ISSN 2415-3206
MANAGEMENT

Journal
Issue 2 (30), 2019

JEL Classification: F01; F02; M 31

INTERNATIONAL

MARKETING AND

MARKETING AUDIT IN THE CONTEXT OF

UDC 339.9.012.23:339.138

EUROPEAN

INTEGRATION AND

GLOBALIZATION

DOI: 10.30857/2415-3206.2019.2.1

0.ZYMAY O. PTASHCHENKO!,

I. SHEVCHENKO!, O. AFANASIEVA!

1Simon Kuznets Kharkiv National University of
Economics, Ukraine

Introduction. Features of international
marketing are determined by the specific
environment in which it is implemented. First
of all, it is necessary to take into account the
attitude of the national government to foreign
economic activity. It can create favorable
conditions for carrying out foreign economic
activities. Conversely, the government may
be uninterested in the entry of its individual
firms into the foreign market, and may create
all sorts of obstacles along the way.
Marketing in general and international
marketing today is characterized by the rapid
aging of ideas and concepts caused by the
changing market situation. And the company
management system is inertial: the marketing
strategies, methods and techniques used
yesterday are still in use today. Therefore, it
is useful to involve third parties to conduct a
marketing audit, which allows you to take a
fresh look at the usual circumstances and
conditions, bring in new ideas and open up
new opportunities.

The hypothesis. It is assumed that the
processes of globalization have a significant
impact not only on the development of
international marketing, but also on
marketing audit, which in turn allows to
determine the features of international
marketing.

The aim of the article is a study of the
essence of international marketing and
marketing audit, presents their main
characteristics and principles of interaction in
modern business conditions.

The research methodology: method of
systematic analysis and logical generalization

— for implementation of directions of
development of international marketing;
substrate approach - to justify and

systematize the features of international
marketing and marketing audit.

Results: Features of international marketing
and marketing audit are substantiated, it
allows to evaluate the activity of the
enterprise in the sphere of marketing and
international marketing, to compare the
obtained data on the marketing activity of the
enterprise in the domestic and foreign
markets with the approach to the marketing
of  direct competitors, to develop
recommendations  for  increasing  the
efficiency of marketing division , on the use
of modern marketing tools and features of
international marketing and to determine the
algorithm their implementation to meet the
new requirements of the market and the
competitive situation, to evaluate the
effectiveness of existing staff of marketing,
make personnel decisions, identify qualitative
and quantitative needs for staff.

Conclusions: the question of conducting a
marketing audit in today's conditions of
functioning of enterprises is of the highest

priority. Its need is to determine the
effectiveness of existing management
methods, as well as to develop new

approaches to creating a complex marketing
within the enterprise strategy, which operates
in the context of European integration and
globalization processes.

Keywords: marketing; international
marketing; marketing audit; marketing audit.
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Berym: Oco0nuBocTi MIKHapOJAHOTO
MapKeTUHTy  BHU3HAYalOThCsA  CHEenu(ikoro
30BHIIIHBOTO CEPEIOBHINA, B YMOBaX SIKOI BiH
peamizyerbcs. Ilepm  3a  Bce  HEOOXiTHO
BPAaXOBYBATH CTABJICHHS HAI[IOHAIBHOTO YpSIy
JI0 30BHIINIHBOEKOHOMIYHOI [isuTbHOCTI. BOHO
MOXK€E CTBOPIOBAaTH CHpPUSTINBI YMOBH IS
3IHCHEHHS 30BHIIIHFOEKOHOMIYHOT
IisnmbHOCTI. | HaBmaku, ypsjg Moxke OyTu
HE3allIKaBJIEHUM y BUXO/Il OKpEMHUX CBOiX (hipMm
Ha 30BHIIIHIA PUHOK, MOXXE€ CTBOPUTH BCUIAKI
NEePEIIKOAN Ha IIbOMY NUIAXY. [ MapkeTHHTy
B [JIOMY Ta JJIsi MDKHAPOJHOTO MAapKETHHTY
CHOTOJIHI XapaKkTepHE IIBUIKE CTapiHHA imeH 1
KOHIICTIIII, BUKIWKaHE 3MIiHAMH pPHUHKOBOI
cuTyarii. A cucTtemMa YIpaBIIiHHA KOMIAHIEO
IHepIIiifHa: MapKEeTUHTOBI CTpaTerii, MeToau i
OpuiioMH,  AKI  3aCTOCOBYBAIMCS  BYODA,
3aCTOCOBYIOTBCSL 1 ChOTOJHI. TOMYy KOPHCHO
3aJly4yaTH CTOPOHHIX (paxiBLIB AJIs MPOBEACHHS
MapKETHUHIOBOIO ayJIUTy, LIO0 JO03BOJISIE TIO-
HOBOMY TMOIVISIHYTH Ha 3BUYHI OOCTaBUHH 1
YMOBH, TIPUBHECTHU HOBI iJiei 1 BIAKPUTH HOBI
MOYJIUBOCTI.

