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Introduction. Constant aggravation of competition contributes to find the ways 

for improving business activity at every stage and in every link of the business. The 

need to improve the planning, analysis and control of marketing activities is 

stipulated by its significant place in the interacting system of the business. 

Results. Pashchenko О.P. affirms that business development should be 

considered in the context of a composition of the business potential that is assets, 

productive, marketing and financial, etc. business strength[5].  

That is the overall business development is conditioned also by the development 

of its marketing activity, which is reflected in increasing the effectiveness of 

marketing investments. 

There are various methodological approaches for analyzing the effectiveness of 

marketing mix. 

In native science Shapran O.S has developed a dynamic indicator of the 

marketing balance condition ( DIMC ) which is a set of indexes organized in the 

weight and growth rate in such a way as the maintenance of this order in real 

dynamics provides the desired business performance[6]. 

Kapustina T.A proposed a model for the separate analysis of all marketing 

balance elements. The output provision of the developed model is that sales are 

directly dependent on the business marketing balance and that its different 

components affect the sales volumes with different strength[2]. 

However, the theoretical and methodological aspects of determining the 

effectiveness of marketing mix in today's conditions demand further developments 

and adjustments. 

In marketing theory the marketing mix is described as a balanced combination of 

controlled marketing elements which are used by the company to achieve its 

marketing goal in the target market[4]. Thus, the marketing mix contains manageable 

elements which can be directly generated and changed by the company during 



marketing activities, such as: to create a certain quality of the product, to set up the 

selling price of the goods, to determine the location and the form of their sale in the 

market and to create an appropriate promotion system. Thereby business expenses on 

each marketing mix item are directly related to the intentions of the company, its 

actual state in the market and external market factors. 

The result of marketing activities depends directly on the cost structure in the 

marketing budget. Determination of optimal ratio of the cost on marketing mix 

elements will conduce to obtaining the maximum effect from marketing activities and 

achieving marketing mix equilibrium. 

To determine the level of marketing mix equilibrium a coefficient of marketing 

mix equilibrium Kз  has been developed (the formula no.1): 
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Where nk - is actual level of the expense ratio on the n-marketing component in 

the company, 
nnork  - an expense ratio on the n-marketing component under 

equilibrium distribution. 

The value of the coefficient marketing mix equilibrium varies between 0 and 1. 

Taking this into account it is proposed to divide the range into 4 equal parts (Table 1). 

Тable 1 

The Scale of marketing mix equilibrium coefficient values 

Equilibrium coefficient value Marketing mix equilibrium 

rating 

0< Kз ≤0,25 The equilibrium level is high 

0,25< Kз ≤0,5 The equilibrium level is moderate 

0,5< Kз ≤0,75 The equilibrium level is low 

0,75< Kз ≤1 The marketing mix is not balanced 

If the value of Kз  is zero, then marketing components’ expenses can be 

designated as completely balanced. The higher Kз value the lower the equilibrium 

level. 



After the marketing mix equilibrium indicator was incorporated into research 

methodology of marketing activity the need to update the classic attitude to 

marketing control by adding equilibrium control has been appeared. (Table 2). 

Table 2 

Types of marketing control* 
Type of control Target of control Methods 
Annual plans’ 
execution 
control 

To determine whether 
planned results have been 
achieved  

Marketing analysis 
Analysis of market share 
Comparison of costs and sales 
Financial Analysis 
Marketing evaluative analysis , etc.  

Returns control To determine for what 
purposes the company use 
money and where they have 
been lost  

Returns rate by 

- goods: 
- territories; 
- byers; 
- market segments; 
- distribution channels; 
- the size of channels; 
- and so on. 

Performance 
control 

To evaluate and improve the 
effectiveness of spending 
money and the impact of 
marketing expenses 

To evaluate the performance of the 
- sales staff; 
- advertisement; 
- sales promotion; 
- distribution; 
- and so on. 

