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AUDIT OF MARKETING ACTIVITY OF AN ENTERPRISE: THEORETICAL
AND PRACTICAL ASPECTS

In a harsh competitive environment, the ongoing analysis and monitoring of the marketing program
implementation, that was developed on the basis of research and market forecasting, analysis of internal and external
state of the enterprise, market behavior strategy and tactics development, is one of the urgent demands. The purpose of the
article is to study the practical aspects of marketing audit and to develop practical recommendations for its optimization.
General scientific methods of research are applied: induction and deduction, refinement and classification. The author
summarizes that the task of managers is to master the peculiarities of conducting marketing audits at an enterprise and
effectively use their results for adjusting their activity. The article clarifies the content load of marketing audit concept,
substantiates the stages of its conduct at the enterprise, defines the tasks and outlines the advantages of its application. It
is defined that the important result of marketing audit is an opportunity to specify the factors that form the economic
potential of the enterprise. The following main elements of control and analytical system of the enterprise are
distinguished: situational analysis is the preliminary analytical stage of marketing planning,; marketing control; marketing
revision, marketing audit. The structure of the information flow during the marketing audit has been generalized: legal
and regulatory framework,; information about the results of marketing activity, accounting; integrated information. This
list of analyzed information during the audit allows to cover all possible problem areas, and define necessary steps to
improve marketing activities. It is concluded that audit of marketing activity is an effective, special and key factor in the
regulation and control of enterprises’ activities. It gives an opportunity to timely define shortcomings in company’s work
and effectively eliminate them, therefore, it is a strategic methodological basis for changes in enterprise’s activities.
Further research will be devoted to marketing audit planning and performance.
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INTRODUCTION company’s current needs and controlling of its
implementation. The urgent task of managers is to master

The problem statement. The complexity and
instability of the marketing environment where domestic
enterprises operate, the threats and challenges associated
with the complicated geopolitical situation, the volatility of
the global economy force entrepreneurs to look for new
spheres and promising directions for the development of
their activities not only at national but also at international
markets.

In a harsh competitive environment, the ongoing
analysis and monitoring of the marketing program
implementation, that was developed on the basis of
research and market forecasting, analysis of internal and
external state of the enterprise, market behavior strategy
and tactics development, is one of the urgent tasks for
enterprise management. Audit plays an important role in
assessing the relevance of marketing strategy to the
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the peculiarities of conducting marketing audits at an
enterprise and effectively use their results for adjusting
their activity.

Analysis of recent research and publications.
Significant contributions to the study of marketing have
been made by the follwing scholars: A. Voychak, V.
Gerasimchuk, Yu. Dainovsky, V. Kardash, F. Kotler, N.
Kudenko, T. Lukyanets, I. Lylyk, M. Oklander, A.
Pavlenko, V. Pylypchuk S. Skibinskyi, A. Starostina V.
Tamberg Among researchers, the following scientists and
specialists made the greatest contribution to the
development of selected topics: V. V. Babych, L. V.
Balabanova, Ye. V. Mnyh, K. O. Nazarova. V. S.
Rudnytskyi and others. A large number of scientific
developments on the mentioned subject emphasizes the
urgency of the research topic and emphasizes at significant
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number of problems that require further resolution.

Article purpose (task statement). The purpose of
the article is to study theoretical aspects of marketing audit
and to formulate practical recommendations for its
optimization.

RESEARCH RESULTS

In a market economy, all manufacturing enterprises
are limited in their resources, which besides may not be
used or may be subject to insufficient or undue use. These
resources include material resources, administrative
resources, know-how, image, clients, skills, experience,
markets, branding, R & D, and more.

The peculiarity of all resources of an enterprise in
terms of marketing is the underestimation of their potential
utility or simply the lack of information about the full
potential of these resources. Normal and generally
accepted control of the marketing activities of the
enterprise by virtue of its nature does not answer the
question on the effectiveness of resources use. This is a
prerogative of strategic research and enterprise planning.
Only marketing audit, as a tool of strategic marketing
control, sets its main goal to revealing the underlying
hidden possibilities of the enterprise and developing
management decisions to improve the efficiency of the
defined reserves use within the operating company.