I'inote3a HAYKOBOI'0 JOCJII/IsKEHHSI.
[lepenbavaeThcsi, 1O TMpolecH TioOami3arii
MalOTh CYTTEBHUIl BIMB HE TIIBKH HAa PO3BHTOK
MDKHapOIHOTO MapKeTUHTY, ait Ha
MapKETUHTOBHH ayJIHUT, IIO B CBOIO YEPry Jae
3MOT'y BHU3HAYUTH OCOOJMBOCTI MIKHAPOIHOTO
MapKETHUHTY.

MeTo10 CTaTTi € AOCHIJKEHHS] CYTHOCTI MiXKHa-
POAHOTO MAapKETUHTY Ta MAapKETHHTOBOTO
ayauTy, NpeCTaBICHO OCHOBHI ix
XapaKkTepUCTUKH Ta NPUHIMIN B3a€EMOJIIl B
CY4aCHUX yMOBAaX T'OCIIO/IapPIOBAHHSI.

MeTtoau AoOCTiAKEHHS: METOJ CHCTEMHOIO
aHai3y Ta JIOTIYHOTO Yy3araJlbHeHHS — IS

IMIUIEMEHTALllsl HalpsMiB PO3BUTKY MIXHApPOJI-
HOTO MapKeTHHTY; CYOCTpaTHHM MiAXifg — JJs
OOTpYHTYBaHHS Ta cucreMaru3arii
0COOJIMBOCTEH MIKHAPOJHOTO MAapKETHHTY Ta
MapKETHHTOBOTO aY/IUTY.

Pe3yabTaTH:  OOTPYHTOBAaHO  OCOOJMBOCTI
MDKHApOJHOTO MApKETUHTY Ta MapPKETHHIOBOTO
ayouTy, 1€ Ja€ 3MOTY OIHWTH MisUIbHICTh
mianpueMcTBa B cdepi  MapKeTHHTY Ta
MIKHApPOIHOTO MapKETHHTY, HOPIBHATH
OTpHMaHi JaHli NP0 MApPKETHHIOBY JiSUIbHICTh
i IIPUEMCTBA Ha BHYTPIIIHEOMY Ta
30BHIIIHBOMY  PHHKAax 3  MIXOAOM 10
MapKETUHTY TPSMHUX KOHKYPEHTIB, pO3pOOUTH
pPEKOMEHAIII 100 TTiABUINCHHS ¢eKTHBHOCTI
poOOTH  MAapKETHHTOBOTO  MIAPO3ALTY  Ha
MiMPUEMCTBI, TIOAO0 3aCTOCYBaHHS CY4acHOTO
THCTPYMEHTApif0 MapKETHHTY Ta OCOOJMBOCTEH
MDKHApOJHOTO ~ MAapKEeTHHTY 1  BU3HAYHTH
aJrOpUTM IX peatizailii, o0 BiAMOBICTH HA HOBI
BUMOTM PHHKY 1 KOHKYPEHTHOi CHUTYallii,
OLIIHUTH €(EeKTUBHICTh JII0OYOTO MEPCOHAILY

cykOW ~ MapKeTHHTY, TpPUHHATH  KaJpoBi
pilIeHHS, BHU3HAYMTH SKICHI Ta KUIBKICHI
noTpeOH B TIEPCOHATI.

