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The article is aimed to highlight the issue of organizational provisions for the marketing communications management process at the consumer cooperation
enterprises in Ukraine. It is suggested to consider the complex system for management of marketing communications in the indicated enterprises as a set of
management, information, financial, material, and other resources in the field of communications, which ensure the readiness and the ability of enterprises
to interact with community, to influence the latter, to organize its appropriate actions taking into account changes in competition and the external marketing
environment. It is specified that the complex system for management of marketing communications covers three blocks: information system for management
of marketing communications (accumulation of information resources and management of the internal information resources), system for marketing manage-
ment of communications (planning, implementation, control) and system for support of marketing communications (HR, marketing and anti-crisis support).
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CmeuyeHKo B. B. KomnaekcHa cucmema ynpaeniHHA MapKemuH208UMu
KOMyHiKayiamu Ha nidnpuemcmeax

Memoto cmammi € 8ucgimaeHHA NUMAHHS 0p2aHi3ayiliHo2o 3abe3neyeHHs
npoyecy ynpaeniHHA MapKemuH208UMU KOMYHIKaUiamu Ha nidnpuemcmeax
croxusyoi Koonepauii YkpaiHu. KomnnekcHy cucmemy ynpaeniHHaA mapke-
MUH208UMU KOMYHIKQUIAMU HO 03HQYEHUX MidNpUEMCMBaX 3anponoHO8aHO
p032790amu fK CyKyMHICMb ynpasniHCoKux, iHGOpMayiliHuX, (iHaHCo8UX,
mamepiansHux, O0MOMIMCHUX M@ iHWUX pecypcie y cihepi KomyHikayili, wo
306e3meyams 20moeHicme i 30amHicme nidnpuemcme 83aemodismu 3 2po-
MaOCbKiCmIo, 8MAUBAMU HA Hel, hopmysamu ii 8idnosioHi 0ii 3 ypaxy8aHHAM
3MiH KOHKypeHmHoi 6opombbu Ma 308HilIHB020 MAPKEMUH208020 cepedo-
8uwWa. 3a3HaYeHo, WO KOMIEKCHA CUCMEMA yrpagiHHA MapKemuH208UMU
KOMYHIKQUismMu 0Xor/moe mpu 670Ku: iHGopmauiliHy cucmemy ynpagniHHa
MOPKeMUH208UMU KOMYHIKQUIAMU (HaKonu4eHHSA iHgopmayiliHux pecyp-
cie ma ynpaeniHHA 8HyMpIWHIMU iHopmayiliHumu pecypcamu), cucmemy
MQpPKeMUH208020 YrpassiHHA KOMYHIKAUisMU (NAGHY8aHHS, peanizayis,
KOHMposb) i cucmemy niOmpPUMKU MapKemuH208UX KomyHikauili (kadposa,
MapKeMuH208a Ma GHMUKPU308a MIOMPUMKQ).
Knroyosi cnoea: mapkemuH208i KoMyHIKauii, ynpaeniHHs, iHpopmayitiHa
cucmema ynpaeniHHA MApPKemMUH208UMU KOMYHIKAUiAMU, CUCMeMa MapKe-
MUH208020 YNPABAIHHA KOMYHIKaUiamu, cucmema miompumMKu MapKemuH-
208UX KOMYHIKauil.
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CmeyeHKo B. B. KomnaeKkcHas cucmema ynpaeneHus MapKemuH208biMu
KOMMYHUKAYUAMU Ha npednpusmuax

