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Marketing is an organizational function and a deprocesses of creation, promotion
and provision of value to customers and for marggatationships with them the benefit for
the organization. In the broad sense, the markesisks consist in identifying and responding
to the human and social needs.

In marketing it is accepted to observe the follayiive principles:

1. the production and sale of goods must meet #®zls of customers, the market
situation and the company's opportunities;

2. full satisfaction of customers and meeting tleglern technical and artistic level,

3. presence on the market at the moment of the mibsttive possible sale of
products;

4. constant updating of the manufactured or sotatigp

5. the unity of strategy and tactics for fast res@to changing demand.

The concept of marketing management. There are fhan ways in which
commercial organizations manage their marketingviéies: the concept of improvement of
production, the concept of improvement of the gooitie concept of intensifying of
commercial efforts, the marketing concept and thecept of socio-ethical marketing. These
concepts were formed in different periods of depelent of the market economy. The
General trend of a development of the marketinghi#t from the production of goods to the
commercial efforts, to the consumer and increasingntation to consumer problems and
social ethics.

The production concept comes from the fact thasoorers will warm to the goods,
which are widely distributed and have availablegsi and hence management should focus
its efforts on improving production and increase dfficiency of the distribution system.

Product concept comes from the fact that consuméide interested in the goods,
offering the highest quality, better performanced aproperties, and, therefore, the
organization should focus their energy on the cratus improvement of the goods.

The use of this concept can provide a firm speeifleantages only in the short term,
however in General the concept of improvement afdgoleads to the «marketing myopia.
For example, in the USA Railways management beligkiat consumers want trains, instead
of a means of transport, and did not notice thr&ats airlines and vehicles. Manufacturers
of logarithmic rulers believed that engineers naedler, not the ability to make payments
and lost the threat from pocket calculators.

Selling concept comes from the fact that consumaisnot buy the products of the
company in sufficient amounts, if she does not takicient efforts in the sphere of sales
and stimulation.

According to this concept, developed different teghes to identify potential
customers and so-called «hard selling» goods, whebuyer actively act, effectively forcing
make a purchase.

Marketing concept comes from the fact that the tkegichieving the objectives of the
organization is to identify the needs of contingemairkets and to provide the desired
satisfaction more efficient and more productiventhis competitors ways. The object of
attention in the concept of marketing is not a pdut a firm's clients with their needs and
requirements. Profit at the same time the compawegives through the establishment and
maintenance of customer satisfaction.



Societal marketing comes from the fact that the gamy's mission is to establish the
needs and interests of target markets and to pedhiel desired satisfaction more efficient and
more productive (than competitors) ways with simmdtous preservation and promotion of
the welfare of the consumer and society in General.

The concept of holistic marketing is based on plagyndeveloping and implementing
marketing programs, processes, and activities widgard to their latitude and
interdependence. Holistic marketing recognizes ith@ahe marketing actually important and
all that often requires advanced, integrated amproddolistic marketing includes four
components: relationship marketing, integrated miamg, internal marketing and socially
responsible marketing. Thus, holistic marketingmsapproach, which tries to recognize and
balance the different competencies and the contglekimarketing activity.

Marketing is the "sick" place of the majority of $&ian enterprises. The problem of
production has long since faded into the backgrowamt the company's ability to sell
products is the most important indicator for patnhvestors.

Many companies are taking steps to reorganize arreéate again the marketing
system of the enterprise. What measures can be takthe managers of the enterprise to

improve its efficiency?

Given that most enterprises are in a difficult fio@l situation, it is usually
recommended to start with activities that do nagjuree considerable expenses. Usually
the measures of organizational and administrativaracter, which are targeted at the
implementation, allow the company to increase igantly the efficiency of marketing
and sales. Certainly, it would be desirable to caohda detailed market survey to
determine the capacity of the different groups ofsumers, to assess the company's
capabilities and competitive advantages well adeteelop new marketing strategy that
addresses these advantages and market potential.

The world economic crisis is a phenomenon causezkbgssive pumping aggregate
demand. First of all, this process caused the tstralcimbalance in consumer demand and
the real resource capacity of the populations Tptheysystem of Bank consumer lending
shows a sharp decline, changes not only the purghg®wer of the population. The
structure of consumption and, the structure of cores demand, respectively.

There are two fundamental approaches to the orgémizof marketing activities:

1. Marketing is seen as a means of the formingustaners' needs. Principle: No

matter what the thinking of the buyer. More impotty, he will think when we

«get to work». The method is effective if consuneelst of money and free time.

2. Marketing is viewed as a mechanism of demandysisaadaptation of the seller

to customer needs through their study and satisfadPrinciple: the Goods will be

guaranteed sales where he actually meets real ncestoeeds. The method is

effective if consumers do not have extra moneytand.

Knowledge and in-depth study of marketing are th to prosperity of the company,
the energetic activity in the conditions of highmgmetition. Underestimation of the
importance of marketing interaction with consumefsggoods and services may lead and
often leads to the collapse of the most brilliaadhinical and industrial undertakings, because
they were deprived of a logical final - of bringipgoducts to consumers. Marketing literature
replete with such examples. The importance of nmanffeis primarily determined by the
increased competitiveness of modern economies hadnécessity to marketing of the
products in these conditions. Therefore, the margetf organically combines in itself two
interrelated goals. On the one hand, it is a tba@ompetitive struggle, and on the other hand
means the adaptation of production to the needsoobumers. In connection with this
ambiguity marketing can be interpreted as a toaavhpetition through as more full account
of the needs of consumers.