BucHoBkH: NHUTaHHS MPOBEICHHS
MapKETHHTOBOTO ayAWTy B  CHOTOIHINIHIX

yMOBax (YHKI[IOHYBaHHS TIiAMPHUEMCTB Mae
TepIIoueprouii Xapaxrep. oro Heo6XiaHicTh
MOJISITa€ B BU3HAUYECHHI €(PEKTUBHOCTI ICHYIOUHX
METOJIIB YNpaBIiHHSA, a TaK0X BHUPOOJIEHHS
HOBHX MIAXOAIB /O CTBOPEHHS KOMILIEKCY
MapKETUHTY B paMKax CTparerii miAmpueMCTBa,
o Ji€ B YyMOBax €BPOIHTErpaIliiHUX Ta
riio0aizamii HuX mpoIieciB.

KurouoBi coBa: MapkeTHHT; MIKHApOIHUI
MapKeTUHI; MAapKeTHHIOBUH ayIuT; ayauT
MapKETHHTY.
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Formulation of the problem. At the present stage of the development of
society, the assertion that in today's world knowledge and information generate
new knowledge, their volumes and influence on the productive development of
society is constantly growing. This challenge demands from modern society new
ways and means of dissemination and use of global knowledge for the purpose
of further progress, which is the main property of the society of knowledge and
information. The search for a new paradigm of world order, requiring the
globalization of knowledge and scientific achievements, and became a
prerequisite for the emergence of a new phase of human development,
associated with the advent of the information society and its most advanced
form — a knowledge society. That is why today, in the era of the information
society, mankind receives a powerful tool for combining efforts to acquire new
knowledge aimed at solving their global problems, economic growth and raising
the living standard of the population.

The process of globalization in the economy is manifested in the following:
increasing the volume of world trade in goods and services; mobility of the
movement of capital and labor is ensured; there is a merger of markets,
organizations and production chains; state borders become more transparent for
economic activity. Globalization affects all spheres of human life and has a
significant impact on the activities of international organizations and national
governments. Globalization processes are also observed in science. So for the
present time, many studies are conducted by international teams on an
integration basis, while national state borders are erased, scientific results
become more and more global in nature.

Thus, under the influence of globalization, there is a change in all aspects
of society's life. This process is large-scale, becoming the subject of study of
almost all public scientific disciplines.

That is why, today, the development of information technology has become
one of the main factors for the development of the global community and the
acceleration of the globalization process. Communication subjects have a direct
influence on the communicative space in the current globalization environment
in the form of the general informational environment that was formed in the
process of information exchange, but also through means of communication
established in a particular social-psychological environment rules of
communication, moral norms of interaction, customs and traditions, speech
rituals, etc. The interconnections of the participants in the international
communicative process with the communicative space are expressed, first, in the
direct connection and constant dependence between them, which affects the
system of coding and decoding of the signs, the content of the message;
secondly, the purposeful influence of the subjects of communication on the
communicative space and the latter on them, which causes changes and
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development of each of them; third, in the emergence of contradictions between
the communicative space and the person in the absence of conditions for it to
meet the information needs of the person; Fourth, in the emergence in the
communicative space of processes and mechanisms that promote or not promote
mutual understanding between the actors of the information chain; fifth, the
influence of the communicative process on the communicative space and vice
versa, which leads to changes in each of them; sixth, in the emergence of
contradictions between the participants in the communicative process and the
communicative space in the absence of the last conditions for the effective
exchange of information, the establishment of mutual understanding and
dialogue [1-4, 8—12].

Philip Kotler [8] defines marketing as a kind of human activity aimed at
meeting needs through exchange. Peter Drucker formulated the main goal of
marketing — to make unnecessary sales efforts, his goal is to so well know and
understand the customer that the product or service will fit the latter and match it
to yourself.

In this case, according to Rick Cranndell, marketing should combine any
action aimed at acquiring or retaining a client. Very similar opinion, but at the
level of evolutionary processes, Anatoly Matveyev adheres to the definition of
marketing in terms of the tools of evolution in the market.

Marketing represents today a set of different components of the market
system (Figure 1).

A set of actions for the
acquisition and Tools for the evolution
maintenance of the of the market
client
MARKETING ' Economic process

Economic function \ Economic concept

Source: compiled by the authors.
Figure 1. The essence of marketing
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From the above analysis, one can see that there are not many similar
interpretations. Each scientist shows his understanding of this concept and they
are diverse. Therefore, the only conclusion to this can be that marketing in the
enterprise 1s in a sense a philosophy of production and business.