Uenbto cmamou Aensemca oceeuwjeHue 80MpoCa 0p2aHU3AYUOHHO20 0be-
CrieyeHus MPOYecca ynpasneHus MAPKeMUH208bIMU KOMMYHUKAUUAMU Ha
npednpuamuax nompebumensckoll koonepayuu YkpauHel. KomnaekcHyro
cucmemy ynpaeneHus MapKemuHa08bIMU KOMMYHUKAUUAMU HO YKA3QHHbIX
npednpuaAmuAX MpeosnoxeHo paccMampueame Kak COBOKYMHOCMb ynpas-
NIEHYECKUX, UH(DOPMAYUOHHBIX, (PUHAHCOBbIX, MAMEPUANbHBIX, BCMOMORG-
menbHbIX U Opyeux pecypcos 8 obaacmu KommyHukayul, obecnevusaro-
Wux 20mosHOCMb U crnocobHocme npednpusmuli 83aumodelicmeosams ¢
obujecmeeHHOCMbIO, 8AUAMb HA HEE, (hopMUPOBaMb eé coomeemcmeayio-
wue deticmeus ¢ yyemom uameHeHull KOHKypeHmHol 60pbbbl U BHeWHel
MapKemuHz0801li cpedbl. YKa3aHo, YMo KOMNAEKCHAA CUCMema yrpasseHus
MAPKeMUH208bIMU KOMMYHUKAUUAMU 0X8ambieaem mpu 60Ka: UHgop-
MQUUOHHYI0 cucmemy ynpaeneHus MapKemuH208bIMU KOMMYHUKAUUAMU
(HaKonneHue UHGOPMAUUOHHbIX Pecypcos U ynpasneHue 8HympeHHUMU
UHGOPMAYUOHHBIMU PECYPCamu), cucmemy MapKemuHa08020 ynpasaeHus
KOMMYHUKQUUAMU (MGHUPOBAHUE, Peanu3ayus, KoHmMpoas) u cucmemy
noddepH#Ku MApKemuH208bIX KOMMYHUKAYUl (KaOposas, MapKemuH208as
U GHMUKPU3UCHAA N000epiKa).
Kntouesble cnosa: mapkemuHa08ble KOMMYHUKAYUU, ynpaeneHue, UuHgop-
MQUUOHHAA CUCMeMa ynpasaeHus MApKemuH208bIMU KOMMYHUKQUUAMU,
cucmema MapKemuH208020 ynpasseHus KOMMYyHUKaUUAMU, cucmema noo-
0ep3KU MapKemUH208bIX KOMMYHUKAYUU.
Puc.: 1. buba.: 8.
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t the modern stage of Ukrainian economy develop-

ment, during the transition to a new public relation-

ship, Ukrainian enterprises have to pay attention to:
improvement of communication activities; increasing their
openness to people; industrial and commercial processes,
technologies, economic indicators of functioning; public
groups attracting for correcting the process of enterprise
activities with the purpose of its adaptation to the change-
able market situation. Taking this into account, all branches
enterprises can provide their promise and stability based on
the complex system of marketing communications applica-
tion. The given statement also applies to the enterprises of
consumer cooperatives in Ukraine.

Among the scientists who researched this problem,
one should mention such practitioners and theorists of en-
terprise managementas A. Vertiachykh, O. Vorobiov, A. Her-
manchuk, I. Pavlenko, N. Pinchuk, S. Sardak, O. Severin,
M. Tverdohlebova etc. In particular, the problem of mar-
keting processes in the enterprises of consumer coopera-
tives was studied by S. Babenko, L. Voinash, V. Stambolin,
L. Yurko etc. In their research works they paid attention to
market factors, which determine marketing formation in
the branch of cooperatives, and to marketing complex func-
tioning in the chain enterprises of the given branch.

However, the problem of marketing communications
management as an integral part of marketing activities in
the given enterprises is not completely researched.

The task of our research is substantiation of necessity
for application of the complex system of marketing com-
munications management as an important element for the
process of modern management in consumer cooperatives
enterprise.

The complex management system of marketing com-
munications in the enterprises of consumer cooperatives

can be defined as a set of administrative, informational, fi-
nancial, material, support and other resources in the sphere
of communications which provide the enterprises ability to
interact with community, influence on it, form its appropri-
ate actions taking into account changes of competition and
external marketing environment (Fig. I).

Thus, the complex system of marketing communica-
tions management covers the three blocks: the information-
al system of marketing communications management, the
system of marketing management of communications and
the system of marketing communications support which, in
their turn, consist of certain elements and need more de-
tailed review.

1. The informational system of marketing communi-
cations management in consumer cooperatives enterprises
has a purpose to organize communications by optimization
of communication networks and informational channels,
take more substantiated and appropriate decisions as for
marketing communications management. The information-
al system consists of two subsystems: information accumu-
lation and internal informational resources in the sphere of
communications.

en accumulating informational resources about

marketing communications management it is

necessary to create a unified informational da-

tabase [3, p. 142-144], which is going to have certain ad-

vantages: thorough description of communication activi-

ties direction; possibility to identify the features of different

community groups, consumer cooperatives enterprise (staff,

shareholders, mass media, consumers, authorities, interme-

diaries, suppliers, representatives of contact audiences, com-

petitors) cooperates with; rational planning and comparison
with factual meaning of communications indicators.

