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THE ROLE OF MARKETING MANAGEMENT IN ENTERPRISE
MANAGEMENT SYSTEM

The increasing competition among product manufacturers necessitates strategic
thinking regarding the rational and sustainable positioning of enterprises and their
product assortments in target markets. Success is achieved by those manufacturers
who focus their activities on maximizing consumer satisfaction, thereby creating the
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highest consumer value. The growing purchasing power of consumers and the 
penetration of marketing into all functional areas of enterprise operations have 
created conditions for the application of marketing management concepts in business 
activities. 

L. Balabanova, the founder of the marketing management school in Ukraine, 
states that the essence of the marketing management concept lies in managing all 
functions and structural divisions of an enterprise based on marketing principles. This 
view is supported by M. Bilyavtsev and V. Vorobyova, who emphasize that the 
targeted coordination and formation of all enterprise activities at the market 
organization level and in society as a whole should be based on marketing principles. 

All managerial decisions must be made with consideration of changing market 
demands, focusing not only on internal capabilities but also on adapting to external 
conditions. Indeed, the increasing influence of external factors requires continuous 
monitoring and analysis in the decision-making process based on marketing 
principles. 

Selecting target markets correctly, maintaining them, and expanding them 
require the enterprise to engage in targeted activities to regulate its market position 
through planning, organization, accounting, and control. Every stage of 
organizational behavior must take into account the patterns of market development 
and competitive environment to ensure profitability. In her work "Marketing 
Management," R. Ivanova states that implementing the principles of marketing 
management should be the foundation of an enterprise's management policy. 
According to V. Rossokha, marketing management can be considered in both broad 
and narrow senses. In a broad sense, it encompasses a set of strategic and tactical 
measures aimed at ensuring sustainable and comprehensive consumer success for 
enterprise products and overall operational efficiency. In a narrow sense, it refers to 
the activities of the marketing department, considering the influence of general 
leadership on the enterprise's production and financial activities. 

Scholars associate the development of marketing management concepts with 
various marketing approaches, including: 

 Production-oriented concept – emphasizes mass production and cost 
reduction. 

 Product-oriented concept – focuses on product quality and unique 
characteristics. 

 Sales-oriented concept – actively utilizes advertising and sales promotion 
strategies. 

 Marketing-oriented concept – prioritizes consumer needs satisfaction. 
 Strategic concept – involves long-term marketing programs and enterprise 

market adaptation. 
 Socially responsible marketing – balances commercial objectives with 

societal well-being. 
Marketing management should be viewed as a modern philosophy of integrated 

enterprise management, directing its potential toward achieving its mission based on 
marketing principles. The practical significance of the discussed issues lies in the 
possibility of implementing marketing management principles in enterprises of 



36

various sizes and ownership forms. This ensures the timely creation of valuable
products for consumers, effective promotion, and the maintenance of stable market
positions.
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