A special role in the organization of marketing at the enterprise belongs to
the analytical function, which primarily involves the study and analysis of the
marketing environment. The importance of this function is due to the fact that
the quality of marketing information about the external and internal environment
of the business entity is crucial for the adoption of reasoned managerial
decisions.

Traditional forms and methods of managerial control, operating under the
command and administrative system, were incapable of meeting new
information needs of management of business entities, business owners,
creditors, investors and other information consumers. All this stimulated the
introduction of an independent form of preventive control — marketing audit,
when the marketing environment of the enterprise with in-depth diagnostics of
all components of the marketing system of the enterprise was investigated.
Consequently, marketing audit as a kind of control involves systematic, complex
and independent evaluation and analysis of the main factors of the enterprise
environment, conducting situational (marketing) analysis of its internal state.
Based on these results, reasonable measures are being developed to improve the
effectiveness of the marketing activities of the enterprise as a whole and its
individual business units. In this regard, the study of methodological aspects of
organizing and conducting marketing audits is a topical scientific and practical
problem.

That is why in today's development of the society the special attention is
paid not only to the most modern concept of marketing, but also to the
possibility of using modern marketing tools in international markets. In the
marketing of international markets, the principles of foreign economic activity
are laid down and a separate stratum of international marketing is formed. At the
same time control function under such conditions of development may be put on
a marketing audit, as a new form of independent management control.

Analysis of recent research and unresolved part of the problem. Many
Ukrainian and foreign authors like G. Asssel, Ph. Kotler, G. Bagiyeyv,
V. Tarasevich, H. Ann, M. McDonald, J.-J. Lamben, N. Kudenko,
I. Reshetnikova and others. Features of the development and implementation of
marketing strategy in high-tech markets and certain aspects of integration of
technological and marketing strategy at the enterprise were identified by
I. Ansoff, N. Fonstein, M. Asmolov, T.Douglas Braunlay and Douglas
K. Macbeth, D. Ford, N. Chukhray and others.
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Fundamental problems of the development of the management system of
international marketing are highlighted in the writings of foreign scientists
K. Bartlett, S. Groshall, J. Danieles, F.Cateaori, M. Porter, L. Radenbau,
P.Rivoli, 1. Ronkainin, A. Saidenbegha, L. Hoffmann, M. Chinkoti,
K. Schmittchaff. The specifics of the implementation of individual instruments
of international marketing are devoted to the work of D. Aaker, S. Akter,
T. Ambleer, J. Graham, S.Jane, J.-P.Janet, R.Kevin, V. Kirpalani, D.-
N. Lucky, T. Melon, J. O'Honnesy, R. Peterson, C. Stiles, B. Toin, P. Walters,
H. Hennesy, S. Hollensen. Detailed functions of internationalized marketing
activities are investigated by G. Armstrong, K. Barnett, S. Douglas, Ph. Kotler,
S. Craig, V. Puchik, N. Tichi, D. Watervortom, and others.

Functional manifestations of international marketing were investigated in
the works of O. Azaryan, A. Voichak, V. Kardash, A. Kredisov, E. Kricavsky,
A. Mazaraki, Y. Makogon, L. Moroz, V. Onischenko, V. Pelishenko, P. Perervi,
G. Pocheptsova, I. Reshetnikova, E.Romat, E. Savelieva, A. Starostina,
N. Chukraj, T. Tsigankova and others.

So, Philip Kotler [11-12] defines international marketing as a
comprehensive study of the current and future needs of foreign markets, the
system of planning, organization and management of the transnational
corporation in the context of scientific research and design (design) of new types
of goods, their production, purposeful formation of consumer demand and
marketing of manufactured products from the purpose of effective provision of
long-term interests and appropriation on this basis of maximum and stable
profits.

In this case, S. Madjaro [5] defines international marketing on the part of
systematic, continuous, active work in the international market at various stages
of the advancement of commodity products and services to the consumer.

B. Golubkov [6] bases its definition of international marketing on the
assumption that world markets have differences, and the most effective
strategies take it into account.

