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In a dynamic economy characterized by constant structural, technological, and
institutional changes, the development of enterprise management systems that provide
flexible and targeted influence on profitability becomes increasingly important. This is
because traditional management approaches, which primarily focus on internal
production processes and cost reduction, are often insufficient for ensuring stable
revenue growth and long-term financial performance. Against this backdrop, the
authors conducted a comprehensive study of marketing-oriented management as an
integral component of enterprise management, with a subsequent justification of its
impact on profitability. The study emphasizes that marketing-oriented management
differs from traditional functional approaches by considering the influence of the
external market environment and integrating the principles of marketing management
across all enterprise functions. Its key components include flexible market and
consumer behavior analysis, adaptive market segmentation and target market
selection strategies, product and pricing policies, hybrid distribution and promotion

channels, as well as monitoring the effectiveness of marketing management decisions.



The comprehensive application of these components enhances competitiveness, fosters
customer loyalty, and systematically impacts enterprise profitability. The theoretical
value of the study lies not only in formalizing but also in systematically illustrating
that marketing-oriented management directly affects an enterprise s financial results,
since every decision—from product and pricing to distribution channels and
communications—is aimed at meeting market needs, increasing sales volumes, and
improving margins, ultimately boosting profitability. The practical significance of the
study lies in clearly demonstrating the potential for integrating marketing-oriented
management into enterprise management systems. This is achieved through the
comprehensive application of marketing management principles at all levels of
management, the creation of a system for flexible response to changing market
conditions, and ensuring the sustainable transmission of marketing-oriented influence
across all management levels. Future research directions include examining the
impact of digitalization and innovative technologies on the effectiveness of marketing-

oriented management and its ability to enhance enterprise profitability further.

B ymosax oOumamiumoi exowmomiku, w0 Xapakmepusyemvcs NOCMIHUMU
CMPYKMYPHUMU, MEXHONOSIYHUMU MA  THCMUMYYIUHUMU  3MIHAMU,  OCOONIUBO2O
3HaueHHs Habyeac opmyeanHs cucmem YNpPAGNiHHA NIONPUEMCMBAMY, 5K
3a6e3neuyroms HyUKUll i YilecnpamMo8anull 6niue Ha npudbymrosicms. Lle symoeneno
Mmum, Wo MpaouyiluHi nioxXoou 00 MEHEONCMEHMY, OPIEHMOBAHI NEePEeBaNCHO HA
BHYMPIWHI  8UPOOHUYI npoyecu ma CKOPOYEHHs eumpam, O0edani wacmiuie
BUABTIAIOMBCA  HEOOCMAMHLO — ePeKMUSHUMU Ol 3a0e3nedeHHs.  CMmadilbHO20
3pOoCmaHHs  00X00i6 ma 00820CMPOKOGUX (piHaHcosux pe3yremamis. Biomax
NPOBEOEHO KOMNJIIEKCHE OO0CNIONCEHHS MAPKEMUH2-OPIEHMOBAHO20 YNPAGIIHHA 5K
CKAAOHUKA CUCEMU MEHEOHNCMEHMY NIONPUEMCIBA 3 NOOANUUM OOTPYHIMYBAHHAM
HAanpsamis 1020 enaugy Ha npubymkogicme. Y medcax 00CnioNHceHHs: 36epHEeHO yeazy
Ha me, Wo MapKemuH2-OpIiCHMOBAHe YNPABIIHHA GIOPISHACMbCA 810 MPAOUYILIHO2O0
@DYHKYIOHAILHO2O NIOX00Y MUM, W0 6PAX08YE BNIUE 306HIUHLOCO DPUHKOBOZO

