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The aim of the article is to determine the directions of carrying out marketing researches by concrete manufacturing enterprises and to develop approaches to
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directions of marketing researches for concrete manufacturing enterprises, which take into account a high degree of risk of their entrepreneurial activity. It is
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Medoko U. A. OnpedeneHue HanpaeneHuii MapKemuH208bIX
uccnedosaruii npednpusmuamu-npousgodumensamu bemoHa

Lensto cmambu fensemcs onpedeneHue HanpaeneHull nposedeHus map-
KemuHz08bIx uccaedosaHuli npednpuamuamu-npou3sooumenamu bemona
U paspabomka no0xo008 K 0P2aHU3AUUU U (PYHKUUOHUPOBAHUI modcucme-
Mbl MapKemuHao8bix uccaedosaruli Ha amux npednpusmusx. B cmamee
060CHO8aHA HE0bX00UMOCMb Paspabomku cneyuguyeckux HanpagneHul
MapKemuHao8bIx uccnedosanuli 0na npednpusmuii-npoussodumeneli be-
MOHa, Komopbie y4uMbIBaOM BbICOKYIO CMeneHb PUCKA UX MpednpuHUMa-
menbckoli desmensbHocmu. pedaaeaemca MapkemuH208ble Ucciedo8aHus
ocywecmenamo 1o 08yM HAMPABAEHUAM: MAPKEMUH208ble UCCed08aHUs
PLIHKG (UCCnedosaHue cnpoca Ha HeABUHUMOCMb, uccnedosaHue meHoeH-
yuli 8 cmpoumensHoli ompacau; uccnedo8aHue UHHOBAYUOHHbIX MEXHOO-
2ull 8 mpoussodcmae cmpoumesnbHbIX MamMepuanos u 8 cmpoumenscmee;
uccned0BaHuUEe KOHBIOHKMYPbI PIHKA; UCCAEA08AHUE KOHKYPEeHUUU HA PbiH-
Ke; Mpo2HO3Hble UCCe008aHUS) U UCCed08aHUS MAPKEMUH208020 MoMeH-
Yuana (aHaAU3 KOHKYpeHmMocrnocobHoCMu npednpuamus u e2o npodyKyuu;
OYEHKa UMUOMa npednpusmus u e2o npodyKyuu; npoeHo3Hyle uccaedoea-
HUA cBbIMa; MPO2HO3HbIE UCCAeA0BAHUA YeHbl; UCCAed08aHUs npodause-
HUS; UCCe008aHUE CeaMeHMO8 PbIHKG).

Kntovesble cnoea: HanpaeneHus mapkemuHaoesix uccredosarull, npeo-
Mpus-us-npou3sodumenu 6emoHa, MapKemuHao8ble Ucced08AHUS PbIHKA,
uccne008aHUS MApPKeMUH208020 MOMeHYUAna

Puc.: 3. Tabn.: 1. buba.: 12.

Medbko UpuHa AHamonuesHa — KAHOUAAM 3KOHOMUYECKUX HayK, doueHm,
doyeHm, Kachedpa mapkemuHaa, O0ecckuli HAYUOHANbHLIL MoaUMexHuYe-
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MedbKo I. A. BusHa4eHHA HANPAMIe MapKemuH208UX
docnidxceHb nidnpuemcmeamu-eupobHUKamu 6emoHy

Memoto cmammi € 8U3HaYeHHA HaNpAMie NPosedeHHs MAPKeMUH208UX
docnideHs nionpuemcmeamu-8upobHUKamu bemoHy i po3pobka nioxodie
00 opeaHi3ayii ma (hyHKYiOHYBAHHA NidcUCMeMuU MapKemuH208ux 00Csi-
OxeHb Ha yux nidnpuemcmeax. Y cmammi 06rpyHmMosaHo HeobxioHicmb
po3pobeHHs cneyuiyHUX Hanpamie MapkemuHz08ux 00CAiOHeHb 015
nionpuemcme-8upobHuUKie bemoHy, 8pAX0BYIOYU BUCOKUL CMYMiHb PUSUKO-
8aHOCMI ix MIONPUEMHUYLKOI QifiIbHOCMI, 3aMPONOHOBAHO MAPKeMUH208i
docnidmeHHs 30ilicHiosamu 30 080Ma HAMPAMAMU: MApKemuH208i 00-
CAIOMEHHA PUHKY (D0CAiOMEeHHA nonumy Ha Hepyxomicme; 00CAiOHeHHS
meHOeHyili y bydieenbHili eanysi; docnioeHHs iHHOBAUIlIHUX mexHonoaili
y 8upobnerHi bydieensHux mamepianie ma y 6ydisHuymei; 00cioHeHHs
KOH'IOHKMYPU PUHKY; 00CAIOMEHHS KOHKYPEHUii Ha PUHKY; NMPpo2HO3HI 00-
CNiOMEHHS) ma 00CAIOHEeHHS MaPKeMUH208020 NOMeHYiany (aHani3 KOH-
KypeHmocrnpomoxHocmi nionpuemcmea i (io2o npodykuii; ouiHKa imioxcy
nionpuemcmea i tio2o npodyKuii; npoeHo3Hi docniOHeHHs 36ymy; npoeHo3-
Hi 00CniOHEeHHS iHU; 00CAiOHeHHA NPOCy8aHHs,; 00CAIOMEHHS ceameHmie
DUHKY).