The works of foreign and domestic scholars are devoted to the research of
dynamic changes in the market environment, the timely adaptation of business
entities' strategies for future changes, as well as the essence and conceptual
models of marketing: R. Alexander, I. Ansoph, G. Armstrong, B.B. Berman,
D. Gelbright, B. Grossa, P. Doyl, P. Drucker, Ph. Kotler, J.M. Keynes, T. Levit,
A. Maslow, J.-J. Lamben, M. Porter, H. Hershagen, L. Festinger, A.F. Pavlenko,
A.V. Voychak, V.Ya. Kardash, N.V. Kudenko, V.G. Gerasimchuk,
T.I. Lukyanets, S.S. Harkavenko, T.B. Reshetylova and other.

However, the problems of marketing audit are considered only
fragmentarily, without sufficient development of methodological bases, which
served as the basis for choosing the topic of the dissertation research.
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The aim. The presented work is aimed at theoretical and analytical
consideration of the process of conducting international marketing and
marketing audit in the current conditions of European integration and
globalization in Ukraine and in the world. The article discusses the essence of
international marketing and marketing audit, presents their main characteristics
and principles of interaction in modern economic conditions.

Research results. The peculiarities of international marketing of the
present are determined by the specifics of the external environment in which it is
implemented. First of all, it is necessary to take into account the attitude of the
national government to foreign economic activity. It can create favorable
conditions for the implementation of foreign economic activity. On the contrary,
the government may be uninterested in the output of individual companies or
companies on the external market, may create all kinds of obstacles on this path.
For the most part, national governments are encouraging exports and, if
possible, seek to reduce imports. Therefore, they tend to facilitate the
implementation of foreign economic activities by national enterprises
(companies). In turn, the importing country can provide the most favorable
conditions for the foreign firms' business in their territory, and vice versa, create
all kinds of barriers to entry into its market. Favorable conditions are usually
ensured in the supply of scarce primary goods or high technology, and obstacles
arise when national enterprises produce enough goods individually.

The essence of international marketing will be presented in Figure 2.

So, according to Philip Kotler, international marketing is determined by the
fact that since national (internal) marketing has arisen and developed
internationally, the strategies, principles and methods used in it, principles and
methods are also characteristic for international marketing. At the same time,
when entering the international market, the firm can no longer be limited to the
use of only marketing tools already developed by it, even subject to a certain
modification.

When entering the international market, the firm faces strangers that
change depending on the specifics of the country with different conditions of
activity. This leads to the following consequences [15]:

increasing the need for information security of the company;

increase of requirements for coordination of various spheres of activity of
the firm and coordination of actions of various subdivisions thereof;

increase in the level of overall risk, the appearance of additional types of
risks in the activities of the company.

Thus, international marketing is an independent branch of the firm's
activity when it enters external markets, which can be defined as follows.
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Export. It is divided into two Licensing and
types: direct and indirect. In franchising. When
the case of indirect exports licensing a domestic
involved trading companies company issues a
that facilitate the purchase and license for a foreign
sale of goods and services company to use a
1 abroad on behalf of trademark, patent,
N companies. name promoting sales.
T With franchising, a
E .| domestic company
1131 "| allows franchising to
A Global Web Strategy. Internet ggﬁ;?;eazg ﬁls own
T technologies can be used to accordance with the
I present their products to
) terms of the contract.
0 customers, to study their
N preferences, and to formulate
A company queries
L
M » Direct investment.
A Firms can create their
R Joint ventures. Companies can own business
K reach the international level by opportunities or own
E combining efforts with other part of a local
T companies based in the company to facilitate
I country to monetize their the sale of goods and
N existing relationships with services.
G local customers.

Source: compiled on the basis of sources [1-5, 8, 10, 15, 17-18]
Figure 2. The essence of international marketing

International marketing — a ystem of planning, implementation, control and
analysis of measures to influence the multinational market environment and
adaptation to its conditions in a company that operates in more than one country.

Briefly and generalized, international marketing can be defined as a
complex of measures of the company for the implementation of foreign
economic activities outside its own country.

In the development of international marketing, we can distinguish three
main stages (Figure 3).
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Traditional marketing is the usual sale of
goods abroad, where the exporter is liable to
the buyer only at the time of delivery and, as a
[STAGE rule, is not interested in the subsequent share
of the product sold.