cepedosuwia ma iHmezpye NPUHYUNU MAPKEMUHS08020 MEHEOHCMEHMY V 6C QOyHKYIT



nionpuemcmea. Mozo Knouo6i CKIGOHUKU 6KIIOYAIOMb: 2HYYKULL AHAI3 PUHKY Ma
NOBEOIHKU CHOJCUBA4ie; cmpamezii eHyukKoi ceameHmayii ma eudopy uYilbo8o2o
PDUHKY, HPOOYKMO8I ma YIHOGI NONMUKY, 2IOPUOHI KaHanu 30ymy [ NpoCy8aHHs,
MOHImMOpUHe epekmugHOCmi MapKemuH208UxX YNpasuiHcbkux piueHs. Kownnexche
3aCmocy6aHHs OKpeclieHux CKAAOHUKIG 003807151€ niosuwUmu
KOHKYPEHMOCHPOMONCHICIb,  chopmysamu  JOSUIbHICMb — KIIEHMIE | CUCMEMHO
enaUBamMuU Ha Npubymrosicms nionpuemcmea. leopemuuna YiHHICMb OOCHIONCEHHS
3YMO6/IeHa He auuie Gopmanizayicio, ane ti CUCMeMHON LIIOCMPAayielo mozo akmy,
WO MAapKemuHe-opiEHmosane YNpaeiiiHi 0e3n0cepeoHbo 6NAUBAE HA (DIHAHCOBI
pe3ynvmamu niOnpuEMCmea, OCKiLIbKU KOJICHe PilleHHsT — BI0 NpoOyKmy i YiHu 00
Kauanie 30ymy ma KOMYHIKAYiti — CHpAMOBAHEe HA 3A0080JIeHHS. PUHKOBUX NompeD,
NIOBUUEHHS 00CA2I8 NPOOAICI8 | MAPIHCUHATILHOCTE, WO, 8 KIHYeBOMY pe3Vilbmami,
30inbutye npubymrosicms. llpaxmuyna yinHicms 00CTIONCEHHS NONACAE 8 HAOUHOMY
008€0CHHI MONCIUBOCMEN THMe2payii MapKemuH2-OpIEHMOBAHO20 YNPAGIIHHA Y
cucmemy MeHeodcMeHmy nionpuemcmed. Lle Oocseacmuvcs uepes  KomniexkcHe
BUKOPUCMAHHSL  NPUHYUNIE  MAPKeMUH208020 MEHEO0’CMEHMY HA 6CIX PIBHAX
VAPABNIHHA NIONPUEMCIMBOM, CHBOPEHHS CUCIEMU SHYYKO20 DeazyBaHHsi Ha 3MIHU
PUHKOBUX YMO8 [ 3a0e3neyeHHs CMIUKOi Mpauciayii MapKemuHe-opiEHmMo8aHo20
6nIUGy Ha 6Cix pieHsAx ympaeninuA. Ilepcnekmusu nooanvuuux O0CHOHCEHD
nonsearoms y GUBUEHHI GNAUGY YUPPOsI3ayii ma IHHOBAYIUHUX MEXHON02I Ha
ehexmusHicms ~ MApKemMuHe-OpiEHMOBAH020  YNPAGIIHHA Ma 1020 30AMHICHb

niosuwysamu nPuOYmMKOBiCms NiIONPUEMCME.

Keywords: marketing-oriented management, enterprise management;
market analysis; pricing strategy, product policy;, marketing communications
adjustment, principles of marketing management.
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MeHeOHCMEeHMY.



Problem statement. In a dynamic economy marked by constant structural,
technological, and institutional changes, developing enterprise management
systems that exert flexible and targeted influence on profitability is especially
important. Traditional management approaches, which primarily focus on internal
production processes and cost reduction, are increasingly insufficient for ensuring
stable revenue growth and long-term financial performance.

These challenges are particularly pronounced in industrial enterprises, small
and medium-sized businesses, and companies operating in highly competitive
markets, where consumer preferences, technologies, and distribution channels
evolve rapidly. Enterprises that concentrate solely on cost optimization and
production capacity utilization—without accounting for shifts in consumer
demand, customer value expectations, the growth of digital marketing tools, and
competitors’ actions—miss opportunities to increase sales, which negatively
impacts profitability even when internal operations are efficient.