Marketing audit by definition of Yermolenko M. M.
[1, c. 156] It is a comprehensive, systematic, independent
and periodic review of the external and internal marketing
environment, goals, strategies and specific types of
marketing activities for the enterprise as a whole and its
individual business units. The purpose of marketing audit
is to identify the main marketing problems; factors that led
to their emergence and new opportunities for developing a
marketing environment; development of measures to
increase marketing activity in the enterprise as a whole. If
the marketing audit is limited to reviewing and analyzing
only the effectiveness of marketing functions of the
enterprise, then it is classified as a functional marketing
audit.

Marketing audit is a systematic, unbiased check and
evaluation of the external environment, market,
competitors, as well as marketing activities of the
company. There is an urgent need for conducting both
internal and external marketing audits. As a result of the
audit of the environment of the enterprise, the company
receives:

— an assessment of company’s strategic objectives
compliance to the current state of the market;

— a holistic slice of information on the market,
which allows to determine the possibilities of enterprise
development and to anticipate possible «threatsy from the
external environment;

— determining the performance of competitors,
which allows you to take a successful experience, and not
to repeat their mistakes;

— identification of new ways to interact with the
market environment, conditioned by the constant
development of technologies.

Carrying out a marketing audit of the internal
environment of an enterprise allows to get the following

results:

— objective independent assessment of the current
state of the company's marketing management system;

— definition of the results of the company’s
activity during the audit period, the effectiveness of the
activity, defined as the ratio of profit received to expenses
(monetary, temporary, and so on);

— evaluation of the results of marketing events;

— analysis of the quality of marketing research
conducted, including assessment of decisions based on
them;

— evaluation of the marketing complex and its
components;

— identification of strengths and weaknesses of the
enterprise, assessment of their impact on the opportunities
and «threats» from the external environment.

Marketing audit is recommended at different stages
with the help of separate elements of the control and
analytical system. It includes:

— situational analysis — the preliminary analytical
stage of marketing planning, whose purpose is to
determine the position of the company in the market. The
analysis of components of external and internal marketing
environment in the form of answers to pre-prepared groups
of questions is used;

— marketing control — the final stage of marketing
planning, the purpose of which is to identify the relevance
and effectiveness of the chosen strategy and tactics to real
market processes. It is implemented in the form of
strategic, ongoing profit control using standardized forms;

— marketing review — a procedure for reviewing or
substantially correcting marketing strategy and tactics as a
result of changes in both external and internal conditions.
Appropriate calculations and evaluations are conducted;

— marketing audit is an analysis and evaluation of
the marketing functions of the enterprise. It is carried out
by experts in the form of an independent external check of
all the elements of the marketing system. It is based on the
general principles of audit aimed at identifying lost profits
from inadequate marketing use at the enterprise.
Represents a new direction in the field of marketing
consulting. Uses common management consulting
procedures (diagnosis, prognosis, and so on).

Marketing control is a process of measuring and
evaluating the results of implementing marketing plans,
implementing corrective actions, and ensuring the
achievement of marketing goals. The control concludes a
marketing management cycle and at the same time gives
rise to a new marketing planning cycle. Thus, the
identification of the strengths and weaknesses of marketing
activities, analysis of the level of implementation of
marketing plans are necessary for the correct choice of
goals and strategies of marketing activities for the next
planning period [4].

Though, as the revision practice shows, auditing
proves to be valuable due to the reliability of data base
used for drawing precise and unprejudiced conclusion
about the quality and efficiency of the marketing activity.

Thus, the main information flows of the company
should be as follows: Legal and regulatory framework;
(legislative framework, job descriptions); statements of
marketing results (marketing plans and budgets of different
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levels), marketing staff appraisal reports, catalogs,
brochures, marketing costs report, promotional events,
discount patterns, contracts and agreements); accounting
(balance, statement of financial results, basic documents,
analytical data); integrated data (information about goods
for the target audience, sales range, the scale of customer
database). This list of analyzed information during the
audit allows to cover all possible problem areas, and define
necessary steps to improve marketing activities.