Equilibrium 
control 

To analyze the rationality of 
funds distribution between 
marketing elements 

The analysis of the marketing mix 
equilibrium level. Determination of 
the integral equilibrium index 

Strategic 
control 

To clarify whether the 
company uses its maximum 
capacity as to the markets, 
goods and distribution 
channels 

Marketing effectiveness evaluation  
tools 
Marketing audit 
Marketing quality revision 
Ethical and social company’s 
responsibility revision  

* Developed by the author using papers [1], [3]. 

Annual plans’ control is aimed at assessing the annual indictors of the company 

performance and comparing it with the planned indicators. It provides versatile 

analysis of the company’s state: competitive market position, financial stability, 

marketing activities. It is implemented by managers of medium and high level. 



Returns control is the evaluation and implementation of corrective actions for 

the purposes of ensuring a profitability of various goods, territories, customer groups, 

distribution channels, activities in different markets. 

Marketing control of the company level is focused in general at obtaining the 

information which is necessary for evaluation of marketing activities’ effectiveness 

and making management decisions based on it. 

Strategic marketing control is a regular check of the compliance of the goals, 

strategic guidance, company’s programs and other strategic marketing decisions to 

marketing and tradable opportunities which have been already existed and those 

which are forecasted. 

Thus, as a result of the control activities the effectiveness of strategic and tactical 

marketing plans of the company is evaluated as well as achievements in the field of 

marketing activities, the «Prices - Costs - Income» ratio and the results of 

innovations, etc. 

Marketing control at the level of marketing department aims to evaluate the 

effectiveness of specific aspects of marketing activities during the short runs and 

evaluate the management competence of this unit for the long run. 

Primarily the equilibrium control provides identification and evaluation of the 

equilibrium of company’s marketing mix components. 

Resulting effect of the control is a corrective impact on the controlled factors 

and development of recommendations for the adaptation of company’s activity to 

marketing environment factors that are not controlled[1]. 

Conclusions: Development of marketing mix equilibrium indicator provides, 

firstly, the analysis of the distribution costs efficiency in the marketing budget, and 

secondly , the emergence of a new type of marketing control , thirdly , the possibility 

of making the most effective management decisions. All this contributes to the 

business development and improvement of its competitive position in the market. 

 

References: 



1. Balabanova L.V. Marketynh pidpryyemstva . Navch. posib . / Balabanova 

L.V. , Kholod V.V. , Balabanova I.V. – K: Tsentr uchbovoi literatury , 2012 . – 612 s. 

2. Kapustina T.A. Formuvannya kompleksu marketynhu na pidpriyemstvakh-

vyrobnyka produktsii plodoovochevoi pererobky : avtoref. dys na zdobuttya nauk . 

stupeniv kand. ekonomii ̈ . nauk: spets. 08.00.04 «ekonomika ta upravlinnya 

pidpryyemstvamy » / T.A. Kapustina . – K, 2008 . – 22 s. 

3. Kotler F. Marketynh menedzhment . Per. z anhl. pid red. O.A. Tretyaka , L.A. 

Volkovoi , YU.M. Konturevskoho . / F. Kotler . – SPb: Vydavnytstvo «Piter» , 1999 . 

– 896 s. 

4. Marketynh : pidruchnyk / [ Pavlenko A.F. ; Reshetnikova I.L. , Voychak A.V. 

ta in. ] nauk . red. A. F. Pavlenko. - K: Derzhavnyy vyshchyy navchalnyy zaklad « 

Kyivskyy natsionalnyy ekonomichnyy un -t im .. Vadyma Hetmana » KNEU , 2008 . 

– 600 s. 

5. Pashchenko O.P. Stratehichne Upravlinnya rozvytkom pidpryyemstva / O. P. 

Pashchenko / / Visnyk Khmelnytskoho natsyonalnoho universytetu – 2011. – № 2 , 

T. 2 . – S. 99–103 . 

6. Shapran O.YE. Diahnostyka kompleksu marketynhu promyslovoho 

pidpryyemstva : avtoref. dys .. na zdobuttya nauk . kand. ekon . nauk: spets. 08.00.04 

« Ekonomika ta upravlinnya pidpryyemstvamy ( pidpryyemstva mashinobudivnoi ta 

metalurhiynoi Haluzii ) » / Olena Yevhenivna Shapran. – Luhansk – 2008 . – 19 s. 