In this context, there is a growing need to adopt marketing-oriented
management grounded in a deep understanding of consumer needs, market trends,
and the competitive landscape. This approach enables enterprises to create
competitive products, implement effective pricing strategies, and establish efficient
distribution channels, thereby driving revenue growth, enhancing customer loyalty,
and ultimately increasing profitability.

Analysis of research and publications. 1t should be noted that certain aspects
of marketing-oriented management within enterprise management systems have
been explored by D. Dotsenko [1], Lambin, J.-J., and Schuiling, Isabelle. [3], N
Cherniy A., Ovsienko N., and Cherniy V. [6], P. Kotler, and K. Keller [2]. These
scholars particularly emphasize the importance of integrating marketing strategies
into the overall management system, highlighting key elements such as developing
a value proposition for consumers, analyzing market trends, and managing
customer relationships. Moreover, M.V. Odrekhivskyi [4] emphasizes the

importance of adapting marketing decisions to rapidly changing market conditions,



optimizing enterprise resources, and enhancing competitiveness through innovative
approaches to market engagement.

Nevertheless, a comprehensive study of marketing-oriented management as
an integral component of enterprise management, along with an analysis of its
impact on profitability, remains absent in the literature. This gap gives rise to
several systemic issues, including insufficient alignment of marketing strategies
with an enterprise’s financial and operational objectives, limited use of analytical
tools to assess the effectiveness of marketing initiatives, and a lack of
methodological approaches to measure the direct impact of marketing decisions on
financial performance. Addressing these shortcomings is essential for improving
management efficiency and ensuring the sustainable development of enterprises in
today’s dynamic market environment.

Formulation of the article's objectives. The aim of this article 1s to conduct a
comprehensive study of marketing-oriented management as an integral component
of enterprise management and to substantiate its impact on profitability.

The paper main body. Within the scope of the outlined study, marketing-
oriented management is considered a modern managerial concept which, according
to the research of M. V. Odrekhivskyi [4], involves the integration of marketing
principles, tools, and approaches across all levels and functions to enhance
enterprise performance. Accordingly, the purpose of this approach is to identify
and satisfy consumer needs, ensure competitiveness, and achieve strategic
development objectives, including improved financial efficiency and enterprise
profitability.

In line with the views of L. V. Shulha, I. O. Tereshchenko, V. Yu. Horiley [5],
and M. V. Odrekhivskyi [4], it is argued that, unlike the traditional functional
approach, marketing-oriented management is aimed not only at optimizing internal
processes but also at systematically accounting for the influence of the external
market environment. Consequently, it entails the comprehensive integration of
marketing principles into all organizational functions. The main components of this

approach include [3-4; 6]:



. Flexible market and consumer behavior analysis — whose focus is defined
and continuously adjusted in accordance with changes in market conditions
and customer needs.

. Adaptive segmentation and target market selection strategies — aimed at
developing and optimizing the uniqueness of the value proposition (UVP)
for consumers.

. Product policy — focused on adaptive management of the product life cycle,
enhancing competitiveness, and meeting consumer needs.

. Pricing policy — flexibly adjusted based on market conditions, product
value, and the enterprise’s financial objectives..

. Hybrid distribution channels and communication (promotion) policy —
ensuring effective product access for consumers and fostering customer
loyalty.

. Monitoring and evaluation of marketing decision effectiveness — assessed
through their impact on enterprise profitability and the achievement of
strategic goals.

When effectively combined, the targeted interaction of these components

enables not only timely responses to changes in consumer demand or increases in

sales volumes, but also the formation of managerial influence that directly adjusts

enterprise profitability (Table 1).

The impact of marketing-oriented management elements on enterprise

profitability can be illustrated by the example of the Ukrainian non-alcoholic

beverage producer, LLC “Svizhyi Smak,” which implemented this concept in its

management system starting January 1, 2021. Specifically:

1. Market and consumer behavior analysis — The company studied consumer
preferences within the 18—-30 age group and identified an increased demand

for natural and low-calorie beverages.



