is too scattered and must be
gathered from different units of the enterprise; important
information is quickly destroyed; impromptness in provi-
sion of information available; poor information exchange
within an enterprise; impossibility to evaluate incoming
information.

hus, information is subject to regulation; it is this

that necessitates establishment of a marketing in-

formation system (MKIS) that comprehensively
covers the needs for marketing information.

The marketing information system involves struc-
turing and systematizing various flows of information
necessary for marketing management. A MKIS can be
defined as follows: a marketing information system is a
structure that includes personnel; methods and equip-
ment intended to combine, sort, analyze, evaluate, and
distribute accurate and reliable information obtained
by an enterprise from external and internal sources and
meant to be the basis for marketing decisions.

Marketing environment, on which managers of
marketing services are obliged to keep a close watch, and
from where data, messages, rumors come, acts as a source
of marketing data flows, which are then processed by one
of three sub-systems of gathering information: enterprise
accounting system, marketing search and investigation
system and marketing research. Being sorted and inter-
preted by marketing analysis and modeling system, these
data are passed along to the management of the market-
ing service as supporting material for understanding the
situation, decision making and control.

From this point of view it can be stated that mar-
keting research is only one of the links in an enterprise
marketing system. A MKIS is much wider. The difference
between these two concepts is that marketing research is
conducted at a specific time moment, while a MKIS aims
at collecting and transmitting information on an ongoing
basis. Further, the analysis of functions of each of the four
subsystems included in a MKIS is presented.

The information provided by an enterprise’s in-
formation system should be supplemented by data on
market environment and competition. This is what mar-
keting search system deals with. These are sources and
methods that allow managers to constantly keep track of

335

MEHEDKMEHT | MAPKETUHT

EKOHOMIKA



MEHEDKMEHT | MAPKETUHT

EKOHOMIKA

economic, social, and political changes and circumstanc-
es in the field of enterprise activity, as well as constantly
assess weaknesses and strengths of their enterprises in
the chosen niche.

bservation of the market environment usually

occurs spontaneously through studying com-

petitors, following the news, being in contacts
with the professional environment, reading specialized
journals and newspapers, reading professional periodi-
cals. Since the information obtained in this way is infor-
mal and unorganized, one can ignore a very important
piece of information or note it with a great delay, which
leads to untimely response. This may turn even more im-
portant when a competitor starts a new initiative. How-
ever, there are many ways to improve effectiveness of a
marketing search system.

1. More systematical use of sales representatives.

It is easier for an enterprise to collect information
because it often contacts with buyers and distributors,
and sometimes with competitors. Many manufacturers
put such unambiguous task to sellers. This requires ar-
ranging a system for passing the collected information.

2. Arrangement of a monitoring system to keep
watch over competitors.

Many companies have created a special service,
whose task is to overwatch the market environment, and
in particular, competitors. The others turn to the services
of special agencies, which constantly analyze the emer-
gence of new products, manufacturing reports, press
communiqué, industrial and financial information, etc.
and report to their clients, develop business plans, etc.

3. Use of services of analytical centers.

In the end, many businesses buy information. Con-
sumer surveys are also increasingly used and exceptional-
ly useful sources of information, as it provides ongoing in-
formation on the market and its development. Except for
accounting and commercial search, decision makers often
need precise studies on specific problems. As emphasized
above, a marketing search system differs from a market-
ing information system in quality of information under
investigation, dealing with exact data. For a long time,
marketing research remains an episodic phenomenon. In
enterprises of Ukraine this issue is paid not enough atten-
tion. In the West, in the last few years, marketing research
activity keeps developing. Most of these studies can be
carried out within a company that has a relevant service.