Outlining the competitive advantages of the
company and its strong points in using marketing
opportunities are the most important aspects of the audits.
The information is valuable provided that it is systematic
and the legal environment integrates with the company’s
database to develop an effective organizational and
informative performance mechanism for the company.

Thus, there is always a risk of mistake in the
decision making process, that is why the above-mentioned
facts serve as confirmation of necessity and importance of
receiving key information that is a determinant condition
for assuring quality of the conducted audit of marketing
activity [2].

One should also mention that the marketing activity
audit serves as an organizational approach to the marketing
system assessment aimed at further enhancement of its
strong points focusing on the following:

— strengthening the company’s position at the
market and entering new markets (segments) which allows
to increase the range of production and sales volumes
resulting in considerably higher income.

— maximum possible increase of income resulting
in new investment opportunities and enhancement of
production capacities of the company;

— productivity enhancement serving as a basis for
the effective use of labour forces and increase of the
produced items quantity;

— the principles of strategic and project
management of the marketing activity allowing the
development of a marketing strategy and avoiding
mistakes;

— performance and risk analysis for all the
marketing initiatives allowing to avoid expenditures for
producing non-demanded items, optimize price range and
adapt sales activities to market requirements and demands.

REFERENCE LIST

The development of partnership relations, implementation
of investment projects and concluding contracts serve as a
basis for risk management;

— enhancing marketing opportunities aimed at the
prompt elimination of the revealed shortcomings,
preventing or localizing negative factors and making
advantage of new benefits. Consequently, the marketing
strategy of the company will differ from the initially
implemented course according to which marketing was
regarded as an internal policy that forced the company to
change as much as possible in order to meet customer’s
needs and «attract new customers at any cost». A new
course is aimed at the efficiency (profitability) of the
marketing activity [5].

CONCLUSIONS AND FURTHER RESEARCH
PERSPECTIVES

Ideally, the marketing audit is a process of regular
and critical study, analysis and control over a company’s
marketing activity determining its performance as a
successful economic entity.

Marketing audit is focused on the following:
revealing marketing problems leading to the loss of the
company’s productivity and efficiency; assuring cost
effectiveness of financial resources and productivity of
labour forces by adherence to the most efficient marketing
strategy; defining the main recommendations especially in
cases when the management cannot choose the right niche,
define its business area or has lack of experience.

Thus, marketing audit is an efficient, specific and
key factor regulating and taking control over the
company’s performance. It gives an opportunity to timely
define shortcomings in company’s work and effectively
eliminate them, therefore, it is a strategic methodological
basis for changes in enterprise’s activities. With regards to
the current market relations, the marketing audit should
become the integral part of any company focused on
achieving stability, financial independence and satisfaction
of its employees. The issue of conducting marketing audit
is still disputable and requires further investigation, deep
study of the basics and further practical implementation of
the results.
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Tony6ka SIpocias Baagnmuposnu. AYJAUT MAPKETUHI'OBOM JIEATEJBHOCTH NPEJNPUSATHS:
TEOPETHYECKHUE U TIPAKTUYECKHUE ACIIEKTHBI