] Export marketing. The exporter is engaged in
<ZE ©) the systematic study of the target foreign
® E market and adapts its production to the
; a8 » IISTAGE requirements of changing this market.
x
%<
Sa)
E =
&
I STAGE International marketing. Exporter. deeply
explores the market and uses a wide range of

marketing tools for this.

Source: compiled on the basis of sources [8—12, 14, 16, 19-21].
Figure 3. Stages of international marketing

International marketing extends not only to purely trade operations but also
to other areas of foreign economic relations: the creation of joint and subsidiary
enterprises, scientific and technical exchange, transfer of licenses and know-
how, provision of transport, insurance, tourist and other services; international
leasing operations, etc.

The modern model of international marketing can be conventionally called
production and investment (as opposed to the former — trade and intermediary).
She has undergone qualitative changes, has risen to a higher level. International
marketing is now increasingly seen not only as an international or multinational,
but also as a global one.

Consequently, international marketing is an approach to making
manufacturing decisions from the point of view of the most complete
satisfaction of the requirements of both local and foreign consumers. The parent
company purposefully assigns tasks to its production units — local and foreign —
with respect to scientific and technical developments and products, which
determines the most efficient production technology, including inter-firm and
domestic brand cooperation. Here an important role is played by marketing
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programs developed in the structural subdivisions of the parent company —
production departments, which appear as the main production and economic
units responsible for the final result of the activity — profit, folk activity of firms
and is a prerequisite for planning the production of the company as a whole,
since they give the possibility to establish an optimal structure (nomenclature,
assortment) of production. As a result of marketing activity and on the basis of
it, international business cases and commercial operations are conducted.

To ensure the high efficiency of operation at the international level,
enterprises need to continuously and continuously monitor the market through
market research. It is thanks to information from these studies that managers
have the ability to respond quickly to market changes and make appropriate
management and marketing decisions.

The globalization of international marketing activities is related to the
interdependence of the Triad countries, whose economic, socio-cultural and
political-legal environment is becoming more and more homogeneous. There are
supranational segments that increase the market opportunities of the enterprise.

The means of solving marketing problems that arise in connection with the
emergence of new priorities are the strengthening of new strategic approaches to
the formation of a marketing complex.

The catalyst of Euro-regional cooperation of domestic enterprises should be
state and international marketing. State policy by its economic levers regulates
unfair competition from other countries, and international marketing offers new
methods of promoting products to world markets and a reproductive mechanism
of the international economy.

For marketing characterized by rapid aging of ideas and concepts caused by
changes in market situation. And the company's management system of inertia:
the marketing strategies, methods and techniques that were used yesterday, are
applied today. Therefore, it is useful to engage third-party professionals to
conduct marketing audits (marketing audits), which allows you to take a fresh
look at the usual circumstances and conditions, bring new ideas and discover
new opportunities. Often, experts are attracted not so much to audit, but to create
new approaches to marketing, or to form (reorganize) a marketing mix within
the company's existing strategy.

Marketing audit should be understood as a competent, independent,
periodic and comprehensive study of the main factors of the external and
internal environment, objectives, strategies and activities of the enterprise in
order to prevent detection of problems and hidden potential, as well as the
development of an adequate marketing strategy. It serves as an analytical tool
for identifying, measuring, evaluating, motivating and implementing the
necessary actions to achieve the best results, as well as the confidence that all
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sources and factors are fully identified and used as much as possible. Contents
of the expanded marketing audit is presented in Figure 4.

Macro environments:

- demographic factors

- economic factors

- natural factors

- scientific and technical factors
- political factors

- factors of the cultural level

Micro-environment: target markets
- consumers

- competitors

- distribution system

- suppliers

- intermediaries

- contact audiences

v

[ Audit of marketing environment ]

Audit of marketing
strategy

Mission of the enterprise
goals and objectives of
marketing

social economical

&
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organization

Formal structure
Functional efficiency
Effectiveness of interaction
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Source: compiled by the authors.

Figure 4. Content of the marketing audit
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The main objectives of marketing audit include: preventive detection of the
inconsistency of the state of the product offering of the enterprise to the
requirements of its market environment, the development of recommendations
for reducing possible differences caused by the peculiarities of the market
situation, the specific functioning of the producer, resources, goals, etc.

Since the internal environment of each enterprise is individual, as well as
positioning in the market, the task of marketing audit, its methods and actions
are also not deprived personification.