Thus, a marketing information system (MKIS) is
an instrument that aims to integrate and coordinate the
variety of information needed to manage enterprise mar-
keting and develop appropriate plans. Before attempting
to analyze methods for collecting primary information,
it would be desirable to know the kind of information
sought in order to organize the collection of data, since
marketing research, in particular because of its high cost,
should play only an auxiliary role. In general, the infor-
mation required for application in the field of strategic
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marketing planning can be grouped into two broad cat-
egories: information that can helps assess degree of at-
tractiveness of the product market and information that
can help assess a company’s ability to compete in this
market: “success-risk” on the one hand, and “weakness-
es-strengths” on the other. In addition, market analysis is
a key element that needs to be introduced into a market-
ing information system in order to assess characteristics
of an enterprise or trademark.

ecisions about saturation of a particular market

by goods are closely connected the evolution of

the total demand within each product market
and more generally with the attractiveness that charac-
terizes it. Attractiveness implies the main trends in the
form of success or risk to which the economic factors that
operate in these product markets are added, regardless of
weaknesses or strengths of an enterprise that conducts
the analysis. These success or risk which are beyond the
control of an enterprise, can arise in different layers: par-
ticularly, in the market; in the environment of buyers,
distributors, competitors; in the evolution of technologi-
cal, legal, social or environmental conditions. To assess
all the mentioned types of evolution, there are no precise
rules, except for think the event over in time, i.e., before
it happens. This is mainly a task of a system of marketing
information and observation of the market environment.

1. Analysis of market trends. 1t is about defining
the prospects for the evolution of the total demand in a
particular product market within three to five years. In
particular, the goal is to determine the cross-section of
the longevity of the market for this product and make a
prediction.

In this case it is necessary to establish: size of the
whole market in terms of volume and value; trends;
growth, stagnation, decline; the level of consumption for
each resident, family, client; degree of saturation; aver-
age durability of the product; share of the demand for
replacement of the product in the sales volume; presence
of a seasonal demand; availability of similar products that
offer the same opportunities; recent modifications of
the product; costs associated with different distribution
methods; structure of distribution; trend in the evolution
of average prices; general level of advertising aggressive-
ness; the most used methods of advertising; lifetime of
the product: short, mean, long.

2. Analysis of buyer attitude. The purpose is to de-
scribe attitude of buyers before purchasing and using a
product. In addition, it is useful to further describe: situa-
tion where the purchase occurs and the factors that can af-
fect it; socio-demographic profile of buyers by segments;
buyers, users, decision-makers, managers; steps of mak-
ing a purchasing decision; decisive factors for making a
purchasing decision; way the products are usually used
by buyers; evolution of the consumer habit; expectations
and needs of buyers; purchase frequency; marketing fac-
tor to which buyers are more sensitive: advertising, ser-
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vice, existing image, etc.; reasons for customer satisfac-
tion or dissatisfaction.

3. Analysis of the structure and motivation of the
distribution network. This stage of the analysis will be
especially important for the consumer market and to a
lesser extent for the industrial one. It is about the need
to analyze possible development of different distribution
branches and to outline motivation and expectations of
distributors in relation to an enterprise.

In this case, it is necessary to establish: share of the
market occupied by each distribution network; evolu-
tion trends of each distribution network; concentration
of distribution; proportion of the advertising used by the
distribution network; changes observed in the assort-
ment; trademark of the distributor in the investigated
sector; customer segments involved in the investigated
network; overheads of each distribution network; level of
the distribution margin in each network; trade and sales
discounts practiced; importance of a supplier loan; type
of help the distributor expects from the enterprise; type
of incentives meant for retailers; prospects which direct
marketing provides for the distributor and the company.

4. Analysis of the competitive environment. The
competitive environment in a certain manufacturing
sector is the framework within which an enterprise will
pursue its goals of production growth and profitability.
Consequently, the actual attractiveness of the sector de-
pends largely on competitive intrigue, which is beyond
the control of the enterprise, but which it ought to track
on in order to develop its own competitive strategy.

This statement suggests that an enterprise should
determine: number of direct competitors; share of the
market occupied by its 3-5 main competitors; type of
dominant competitive relationship (independence, pol-
icy of a follower, elimination of competition, baromet-
ric leadership, etc.); role of the image of existing com-
petitors; source of the advantage of main competitors;
strengths and degree of security of the distinctive ele-
ments and brand of competitors; nature of reducing pro-
duction costs of leading competitors; factors hindering
the entrance of new competitors into the sector; thresh-
old preventing the entrance of competitors that have a
powerful international network; analogous products and
potential threats they carry; degree of concentration of
suppliers and their trading capacity; degree of concentra-
tion of customers and / or distributors and their trading
capacity. The information collected at this stage allows
the company to determine the competitive climate, in-
tensity of the competitive struggle in a broad sense, and
the kind of competitive advantages of each competitor.