Knwoyosi cnoea: Hanpamu mapkemuHeogux 0ocnioxceHs, nionpuemcmea-
BUPOBHUKU 6emoHy, MapKemuHzo8i 00CNIOMEHHA PUHKY, O00CAIOHEHHS
MapKeMUH208020 NOMeHuyiany
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General formulation of the problem. Enterprises
manufacturing concrete and concrete products are a link of the
construction materials industry, which serves as an indicator
of macroeconomic changes in the country. The construction
industry and the construction materials industry are the first

to feel a forthcoming crisis, the first to suffer from restriction
of credits and rise in interest rates on them, the first to reduce
production or go bankrupt. And, on the contrary, in the years
of economic recovery construction and production of con-
struction materials grow at a frenetic pace providing jobs for
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a large number of workers and giving a stimulus to develop-
ment of related industries. This happens due to a large pent-
up demand for housing. According to the Monitoring Report
“On the general scheme of planning of the territory of Ukraine”
published by the Ministry of Regional Development, Construc-
tion, Housing and Communal Services, the average level of
housing in the country is 23.7 square meters per person. This
level is the lowest in Europe, where housing ranges from 35 to
45 m? per person [1].

Concrete manufacturing enterprises produce ho-
mogeneous products, which can be sold in a short time to
construction organizations located at a distance of no more
than 50-70 km from the producer. Therefore, these enter-
prises are characterized by a high degree of entrepreneurial
risk, which requires the marketing department to introduce
a marketing information system for the company to moni-
tor the external and internal environment and marketing
research.

Analysis of recent researches and publications. Today
marketing research due to its importance in providing infor-
mation, on the basis of which management decisions are made,
as well as to complex and specific procedures and techniques of
its conducting, is a separate industry growing rapidly and cov-
ering a lot of research organizations. According to the Ukrai-
nian Marketing Association, in 2013 the volume of marketing
research in Ukraine amounted to 487.10 million UAH, which
is 8.4% higher than the corresponding figure in 2012, and in
2012, the marketing research increased by 26.7% compared to
the year 2011 [2]. On the Ukrainian market in this area there
functions more than 70 companies, including such well-known
international agencies for social and marketing research as
TNS, GFK, AC Nielsen etc. There are a great variety of tech-
niques and methods used to carry out marketing researches.
In Ukraine there has been formed a scientific community con-
sisting of the leading teachers of high educational establish-
ments publishing essential and fundamental works in this area.
Among them it is worth noting such scientists: A. V. Zozulov,

S. M. lllashenko, S. A. Solntsev, A. A. Starostina, A. V. Fedo-
rchenko, O. I. Yashkina.

Highlighting the earlier unsolved parts of the general
problem. Despite a large amount of materials on marketing
research, the problem of the organization and functioning of
marketing research subsystems in the field of the manufactur-
ing of concrete and products from it remains unsolved. Risks
of entrepreneurial activity of these enterprises are too high,
the character of their work is special. Therefore, the system
of marketing research of concrete manufacturing enterprises
should provide information on forecasting future threats and
opportunities by means of special tools (methods, techniques,
programs).

Formulation of aims of the article. The aim of the
article is determining directions of carrying out marketing
researches by concrete manufacturing enterprises and devel-
oping approaches to the organization and functioning of the
marketing research subsystem at these enterprises.

Statement of the basic material of the research. Mar-
keting research is a subsystem of the marketing information
system at the enterprise and, unlike its subsystems, which work
in the monitoring mode (subsystems of collecting external in-
formation and the internal reporting), it acts periodically, that
is, in case of need to obtain information for making a manage-
rial decision. Marketing research is a tool used to measure the
risks of entrepreneurial activity, make decisions on the enter-
prise development strategies and development of the market-
ing mix (Fig. 1).

