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OTxe, cTpaTeriuHi OpIEHTUPU PO3BUTKY KOHKYPEHTHUX NepeBar MiAnpueMcTBa
MalTh TPYHTYBaTUCA Ha TapMOHIMHOMY MO€IHAHHI €KOHOMIYHOI, 1HHOBAIIITHOT,
COLIIAJIBHOT Ta €KOJOriyHOi ckiaafaoBuX. EdexkTuBHA peanizalis TaKUX OPIEHTUPIB
nependayae CTBOPEHHS LUTICHOI CUCTEMHU CTPATET1YHOTO YIPABIIHHS, OPIEHTOBAHO1
Ha THYYKICTh, BUIEPEKaJIbHE pearyBaHHsA Ha 3MIHM 30BHIIIHBOTO CEpelOBUIIA Ta
(opMyBaHHA JOBFOCTPOKOBOi ~KOHKYpEHTOCHpoMOXXHOCTL. Came cTpaTeriuyHa
30pIEHTOBAHICTh 1 3JIaTHICTh JO IOCTIMHOTO OHOBJICHHS BHU3HAYaTUMYTh MICIIC
NIANPUEMCTBA Y MaHOYTHBOMY KOHKYPEHTHOMY MTPOCTOPI.
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Marketing activity encompasses a set of core, supporting, and managerial
business processes that ensure the company can identify, reach, and satisfy its target
market while achieving strategic goals. Below is a structured overview.

Marketing in a modern organization is not limited to advertising or sales — it
is a complex system of interconnected business processes that ensure a company’s
sustained competitiveness, customer satisfaction, and profitability. These processes
span from strategic planning and market research to execution, analysis, and cross-
functional coordination. Understanding and managing these processes systematically
allows a company to respond effectively to market dynamics and consumer needs.

At the foundation of marketing management lies strategic marketing, which
determines the overall direction of the company’s market activities. These processes
involve comprehensive market research and analysis, through which the company
studies customer behavior, competitor actions, and broader environmental trends. The
outcomes of this stage form the basis for market segmentation, targeting, and
positioning (STP) — key decisions that define who the company’s customers are and
how the brand should be perceived [1].

Following this, organizations engage in marketing strategy development,
where long-term objectives are formulated, including growth directions and
differentiation strategies. Complementary to this, brand strategy and management
ensure that the company’s image remains coherent and appealing to the target market.
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Finally, marketing planning and budgeting translate strategic goals into actionable
initiatives and allocate the necessary financial and human resources.

These strategic processes provide the guiding framework for all subsequent
marketing activities (table 1).

Table 1
Strategic marketing processes [1; 2]
Process Brief description
Market research and | Collecting and analyzing data on market trends,
analysis competitors, and consumer behavior to identify

opportunities and threats.
Segmentation,  targeting, | Dividing the market into segments, selecting target

and positioning markets, and defining how to position the product or
brand.

Marketing strategy | Setting long-term marketing objectives, selecting

development strategic  directions  (growth,  diversification,

differentiation, etc.).
Brand strategy and | Developing and maintaining brand identity, values,

management and image across channels and markets.
Marketing planning and | Establishing annual or campaign-specific marketing
budgeting goals, allocating resources, and defining KPIs.

The operational level transforms strategy into action. It encompasses all day-
to-day marketing activities that connect the company with the market and customers.
Central to this level is product development and management, where offerings are
designed or refined based on customer needs and market trends. This process is
closely tied to pricing management, which determines optimal pricing strategies that
balance competitiveness with profitability.

Other essential operational processes include promotion and advertising
management, sales and channel management, and customer relationship management
(CRM). These processes directly influence how effectively a company communicates
with its customers and maintains long-term relationships. Moreover, public relations
and corporate communication play an important role in shaping public perception and
managing crises, while digital marketing management utilizes data analytics and
online tools to increase engagement and reach. Finally, event and sponsorship
management enhances brand visibility through interactive experiences that strengthen
emotional connections with consumers.

Collectively, these operational processes form the visible “front line” of
marketing — where strategy meets the marketplace (table 2).

An essential component of marketing process management is continuous
monitoring and analysis. Analytical and control processes ensure that marketing
activities remain effective and aligned with strategic objectives. Marketing
performance measurement uses key indicators such as ROI, conversion rates, and
brand awareness to evaluate outcomes. Simultaneously, customer satisfaction and
feedback management collect data directly from the audience to identify strengths
and weaknesses.
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Table 2

Operational marketing processes [1; 3; 4]

Process

Brief description

Product development and
management

Designing, testing, and managing product or service
offerings to meet customer needs.