Complex system of marketing communications management
Informational m . .
ormationa .syste System of marketing System of marketing
of marketing N
o management communications
communications -
of communications support
management
Subsystem Subsystem
| ofinformational _— of marketing |  Subsystem of HR
resources communications support
accumulation planning
m
g, e
T _orinterna Bl «€ting ] of marketing
informational communications
R support
resources organization
Subsystem Sub
of marketing fu system
— communications — ofanti-crisis
controlling support

Fig. 1. The complex system of marketing communications management in the enterprises of consumer cooperatives,
which is proposed
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The research of the external information competitive-
ness is the first indicator of communications cooperation
diagnostics and it is determined by the level of blocking up
this information, level of information reticence, rumors in
information flows, level of twisting the communication mes-
sages, communication barriers in the channels transmitting
their information to people, using the modern methods of
information transmitting [4, p. 311].

In the modern conditions the totality of methods,
ways and forms used in communication activities forms a
certain communication style of the enterprise. So, it should
be indicated that the external communication style depend-
ing on the level of information publicity and feedback ef-
ficiency could be of five types: positions protection, com-
munication lagging, justified publicity, deficit of publicity,
efficient publicity [2, p. 84]. Within limits of the determined
communication style, it is expedient to form appropriate
strategies of marketing communications using, with the
purpose either to improve or maintain the current positions
as to the desired communication style of consumer coop-
eratives enterprise.

The second component in the system of marketing
communications management in the enterprise is a subsys-
tem of the internal informational resources formed by the
monitoring of the internal informational interaction and the
new technologies security.

onitoring of the internal informational interac-

tion must include tracking and maintaining the

proper level of rationality, informational com-
petitiveness and expediency of communication networks
in consumer cooperatives enterprise. This will help the
specialists to achieve their goals for the internal communi-
cation activities: social and public efficiency of marketing
communications application; positive information ongoing
to general public that is outside the internal informational
field of the enterprise.

The important element of the internal informational
resources is the new technologies supplement for the process
of planning, implementation and estimation of consumer
cooperatives enterprise’s marketing communication activi-
ties. The new technologies security consists of: using the new
ways of gathering, processing and storing the information;
application of progressive and informational technologies.
The aim of progressive and informational technologies appli-
cation in marketing communication activities is to embrace
a wide audience with a communication impact, increase the
capacity of informational channels, optimize communica-
tion activities of consumer cooperatives enterprises.

2. The second important element of the complex
system of marketing communications management in the
enterprises of consumer cooperatives is the system of mar-
keting communications management, which includes such
subsystems: planning, organization and controlling for mar-
keting communications.

The determining element of the given system is the
planning. The functional efficiency of the whole complex
system of marketing communications management will de-
pend on how successfully conducted the planning of com-
munication activities.
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Strategic planning must embrace the following main
directions of activities [1, p. 307]:

+ providing for strategic communication directions;

+ marketing research planning and performing;

+ communication competitiveness of the enterprise,
its activities and production planning;

+ enterprises-competitors’ communication activities
planning;

+ strategic application sets
marketing communications;

+ providing for community groups expectations.

While tactical planning, it is necessary to pay atten-
tion to [1, p. 310]:

+ complex of tactical events for marketing commu-
nications development (totality of tactical elements
and events concretizing the formed strategies);

+ directions of communication budget (methods of
calculation, necessary financial allocations);

+ communication and economic effect planning for
marketing communications application (their de-
viations from the current condition, positivity or
negativity of the direction, intensity and limits);

+ HR management stages planning is responsible for
marketing communications (HR policy develop-
ment as to marketing communication activities re-
alization, accepting the need of good staff, develop-
ing the plan of the staff needs satisfaction);

+ anticipation of the sympathy (neutral, positive or
negative) and activity (high, medium, low or pas-
sive) of a community for the future period;

+ structure of marketing communications tools’ fun-
damental development.

Operative planning within limits of the complex sys-
tem of marketing communications management provides
for [7, p. 426]:

+ development of a program and operational plans
as to marketing communications application. The
mentioned aspects identify: who, what, when, where
has to work with the concretization of personal re-
sponsibility, time and place of implementation;

+ budget of marketing communications determines
the amount of money for communication events and
its re-distribution of the corresponding resources;

+ choosing the channels for marketing communica-
tions distribution;

+ choosing the communication tools and foreseeing
their efficiency.

The important element of the following subsystem of
marketing communications is modeling the enterprise’s image.

development ~ for

he task of image modeling for consumer cooperatives

enterprise is in continual and active expanding the

level of public adherence and increasing a scale of the
created image attraction, for the above mentioned it is neces-
sary to determine the competitive advantages in the reputa-
tion and correspondence of the actions to the demands of a
community.

