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FORECAST RESEARCH IN SUBSTITUTING MARKETING 

DECISIONS: METHODOLOGICAL APPROACHES AND 
APPLICATION FEATURES 

 
Abstract. The article is devoted to the consideration of methodological principles 

of predictive marketing research for making management decisions in the current 
market conditions. The role of forecasting as a component of the enterprise's marketing 
system and a significant tool for making strategic management decisions is 
substantiated. Modern forecasting methods used in marketing research are analyzed. A 
structural and logical sequence of the model of the process of conducting predictive 
research in substantiating marketing decisions is proposed, which includes the stages 
of information collection, analytical data processing, selection of a forecasting method, 
forecast formation and making marketing decisions. It is established that the decisive 
role in ensuring the most accurate values of forecast estimates is played by such stages 
of forecasting as the formation of an information base and the selection of forecasting 
methods. In view of this, the main emphasis in conducting research and developing 
proposals for strengthening the methodological support of forecasting evaluation was 
placed on the issue of choosing forecasting methods. In order to ensure a high level of 
validity of the results of choosing forecasting methodological approaches, criteria and 
an algorithm of actions for selecting the most effective forecasting methods were 
developed. As a criterion for selecting the most acceptable among numerous 
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forecasting methods, it is proposed to use the degree of maximum closeness between 
forecast values obtained by different methods. The closeness of forecast values is 
planned to be determined by the coefficient of variation based on the root-mean-square 
deviation of forecast estimates from their average value. The sequence of actions of the 
algorithm for selecting the most acceptable and accurate forecasting methods are 
developed. The results of testing the implemented recommendations at enterprises of 
the beer and non-alcoholic industry are presented. It is proved that the use of modern 
analytical technologies allows increasing the accuracy of forecasting, reduce the level 
of uncertainty and ensure the formation of competitive advantages of the enterprise. 

Keywords: forecasting marketing research, justification of marketing decisions, 
risk reduction, forecasting methods, marketing management, strategic marketing, 
choice of forecasting methods, marketing information system. 
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