Pricing management

Setting and adjusting prices based on demand,
competition, and cost analysis.

Promotion and advertising

Planning, creating, and executing promotional

management campaigns (media, digital, events).

Sales and channel | Managing  direct sales, retail, e-commerce,
management distributors, and other channels.

Customer relationship | Tracking interactions with customers to improve
management satisfaction, loyalty, and retention.

Public relations and | Managing media relations, public perception, crisis
corporate communications | communication, and corporate reputation.

Digital marketing | Managing online presence, SEO, SEM, social media,
management and analytics-based marketing.

Event and sponsorship | Organizing or supporting events that enhance brand
management visibility and customer engagement.

Equally important is market intelligence and competitor monitoring, which
provides ongoing insights into competitive positioning and market shifts. To ensure
the sustainability of marketing success, companies conduct marketing audits and
implement process improvement initiatives. These allow organizations to adapt their
methods to changing conditions, maintain efficiency, and continuously enhance

customer value.

Through such analytical mechanisms, marketing evolves into a learning
system, capable of self-adjustment and innovation (table 3).

Table 3

Analytical and control processes [2; 5; 6]

Process Brief description
Marketing performance | Monitoring marketing KPIs such as ROI, conversion
measurement rate, brand awareness, and engagement.

Customer satisfaction and
feedback management

Collecting and analyzing customer feedback to
improve products and services.

process improvement

Market intelligence and | Systematic tracking of competitor actions and market
competitor monitoring trends.
Marketing audit and | Evaluating the effectiveness of marketing processes

and identifying areas for optimization.

Marketing does not operate in isolation — it depends heavily on collaboration
with other business functions. Supporting and cross-functional processes ensure the
smooth flow of information, resources, and coordination across the organization. For
instance, cooperation with research and development (R&D) ensures that market

133




insights directly influence product innovation. Collaboration with finance enables
accurate budgeting, forecasting, and return analysis, while cooperation with human
resources ensures that marketing departments have the right skills and motivation to
execute plans effectively.

Modern marketing is also inseparable from information technology (IT).
Digital tools such as customer databases, analytics platforms, and automation systems
have become integral to campaign management and customer interaction. Likewise,
marketing coordination with supply chain and logistics ensures timely product
availability and supports promotional activities.

These cross-functional links create the synergy required for coherent and
customer-oriented business performance (table 4).

At the managerial level, marketing processes are supported by organizational
leadership and governance mechanisms. Marketing organization and leadership
determine how the marketing function is structured — whether centralized,
decentralized, or matrix-based. Effective governance also requires policy and ethics
management, ensuring compliance with legal regulations, data protection laws, and
ethical standards. Furthermore, stakeholder management helps maintain relationships
with key internal and external actors, including suppliers, media, government
institutions, and business partners.

Table 4
Support and enabling processes [2; 7; 8]

Process Brief description

Collaboration with R&D /| Aligning market insights with product innovation and
product design design.

Coordination with finance | Aligning marketing budgets, forecasting, and ROI
assessments.

Coordination with HR Ensuring marketing staff recruitment, training, and
performance management.

IT and data management Supporting digital marketing tools, CRM systems,
and analytics platforms.

Supply chain and logistics | Ensuring promotional materials, product availability,
coordination and timely delivery.

These processes collectively maintain discipline, transparency, and
accountability within the marketing function, ensuring that it contributes effectively
to corporate strategy and reputation (table 5).

In summary, the marketing activity of a company represents a comprehensive
network of interdependent business processes, extending from strategic analysis to
operational execution, analytical control, and interdepartmental cooperation. Each
process — whether it involves market research, product management, communication,
or customer relationship management — plays a vital role in achieving the overarching
goal: creating value for both the customer and the company.

By treating marketing as an integrated system of processes rather than
isolated tasks, organizations can enhance adaptability, ensure consistent brand
identity, and achieve sustained competitive advantage in dynamic markets.
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Table 5
Managerial and governance processes [1; 2; 8; 9]

Process Brief description

Marketing organization and | Structuring the marketing department, defining roles

leadership and responsibilities.

Policy and ethics | Ensuring compliance with advertising laws, data

management privacy, and ethical marketing practices.

Stakeholder management Managing relationships with key internal and external
stakeholders (suppliers, media, partners).

So marketing processes are interconnected across different functional levels —
from long-term strategic planning to practical execution, control, and coordination
with other departments. Marketing should be considered not as a single function but
as an integrated network of interrelated processes that collectively create, deliver, and
sustain value for customers and the company.
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