5. Analysis of economic, social, and political cir-
cumstances.

Economic environment: GDP growth or industri-
al output expected; prices increase supposed; economic
changes that could have a negative impact on the market
and demand development; measures to take in case of
these changes.
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Technological environment: technological devel-
opment that could affect production costs; steps needed
in case this happens; technological evolution that could
reduce the demand for an enterprise’s products; technol-
ogy sectors that can threaten the industry the enterprise is
engaged in; steps that should be taken to minimize possi-
ble shocks associated with this; industries a technological
breakthrough in which could influence the situation in the
market; period of time in which this technological break-
through can take place; measures that should be launched
today to minimize possible shocks associated with it.

Socio-demographic and cultural environment:
demographic trends that may affect the demand for
products of an enterprise; effect of these trends on sales
of the enterprise; socio-cultural changes that can affect
the demand for products of the enterprise; changes in
customer habits that could have a negative impact on the
total demand in the market; character of this impact.

Political environment: laws or regulations relat-
ing to production activity of the enterprise that can be
adopted in the nearest future, and measures that should
be launched in this connection; financial or tax rules
that can impact profitability of the enterprise’s activity;
measures that should be taken in a situation where the
production of the enterprise is criticized by consumer
protection societies.

International situation: in case if imported raw
materials and components are used, the economic and
political situation in the supplier country should be taken
into account; steps that should be taken in the event of
a sudden cessation of supplies; possible changes in the
country where the enterprise represents its products and
which can affect the enterprise’s activity; benefits from
or risks of creating a single European market; measures
to take to prepare for the process of market unification.

Ecology: technologies used by suppliers of the en-
terprise that represent a threat to the environment; steps
that should be taken to force suppliers to change manu-
facturing technology; technologies, raw materials, pack-
aging used by the enterprise and their possible threat to
health and environment; steps that should be taken in
case of necessary changes; measures that should be taken
in case if the production of the enterprise becomes a tar-
get for environmental movements. This information con-
cerning the circumstances in which the enterprise oper-
ates are useful for developing market scenarios: the main
scenario and one or more spare ones based on the most
critical factors of the current situation.

he information necessary for continuous tracking

and searching in the environment is vast and of-

ten scattered, specialized only in the sectors of an
organization which is able to accomplish this task.

The analysis of strengths and weaknesses usually
aims at allowing an enterprise to determine the type of
competitive advantage to base its development strategy.
It also aims to identify trump cards and distinguishing
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features that are important from a buyer’s point of view,
which can then become the basis of the strategy for en-
tering the sector and building relations with competitors
and customers.

It is important to distinguish between the weak-
nesses that can be illuminated from those that cannot be
eliminated, since the latter are beyond the control of the
enterprise. Structural weaknesses represent a high de-
gree of risk and require special attention.

n analysis of competitive advantage of an enter-

prise has a structure similar to that of analysis

of its attractiveness. The main difference is that
such analysis refers only to an enterprise and not to the
market in general. In addition, strengths and weaknesses
are evaluated not abstractly but in relation to primary
competitors of the enterprise.

1. Analysis of the enterprise’s range of manufacture.
Its purpose is to describe the position occupied by each
brand product of the enterprise on the market.

In this case, it is necessary to know: evolution of
sales for each product, segment, distribution network,
region, etc.; volumes, in monetary terms; evolution of
the market share for each product, segment, distribu-
tion network, region, etc.; distinctive characteristics of
the products; value of the image of the enterprise’s prod-
ucts; size of the range of products; improvements to the
products that have been made; structure of the customer
base; concentration of working capital; level of nominal
and relative prices.

This analysis is carried out for each type of prod-
uct from the enterprise’s product range. A profit and loss
statement for the past years must also be presented for
each type of product.