B ycnosusix owcecmroil KOHKYpeHMHOU cpeobl SGIAEmcsi aKMydlbHbIM NposedeHue NOCHOSHHOZ0 aHAIU3A U
KOHMPOJISi GbINOTHEHUS MAPKEMUHZ080U NPOZPAMMbL, COCMAGIEHHOU HA OCHOBE UCCIe008ANHUSL U NPOCHO3UPOBAHUSL PbIHKA,
AHANU3A GHYMPEHHE20 U 6HEUHe20 COCMOSHUS NPeONPUsIMUsL, pa3pabomKy cmpame2uy U MmakmuKu nogedenus: Ha poiHKe.
Lenvio cmamvu saeugemcs UCCIE008AHUE NPAKMUYECKUX ACNEKMO8 OCYWECMBIeHUs. ayouma MapKemunea u
Gopmuposanue npaxmuyeckux pexomenoayuii no e2o onmumuzayuu. Ilpumenenvt obujenayynvie Memoobl UCCIEO08AHUL:
UHOYKYUU U OeOYKyuu, YMOuHeHus u kiaccugukayuu. Asmopom 0606wen, umo 3adaueil pykogooumeneu seisiemcs
0c80eHUe 0CODEeHHOCmel NPOBEOeHUsT MAPKEMUH208020 AYOUMA Ha npeonpusmuu U 3¢QGexmuenoe UcnoIb306anue e2o
Ppe3yIbmamos O KOpPeKmuposKu ceoeil deamenbHocmu. B cmambe ymouHeHo HaepysKy NOHAMUE MApKemuHe08blll
ayoum, 060CHOBAHHO IMANbL €20 NPOGeOeHUs. HA NPEONPUSIMUL, ONPeOeleHbl 3a0ayu U HAMEUeHbl NPeuMyuecmed e2o
npumenenus. Onpeoeneno, Ymo GaNCHbIM Pe3yIbMAaAmoM MAPKEeMUH208020 AYyOUMA S6NISEMCsl 603MOAICHOCHb YIOYHEHUs
haxmopos opmuposanus IKOHOMUYECKO20 ROMEHYUANA npeonpusimusi. Beidenenvt ochosHbie dnemenmvl KOHMPOIbHO-
AHATUMUYECKOU  cUCmeMbl NPeONnpusimusl; CUMYAyUOHHbLL AHATU3 — NPe08apUMENbHbLL  AHATUMUYECKULl  HMan
MAPKemuH206020 NIAHUPOBAHUSL; KOHMPOJIb MAPKEMUH2A, Peeu3us Mapkemunaa, ayoum mapkemunea. O630p cmpykmypy
UHpOPMAYUOHHO20 NOMOKA NPU NPOBEOCHUU MAPKEMUHZ08020 AYOUM: HOPMAMUEHO-NPABosasi 6aza, ungopmayus o
pe3yibmamax MapKemuHe080u OesimenbHocmuy, Oyxeanmepckas, unmezpuposannas ungopmayus. Taxoi nepeuers
NPOAHATUZUPOBAHHOU UHGOPpMAYUU NPU NPOGedeHUuU ayouma no360IUM OX6AMUMb 6CE 803MOJICHbIE NPOOIEMHbBIE 30Hb,
onpedenums HeoOXo00uMble ulazu no COBEPULEHCIMBOBANUI0 MapKemunzosoll deamenvhocmu. Coenan 6bi600, 4mo ayoum
MAPKEMUH20801l 0esiMeNbHOCMU ABNAEMCS dPOEKMUGHbIM, OCODEHHbIM U KIIOYEeSbIM (PaKmopoM 6 pecyiuposaHuu u
KOHMPOTIe 3a 0esimelbHOCIbIO NPEONPUIMULL

On daem 603MOICHOCHb B0BPEMSL BbIABUMb HEOOCMAMKU 8 pabome npeonpusmus, 3P@eKmusHo ux yCmpanums,
NOdMOMY  SAGISLEMCST  CMPAME2UYECKOl MenoO0I0SUYECKOU OCHOBOU OJil NPOBEOCHUs. UMEHEHUll 8 OesimelbHOCMU
npeonpusimusi. /lanvhetivue ucciedoganus Oyoym yoeieHvl ORpOcam WIAHUPOSAHUS U NPOBEOCHUs. MAPKEMUH208020
ayouma.