Table 1. Formalization of the impact of marketing-oriented management

elements on enterprise hrofit

Component of
marketing-oriented

Main function of the component
within the marketing-oriented

Impact of the component on
enterprise profitability

management management system
. Identifyin tomer n . .
Flexible market and de ymg custome ceds, Enables timely adaptation of
. _|analyzing market trends, and :
consumer  behavior . ... |offerings, prevents revenue losses,
. assessing the competitive .
analysis : and increases sales
environment.
. . Enhan th fficien f
Segmentation and | Defining target customer segments ances ¢ chiciency 0
: . marketing expenditures, attracts
target market|and developing a unique value

selection strategies

proposition (UVP).

more high-value customers, and
improves margins

Managing the product life cycle

Builds customer loyalty, stimulates

Product policy . . repeat purchases, and increases
and enhancing competitiveness.
product revenue
Flexible pricing that takes into|Optimizes profitability by
Pricing policy account market conditions, costs,|balancing price and sales volume,
and financial objectives. maximizing revenue
H.ybl.qd . product ) - Expands market reach, increases
distribution channels | Ensuring product availability and .
. . . sales volumes, and drives profit
and communication |effective promotion.
. through customer loyalty
policy
Momto.rmg and . .. |Allows timely strategy
evaluation of | Measuring outcomes and adjusting C ..
. .. . . optimization to maximize profit
marketing  decision|actions accordingly. . . .
. and achieve strategic objectives
effectiveness
Source: created by the authors based on [3-4; 6]
2. Adaptive segmentation and target market strategies — Based on the

analysis, the company defined the target segment as ‘“health-conscious

consumers” and developed a unique value proposition: natural drinks

without artificial additives with modern packaging design. Product

segmentation is dynamically adjusted in response to changes in consumer

preferences, market trends, and competitor actions, allowing the company to

quickly adapt to market conditions and maintain profitability. For example,

in March 2022, following a surge in demand for low-sugar fruit drinks, LLC

“Svizhyi Smak” promptly added new flavors to its product line, resulting in

a 10% increase in sales in the first quarter without additional product

development costs.



3. Product policy transformation — Through the launch of a new product line
with various flavors, which automatically adapts to seasonal demand and
individual consumer preferences.

4. Hybrid distribution channels and communication policy — Products are
promoted through social media, online stores, and traditional retail outlets,
ensuring broad consumer access.

5. Monitoring and evaluation of effectiveness — By tracking monthly sales
volumes, market share, and product margins, the company is able to adjust
its strategy in real time.

Six months after implementing marketing-oriented management, sales of the
new product line at LLC “Svizhyi Smak™ increased by 35%, and profits rose by
28% compared to the same period in 2020. Over the following three years, a stable
positive trend was observed: by the end of 2021, sales had grown by 42% and
profits by 33% relative to 2020; in 2022, sales and profits increased by 48% and
39%, respectively, compared to 2021; and in 2023, sales and profits reached 55%
and 45%, respectively, relative to 2022 levels.

This example demonstrates that the effective integration of all components of
marketing-oriented management not only enables timely responses to changes in
consumer demand and increased sales volumes, but also establishes managerial
influence that directly enhances enterprise profitability.

In this context, the integration of marketing-oriented management into an
enterprise management system involves the comprehensive application of
marketing principles, tools, and approaches across all levels of management. A key
direction for integrating marketing-oriented management into strategic enterprise
planning is embedding flexible activities aimed at meeting market needs through:

1. Integrating marketing insights into the enterprise’s strategic objectives.

2. Establishing a system for flexible response to changing market conditions.

3. Engaging all management levels in implementing marketing-oriented
influence.

Integrating marketing insights into the enterprise’s strategic objectives is a
process in which the results of marketing research and market analysis are used to

shape the enterprise’s key development directions. Data on consumers,



competitors, and market trends are not merely collected; they directly inform
managerial decisions regarding product or service selection and production
volumes, priority market segments, pricing strategies and distribution channels, as
well as the enterprise’s financial goals (profitability, sales volume, and return on
investment) [2; 5]. A more detailed overview of the components that ensure the
integration of marketing insights into the enterprise’s strategic objectives is
presented in Table 2.