2. Analysis of competition. To begin with, it is nec-
essary to determine in the market for each product the
most dangerous competitor for an enterprise, which
is called a primary one. Then it is advisable to analyze
from the standpoint of these competitors the same data
as for the products of the enterprise considered using a
comparative approach. In order to assess the strengths of
primary competitors, some other issues should be con-
sidered: relative market share held; financial benefits that
priority competitors have, if any; relative prices; steps
taken by priority competitors; degree of attractiveness
of image of competitors; distinctive elements of com-
petitors’ products; degree of importance of financial re-
sources; duration of time needed by competitors to apply
sanctions in a direct confrontation; vulnerable points of
priority competitors; aggressive actions which priority
competitors can start; sanctions or measures of protec-
tion the enterprise can apply in the case of frontal attack;
changes that could affect the balance of power between
the enterprise and its competitors and measures that are
necessary to predict in this case; extent to which compe-
tition can eliminate the existing competitive advantage of
the enterprise.
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3. Analysis of the entrance to a distribution net-
work. Being a partner in the process of commercializa-
tion in many markets, the distribution network controls
the entry of products into the market, and therefore has
a strong purchasing ability and can present a threat to
the company. In reality, a distributor is a customer of an
enterprise, the same as the end user. Therefore, the man-
ufacturer must analyze needs and expectations of this
client-intermediary, as well as those of the end customer
in order to be at satisfactory interconnection with them.

In this case, it is necessary to investigate the fol-
lowing: the number of distributors or sellers of the en-
terprise’s product in each of the existing networks; level
of distribution in quantitative and monetary terms; level
of distribution of the brand, given the market share of
the enterprise; share of sales by type of distribution; sales
growth rate by type of distribution; quality of distribu-
tors involved in the commercialization of goods; reasons
why a distributor is interested in the enterprise’s brand;
changes that could significantly affect the relationship of
the enterprise with major distributors; steps that should
be taken in case of failure to cooperate with one of the en-
terprise’s major distributors; technological changes that
can worsen the distribution of the enterprise’s product
and measures to be taken in this case.

The manufacturer’s and distributor’s goals do not
always coincide, thus there may be conflicts between the
manufacture and the distribution network. Because of
this, it is important that a relationship of systematic in-
terconnection and mutual transmission of information be
organized between the manufacturer and the distributor.

4. Analysis of driving forces and quality of the infor-
mation supplied.

Advertising, as an engine of trade, is a weapon in
competition which allows distinguishing competitors,
particularly, in markets where the possibility of an objec-
tive assessment of differences is limited. In view of adver-
tising it is necessary to investigate: evolution of intensity
of advertising; evolution of the share of audio advertising;
structure in terms of media; advertising plots used; cre-
ative quality of advertising; efficiency of advertising in the
media; information effectiveness of advertising; impact
of advertising on sales, change in the market share, quan-
titative distribution, relation to the enterprise’s brand;
number of sales force; promotional tools used.

The sales made in quantitative and monetary terms
are the most accurate reference points for planning fur-
ther steps. A simple analysis of sales is necessary but in-
sufficient to assess the actual characteristics of a brand
or product of an enterprise, since it does not take into
account competition. An increase in sales may be due
to a general improvement of the market situation unre-
lated to characteristics of a product. In some cases, this
increase may even conceal the deterioration of the posi-
tion of the brand, for example, when it was improving its
performance slower than brands of competitors. Thus, to
be useful, the analysis of sales should be supplemented
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by analysis of the market share accurately calculated for
each segment.

5. Analysis of the market share structure. In the sec-
tor of manufactured goods, samples of consumers and
retailers in detail demonstrate the evolution of market
shares by region, segment, distribution network. These
data make it possible to carry out a thorough analysis of
changes in market shares in a number of constituent ele-
ments that allow interpreting and predicting the evolu-
tion of the market share.

6. Dynamic analysis of market share. A good indica-
tor of consumer satisfaction is the level of brand loyalty.

CONCLUSIONS

Based on the observations, it is possible to deter-
mine the level of reliability and level of attractiveness for
each brand. To analyze the market share it is necessary to
establish: evolution of the market share; share of a brand
in the market; degree of exclusivity of the brand; factors
that explain the evolution of the market share; level of
loyalty or inertia of buyers; factors that explain loyalty;
inertia, risk aversion, conviction; brand that buyers will
turn to when changing their preferences. Thus, it is evi-
dent that the range of data to be collected is very wide,
but all of them are necessary for an enterprise trying to
work in the marketing environment at the macro and mi-
cro levels, especially in rapidly changing circumstances.
The collection of this information can be carried out
through descriptive or causal research and surveys. B
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