Knroueevie cnosa: ayoum, mapkemun206ds 0esimenbHOCHb, RIAHUPOBAHUE, AyOUum MapKemuned

Tony6ka Spocnas Boaomumuposuu. AYJIUT MAPKETHUHI'OBOI JISSJIBHOCTI HIJTIIPUEMCTBA:
TEOPETHUYHI TA TIPAKTUYHI ACIIEKTH

B ymoeax oicopcmrozo KOHKYpeHmMHO20 cepedosuiya € aKmyaibHuM HpOBeOeHHs NOCMINHO20 aHanizy ma
KOHMPOJIIO BUKOHAHHA MAPKEMUHE0801 NPOSPAMU, CKIAOEHOI HA OCHOGI OOCTIONCEeHHS | NPOSHO3Y68AHH PUHKY, AHANI3Y
GHYMPIWHBO20 MA 306HIUHBO20 CIAHY NIONPUEMCMBA, PO3POOKU cmpameii ma makmuku noeeoinku Ha purky. Memoro
cmammi € O0O0CHIONCEHHA NPAKMUYHUX ACNEeKMI@ 30IUCHEeHHs. ayoumy MapKemuney ma @QOopMy8aHHs NPAKMUYHUX
peKomenoayill w000 1020 onmumizayii. 3acmocosano 3a2aibHOHAYKO8I Memoou O0CHIOHCeHHs: THOVKYIl ma 0edyKyil,
YmMoOYHeHHs: ma Kiacugikayii. A8Bmopom y3a2anbHeHo, W0 3a60AHHAM KEPIBHUKI8 € 0CBOEHH 0CODIUBOCHEN NPOBEOEHHS.
MAPKemuH208020 ayoumy Ha NiONPUEMCmsi ma egekmusHe GUKOPUCMAHHA U020 pe3yIbmamis Oisi KOPUY8aHHs CE0€T
disnbHocmi. Y cmammi ymouneHo 3Micmose HABAHMANCEHHS NOHAMMA MAPKeMuH208ull ayoum, oOIpyHmMosano emanu
11020 nposeOeHHs: Ha NIONPUEMCMEI, BUSHAYEHO 3AB0AHHA MA OKPeClieHO nepesdzu 1020 3acmocy8anus. Busnaueno, wo
BANCIUBUM PE3VIbMATNOM MAPKEMUH208020 AYOUMY € MONCIUBICMb YMOUYHEHHA YUHHUKIE (DOPMYBAHHA eKOHOMIYHO20
nomenyiany nionpuemcmeda. Buointeno OCHO6HI enemeHmu  KOHMPOJIbHO-AHANIMUYHOI cucmeMu RIONPUEMCMEA.
CUumyayitinutl ananiz — NONepeoniti. AHALIMUYHULL eman MapKemuH208020 NIAHY8AHHS, KOHMPOIb MAPKEMUney, peeisis
Mapremuney; ayoum MapKemuney. Ysazanoneno cmpykmypy ingopmayitino2co nOmoxy npu nposedenHi MapKemuH208020
ayoum: HOPMAMUBHO-NPAsoea 6asa; IHGopmayis npo pe3yrbmamu MapKemuHe080i OisibHOCmI, OyxeanrmepcvKa,
inmeeposana ingopmayis . Taxuil nepenix npoananizosanoi inghopmayii npu npogedeHHi ayoumy 003601Uums OXONUMU 6CI
MONCTIUBE NPOONIeMHI 30HU, BUBHAYUMU HEOOXIOHI KPOKU w000 BOOCKOHANECHHS MAPKemuH2060i OisibHocmi. 3pobneno
BUCHOBOK, WO ayOum MapKemuH2080i OisibHOCMI € epeKmuUeHUM, 0COONUBUM | KITIOHYOBUM YUHHUKOM Y De2ylr08aHHI ma
KOHmpoai 3a OisibHicmio nionpuemcms. Bin oae moowcaugicmev @uacHo euseumu HeOONiKu 6 poOomi nionpuemcmed,
epekmugHo X YCYHymu, momy € CMpAmeiuHow MemoOOI02IUHOI OCHOBOK Ol NPOBEOeHHS 3MIH Y OislbHOCMI
nionpuemcmea. Ilodanvuii docniodxcenHa 6yOyme npuoineHi NUMAHHAM NIAHY8AHHA MA NPOBEOeHHs MAPKemuH208020
ayoumy.

Knrwowuoei cnosa: ayoum, mapxemunzosa OisibHicmb, NAAHY8AHHSA, AYOUM MAPKEMUNZY
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