The multidimensional nature of marketing research and
its importance for decision-making was noted in the definition
of the International Code on Market and Social Research ICC/
ESOMAR. “Marketing research is a key element within the to-
tal field of marketing information. It links the consumer, cus-
tomer and public to the marketer through information which is
used to identify and define marketing opportunities and prob-
lems; to generate, refine and evaluate marketing actions; and to
improve understanding of marketing” [3].

Sector of marketing environment analysis

1. Enterprise N

Marketing information system

2. Suppliers

3. Intermediaries
4. Competitors

5. Contact groups

1. Internal reporting
subsystem

3. Marketing research
subsystem

Market

6. Consumers
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9. Scientific and technical factors
10. Natural factors

NL 2. Subsystem
(] of gaining external
marketing
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11. Cultural factors
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Fig. 1. The sector of marketing environment analysis at the enterprise [4]

The founders of the Ukrainian school of marketing re-
search S. M Illashenko, S. O. Solntsev, A. O. Starostina, A. V. Fe-
dorchenko in the definitions of marketing research make em-
phasis on two aspects: strategic and functional. The strategic

one highlights the goals and objectives of marketing research,
the functional one focuses on its functions (Table. 1).

To determine the development strategies for assessing
entrepreneurial risk and making managerial decision by en-

Mpo6rnemn ekoHomikm Ne 2, 2015

161



[ | EKoHoMmiKa Ta ynpaBniHHA nignpnemcTeamu
Table 1
Definitions of marketing research by domestic scientists

Ne Definitions Source
Marketing research is a complex category that, depending on specific purposes may include many

1 constituent elements. In general, it is focused on a deep study of trends and parameters of the Fedorchenko A. V.
business environment by means of a wide range of indicators using formalized criteria and proce- 5, p. 205]
dures.
Marketing research is a primary means of collecting and analyzing information necessary to make
economically sound decisions in permanently changing conditions of the market environment. It Illashenko S. M., B

2 is marketing research that provides an opportunity to assess the market conditions and the com- askakova M. Yu.
petitive position of the enterprise and to determine the directions of its development adequateto | [6, p. 5]
external conditions and potential of the enterprise.
Marketing research is a systematic process of planning, collection, analysis and presentation of Zozulev ALV

3 | market information necessary for decision-making in relation to the enterprise product-market Solntsev S, A 7,0.17]
strategy aimed at the most complete coordination of interests of producers and consumers. AP
Marketing research is a systematic process of setting research purposes; identification of the
volume, collection, analysis of the objective market information and development of recommen- Starostina A. O

4 dations for making specific managerial decisions regarding any elements of the product-market
strategy of the organization and methods of their implementation in order to achieve high perfor- [8, p. 25;9, p.19]
mance of its activity in a particular marketing environment.

terprises manufacturing concrete and products from it, it is
also necessary to conduct marketing research. To determine
the tasks that can be solved with its help, let us consider the
modern classification of marketing researches according to the
purposes, directions and methods of their implementation.

There are several different approaches to defining the
purpose of marketing researches. So, Neresh K. Malkhorta
considers that marketing researches are carried out either to
identify the problem or to solve it. Among the researches to
identify the problem he highlights the following [10, p. 35]:

* market potential research;

* market share research;

*  image research;

 market characteristics research;

* sales analysis research;

+ forecasting research;

* business trends research.

To researches aimed at solving problem Malkhotra N.K.
classifies the following:

* segmentation research;

*  product research;

*  pricing research;

* promotion research;

* distribution research.

The enterprise undertakes the problem identification
research in the case of the need for information to identify
the problems and risks that are not apparent on the surface.
The problem-solving research is undertaken to solve specific
marketing problems. Somewhat different classification based
on marketing research purposes is offered by A.V. Zozulev and
S.A. Solntsev. In their opinion marketing researches can be di-
vided into fundamental and applied ones [7, c. 24-25]. Funda-
mental marketing researches deal with determination of basic
market patterns and trends:

*  basic marketing laws;

* trends in the development of economy, industry and

commodity markets;

* household conditions.

Applied marketing researches are conducted to find
a solution to the specific management problem of the enter-
prise. Among them the authors name the following:

* demand for the enterprise products;

* level of customer loyalty;

* brand image;

* condition of distribution channels;

*  customer service quality.

A. O. Starostina holds the same opinion. She believes
that the fundamental marketing researches are the market re-
searches and the applied ones are intended to solve problems
of a particular company [8, p.27]. O. I. Yashkina offers to divide
innovation marketing researches into marketing researches of
the market potential and research of marketing potential.