Table 2. Components ensuring the integration of marketing insights into the

enterprise’s strategic objectives

Description of the function of the|Expected impact on enterprise

t . . o
Componen flexible response system operations and profitability

Using data on  consumer|Optimization of  production
preferences and demand to|resources, reduction of excess
determine which products/services |inventory, and increased sales and
to produce and in what quantities. |profitability.

Selection of products
or services and their
production volumes

Improved efficiency of marketing
campaigns, attraction of higher-
value customers, and increased
revenue.

Identifying target consumer groups
to focus marketing and production
efforts.

Priority market
segments

Determining  optimal  pricing
Pricing strategies and |models and selecting the most
distribution channels |effective channels to deliver
products to consumers.

Maximization of margins, market
expansion, and stimulation of sales
volumes.

Enterprise  financial
jecti . . . Ensuri fitabili
objectlve‘s' Setting specific financial targets nsuring revenue and' pro itability
(profitability,  sales . . growth, and monitoring the

based on marketing analysis. . . .
volume, return on effectiveness of strategic decisions.
investment)

Source: created by the authors based on [2; 5]

Thus, marketing insights form the basis of strategic planning, ensuring that
the enterprise’s key objectives align with actual market needs and contribute to
profit growth.

The establishment of a flexible response system involves implementing
mechanisms and procedures that enable the enterprise to rapidly adapt its
operations to changes in market conditions, consumer demand, and competitor
actions. This includes [2-3]:

e Real-time monitoring of the market and consumer behavior;

¢ Adapting the product portfolio and pricing policy;



e Rapid adjustment of marketing communications;
e Regular evaluation of decision effectiveness and prompt implementation of
changes.

Such a system allows the enterprise to respond to market changes in a timely
manner, minimize losses, and directly enhance profitability.

Engaging all management levels in the implementation of marketing-oriented
influence i1s a process in which marketing principles, insights, and strategies are
actively integrated into the activities of all management tiers, from top
management to operational staff. The goal is to ensure that all departments are
consistently oriented toward meeting market needs and improving profitability.
This includes (see Table 3): hierarchical alignment of managers; coordination of
departmental objectives with the marketing strategy; fostering a market-oriented

corporate culture; and developing internal communications to transmit marketing

influence throughout the organization [5-6].

Table 3. Components ensuring the engagement of all management levels in

implementing marketing-oriented influence

marketing strategy

objectives

Component of] L : . . :
influence Description of the function of the|Expected impact on enterprise operations and
. . engagement component profitability
implementation
Providing managers at all levels .
. . . ; . Improved soundness of managerial
Hierarchical with up-to-date information on the|, *. .
. decisions, faster response to market
alignment of|market, consumers, and .
. : changes, and optimized resource
managers competitors, and ensuring access to .
L allocation
marketing insights
Alignment of|Defining tasks for each department|Coordinated efforts of all departments
departmental (production, sales, R&D, logistics)|toward achieving marketing and
objectives with the|in line with strategic marketing|financial  objectives,  enhancing

overall performance

Development of a

Enhancing employees’ marketing

Establishment of a unified approach

. competencies and encouraging|to meeting market needs, increased
market-oriented e . .
initiatives oriented toward|customer  loyalty, and  higher
corporate culture o
consumer needs profitability
Enhancement of|Organizing  training  sessions,|Ensuring clarity of marketing
internal meetings, and internal platforms|objectives at all management levels,
communications to|for  sharing information onjrapid implementation of changes
transmit  marketing/marketing objectives and|across departments, and improved
influence performance results operational efficiency

Source: created by the authors based on [2-3; 5-6]




Through these components, coordinated efforts of all enterprise departments
toward achieving marketing and financial objectives are ensured.

In effect, marketing-oriented management influences enterprise profitability
because it focuses on market needs and the effective satisfaction of consumers,
rather than solely on internal processes.