Marketing audit as a kind of strategic control is aimed at ensuring the
achievement of perspective goals of the enterprise, increasing the effectiveness
of marketing, informs about the need to make changes in the future, increases
the chances of increasing the competitive advantages in the national and
international economy. In contrast, operational marketing-control is directed
only at the regulation of intermediate indicators and their evaluation in order to
optimize profits. If operational control of marketing involves costs and income,
then strategic control deals with indicators of risk and potential success.

In the face of radical changes in the environment that may lead to changes
in the set goals, development models, significant adjustments to adopted plans
and programs, each enterprise, aimed at achieving long-term success in the
market, should systematically carry out preventive critical analysis and
evaluation of the effectiveness of marketing activities.

The marketing audit process 1s inseparable from the marketing
management process at the enterprise, and its implementation is one of the
sections of the overall business plan. On Figure 5 the process of marketing audit
in the management system of a modern enterprise.

Thus, based on the marketing audit, reasonable measures are being
developed to improve the efficiency of the management activity of the enterprise
as a whole and its separate economic units.

Marketing audit allows [12, 15]:

- 1dentify problems with the functioning of the marketing service, leading
to loss of efficiency;

- to provide significant savings in financial, human and time resources by
adjusting marketing strategy.

It is therefore possible to assert that marketing audit is an important part of
the marketing management process. According to the results of the audit and
based on the data received, the general marketing strategy is adjusted,
profitability and long-term survival of the company are ensured.

To make strategic decisions and develop a successful strategy, you need a
comprehensive vision of the situation. Therefore, when conducting a marketing
audit it is necessary to receive data from different sources.
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The stage of preliminary preparation of marketing audit
first contact with senior management of an enterprise with the aim of developing an
agreement on objectives, range, depth, sources of information, type of final report,
duration of audit; development of a task-plan on the basis of a preliminary analysis of
the problem; negotiation and conclusion of a contract for advisory assistance.

The second stage. Diagnostic examination
provides for the definition of the existing state of the enterprise by collecting and
storing various information (this consumes most of the time of the auditor) and its
careful analysis.

The third stage. Analysis and processing of information
the conclusions are drawn on the success of the implementation of interconnected and
interacting elements of the marketing complex.

Fourth stage. Recommendations development
has the purpose of finding solutions for the loss of profit from unrealized actions or
the absence of an enterprise marketing strategy (program). An important aspect of
this stage is the direct involvement of managers and specialists of the company in
discussing, evaluating and developing the concept of marketing.

The fifth stage. Preparation, approval and presentation of the report
at this stage, the results of research, surveys, observations and most of the proposals
developed during the audit are intended to convince the customer to accept them for
the audit result, and logical illustrated and formalized calculations and explanatory
recommendations contribute to this.

The sixth stage. Implementation and maintenance of results
provides for the preparation and implementation of a plan of measures for the
implementation of accepted proposals and recommendations, marketing strategy of
the enterprise. At this stage, the auditor can accompany the implementation of the
plan of planned actions in the form of advising senior management and training
specialists of the relevant divisions of the enterprise.

Source: compiled by authors on the basis of sources [10-12].
Figure 5. Process of marketing audit of the enterprise
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Conclusions and suggestions. Globalization of economic ties covers
various areas of international economic relations and markets, including the
technology market (from high-tech and to information). Therefore, under such
conditions of the development of the world economy, the attraction of
technologies is considered as one of the main factors of the growth of the
economy as transformational countries and developed. The study of the
international market of modern technologies, in particular evolution processes,
the formation of elements and their structure, is a topical issue of the present.
Active participation in the international technology market is a key to gaining
access to advanced knowledge, to stimulate domestic innovation, and to increase
the productivity of economic processes.

Thus, marketing allows to evaluate the activity of the company in the field
of marketing and international marketing, compare the obtained data on the
marketing activities of the company in the domestic and foreign markets with
the approach to marketing of direct competitors, to develop recommendations
for improving the efficiency of the marketing unit at the enterprise, the use of
modern marketing tools and features of international marketing and determine
the algorithm of their implementation to meet the new market demands and
onkurentnoyi situation, evaluate the effectiveness of the existing staff of
marketing, take personnel decisions, to determine the qualitative and
quantitative staffing requirements.
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