That is why it is expedient to model the image of con-
sumer cooperatives enterprise according to the proposed
aspects: social and ethic, intra-organizational, business and
consumer.
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The following element of the proposed subsystem
is an arrangement of communication activities, including
generally accepted procedures of this process:

+ research management of marketing environment;

+ implementation of the developed communication
strategies;

+ choice and application of the corresponding mar-
keting tools;

+ management of marketing communications appli-
cation and their efficiency.

The last element of marketing communications sub-
system organizing is an arrangement of public relations di-
rected upon establishment and upholding friendly relations
with public groups as an integral part of image modeling
for consumer cooperatives enterprise according to the de-
termined aspects.

Taking into account the fact that consumer coopera-
tives enterprises need scientifically substantiated recom-
mendations as for marketing communication activity esti-
mation, there is an urgent need for providing special mar-
keting controlling of these activities.

arketing communications controlling as an im-

portant direction of the analytical work sub-

stantiates the functioning of the complex system
of marketing communications management, displays the
drawbacks of the given system functioning with the pur-
pose to correct these activities in time. Marketing commu-
nications controlling is directed upon securing the optimal
balance of the efforts made and the results received, it has
to provide for corresponding level of mutual understand-
ing between the enterprise and public groups, creation and
support of positive image for consumer cooperatives enter-
prise, strengthening the positive image of corporative unity
and effective managerial decision making in the branch of
marketing communications.

Coordination of communication activities takes a
special place in the process of controlling, its goal from one
hand - estimation of timely correcting level, from the other —
development of correcting tools.

3. The final element of the complex system of market-
ing communications management is the system of market-
ing communications support, including: HR, marketing and
anti-crisis support systems. It is necessary to mention that
the internal elements of each component of the marketing
communications support system are based upon the distri-
bution of generally accepted managerial functions (plan-
ning, organization, motivation, control).

HR policy of an enterprise and staff competitiveness,
responsible for planning and realization of communication
events, are decisive factors in the subsystem of HR support.

HR policy of an enterprise as to marketing communi-
cations management includes [6, p 347]:

+ staff responsible for communication activities;

+ learning and certification training in the branch of
marketing communications;

+ HR regulation, responsible for marketing commu-
nications in the enterprise.

For effective HR policy, the competitiveness of per-
sonnel is very important, it is expressed by the following cri-
teria: level of competence, experience and personal quali-
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ties, responsible for communication activities of consumer
cooperatives enterprise.

The second subsystem of the complex system of mar-
keting communications management — marketing support
of communication tools concerns with managing the tools of
marketing communications within limits of the communica-
tion strategy chosen for the enterprise [8, p. 245]. It combines
the elements of marketing communications management
with the following functions: bringing in the propositions as
to marketing communications application, which are sub-
stantiated to the specifics of the enterprise activities, budget-
ing, search and activation of the most effective channels of
transferring the proposed communication tools, profitability
analysis and communication expenses efficiency, analysis of
marketing communications impact efficiency upon the com-
munity of consumer cooperatives enterprises.

The final subsystem of marketing communications
support is anti-crisis support of communication activities,
which consists of planning, and realization of marketing
communication tools in crisis situations and conflict man-
agement policy. The given management functions mostly
concern with the general enterprise management, but we
think that if communication activity is considered as an
obligatory kind of activity it also touches upon the men-
tioned aspects.

Marketing communications activities of the enter-
prise in the crisis situation is a very important problem. The
mentioned activities in the crisis situation are correspon-
dent to the following directions [5, p. 239]: identifying the
probability of the crisis or conflict situations arising; post
crisis communication actions planning; anticipating the
effect after the enterprise copes with the crisis or conflict;
forming the system of communication tools during the cri-
sis; the enterprise’s actions as a reaction on the factual crisis
situation (internal and external origin); estimation of anti-
crisis actions program; outer rumors managing .

Conlflict management policy provides for: diagnostics
of social and psychological, organizational and administra-
tive components of the internal environment of consumer
cooperatives enterprise; identification of the potential con-
flict situations and optimization of appropriate actions to
fight the conflicts or incidents; neutralization the conflicts
of internal environment in the enterprise environment;
managing the internal rumors in the enterprise.

CONCLUSIONS

The implementation of the complex system of mar-
keting communications management will promote the effi-
ciency increasing of communication activities of consumer
cooperatives enterprises in Ukraine. u
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