Conclusions. The study demonstrates that marketing-oriented management
differs from the traditional functional approach by accounting for the influence of
the external market environment and integrating marketing principles across all
enterprise functions. Its key components include flexible market and consumer
behavior analysis, segmentation and target market selection strategies, product and
pricing policies, hybrid distribution and promotion channels, as well as the
monitoring of marketing decision effectiveness. The integrated application of these
components enhances competitiveness, fosters customer loyalty, and directly
contributes to enterprise profitability.

The theoretical significance of the study lies not only in the formalization of
marketing-oriented management but also in the systematic demonstration of its
direct impact on an enterprise’s financial performance. This impact arises because
each managerial decision—from product development and pricing to distribution
channels and communications—is oriented toward satisfying market needs,
increasing sales volumes, and improving margins, which ultimately leads to higher
profitability.

The practical significance of the study is reflected in substantiating the
feasibility of integrating marketing-oriented management into the enterprise
management system. This integration is achieved through the comprehensive
application of marketing principles at all management levels, the establishment of
a flexible response system to changing market conditions, and the effective
transmission of marketing-oriented influence throughout the organizational

hierarchy.



Future research directions include examining the impact of digitalization and
innovative technologies on the effectiveness of marketing-oriented management

and its ability to enhance enterprise profitability further.

Jlireparypa

1. Houenko [JI. IloHATTS Ta CTPyKTypHU3allis CHUCTEMH YIpPaBIiHHS
MIIIPUEMCTBOM Ha 3acajax MapkeTuHry. Hayxosuil gicnux Iloniccsa. 2025. Ne 1
(30), pp. 413-424.

2. Kotler Philip, Keller Kevin Lane. Marketing Management
15th Edition, Pearson Education, 2016. p. 814.

3. Lambin  Jean-Jacques,  Schuiling  Isabelle. = Market-Driven
Management: Strategic and Operational Marketing. 3rd edition, Palgrave
Macmillan, Louvain-la-Neuve, Belgium. 2012. 584 p.

4. OppexiBcbkuiit M. B. MapkeTUHIOBO-OpIEHTOBAHE  YIIPAaBIIHHS
peKpeaniiHiMi  1HHOBA-I[IHHUMHU  MANPUEMCTBaMU: MoHOorpadis. Jporooud:
PBJITY. 2009. C. 488.

5. [Iynera JI. B., Tepemenko I. O., Topimeii B. H. Cucrema
MapKETUHIOBOI'O MEHEKMEHTY TianpueMctBa. Aepocsim. 2019. Ne 18. C. 63-67.

6. Yepuiii A., Oscienko H., Yepniii B. MapkeTuHr-opieHTOoBaHe
yOpaBliHHS Yy (apManeBTUYHIN TPOMUCIOBOCTI. Exonomiunut oennd. 2025. No

197. C. 303-309.

References

1. Dotsenko, D. (2025), "The concept and structuring of the enterprise
management system based on marketing", Naukovyy visnyk Polissya, vol. 1 (30),
pp. 413-424.

2. Kotler, Philip and Keller, Kevin Lane. (2016), Marketing Management
15th Edition, Pearson Education, Boston, USA.



3. Lambin, Jean-Jacques, and Schuiling, Isabelle. (2012), Market-Driven
Management: Strategic and Operational Marketing. 3rd edition, Palgrave
Macmillan, Louvain-la-Neuve, Belgium.

4. Odrekhivs'kyy, M.V. (2009), Marketynhovo-oriyentovane upravlinnya
rekreatsiynymy  innova-tsiynymy  pidpryyemstvamy  [Marketing-oriented
management of recreational innovative enterprises], RVDDPU, Drohobych,
Ukraine.

5. Shulga, L.V. Tereshchenko, [.O. and Goriley, V.Yu. (2019),
"Enterprise marketing management system", Agrosvit, vol. 18, pp. 63-67.

6. Cherniy A. Ovsienko N. and Cherniy V. (2025), "Marketing-oriented
management in the pharmaceutical industry", Ekonomichnyy ohlyad, vol. 197. pp.

303-3009.

Cmamms naoiviwna 0o pedaxyii 01.01.2026 p.