“If the enterprise has an intention to carry out innovate
activity, it is necessary, at first, to collect information about
the market environment: market conditions, competition, dy-
namics of changes in supply and demand, consumer behavior,
macroeconomic factors that may affect the changing of market
trends ... this is the research of innovation market potential”
[11, c. 25]. The author offers to consider researches of innova-
tion marketing potential the research concerning improvement
of the enterprise marketing mix.

Summarizing the classification of marketing researches
based on the purpose, as it is mentioned above, we suggest
developing the one that takes into account the specifics of
economic activity of enterprises manufacturing concrete and
concrete products and its risks. Here is the reasoning for the
classification of the marketing researches according to the
purpose. Enterprises manufacturing concrete and concrete
products belong to the construction materials industry, which
together with construction and design organizations form the
construction and industrial complex (CIC). The CIC in its turn
inextricably linked to many sectors of production of goods and
services. The dynamics of the CIC development is reflection
of the economic processes in the country both at the macro
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and household level. Advanced development of the construc-
tion materials industry contributes to development of capital
construction, maintenance at the appropriate level of existing
facilities and development of social infrastructure, provision of
the population with shelter. The CIC and its components are
considered an indicator of the society welfare.

Enterprises manufacturing concrete and concrete prod-
ucts are suppliers of products for the construction industry,
which in its turn depends entirely on the demand for real es-
tate, which is caused by its ability to be acquired by the popula-
tion or commercial structures. In our opinion, in this situation,
a “chain” of total intersectoral risks is formed (Fig. 2).

Construction materials Construction projects
- offerin offeringindustr
anstructlon . I > Construction I d > Real estate
materlgls production industry market
industry <
Demand for Demand for
construction materials construction projects

Fig. 2. The chain of total intersectoral risks

In the case of the growth in the demand for real estate, the
number of construction projects increases and, consequently,
the demand for construction materials increases as well. That
is, the primary cause of the growth in the demand for construc-
tion materials is the demand for real estate. The demand for
real estate depends on many factors, which in turn are subject
to special marketing research. Thus, the task of marketing re-
search is to identify the trends in the real estate market and the
construction industry.

Enterprises manufacturing concrete and concrete
products carry out their economic activity in a competitive
environment. For enterprises of the industry it is extremely
important to conduct research of the market, competition on
the market and predict future market changes. Without this
information, the enterprise is not able to work out strategic
development plans and hold or improve a competitive posi-
tion on the market. It is also important to trace innovative
technologies in the production of construction materials,
implementation of which will give the company a competitive
advantage.

Therefore, the first purpose for enterprises manufactur-
ing concrete and concrete products to carry out marketing
research is the market researches. These, in our opinion, in-
clude:

= research of the demand for real estate;

* research of trends in the construction industry;

* research of innovative technologies in the production

of construction materials and construction;

= market conditions research;

* research of competition on the market;

* forecasting research.

The second purpose for conducting marketing research-
es at enterprises manufacturing concrete and concrete prod-
ucts, in our opinion, is the marketing potential research. That
is, the definition of vectors, on which the marketing activities of
the enterprise can be improved. These researches include:

* analysis of the competitiveness of the enterprise

and its products;

* evaluation of the enterprise image and its

products;

* forecasting sales research;

* forecasting pricing research;

* promotion research;

* market segmentation research

Competitiveness of the enterprise production in a nar-
row product range is a key factor for its survival and efficiency
of its operation. Evaluation of the enterprise by its customers,
the organization credibility, high evaluation of the product
quality are also a key factor for success on the highly com-
petitive market of construction materials. All the above factors
form the concept of image, which also needs to be investigated
with the help of special scientific and methodical approaches.

Seasonality of construction works affects the demand
for construction materials, so identifying general trends that
have developed in sales of the products it is possible to receive
areliable forecast of demand for the future that allows optimiz-
ing work of all departments. Manufacturing concrete and con-
crete products is energy and material intensive. The increase in
prices for energy and raw materials can result in bankruptcy of
the enterprise or a sharp decline in its profitability. So we con-
sider it necessary to obtain forecasts of prices for the enterprise
products by means of specially developed techniques.

Consumers of production of manufacturers of concrete
and reinforced concrete products are not homogeneous, there-
fore, it is necessary to conduct marketing researches, which
will provide characteristics of each segment, select target seg-
ments and develop effective communication activities for each
of the segments.

The generalized scheme of marketing researches classifi-
cation according to the purpose for enterprises manufacturing
concrete and concrete products is shown in Fig. 3. According to
their directions marketing researches are divided into explor-
atory, descriptive and causal. The exploratory research, which
has another name — the prospect one — is gathering informa-
tion for deeper understanding of the marketing problem. They
are conducted either with the help of collection and analysis of
secondary information — the so-called desk research — or by
qualitative research. Qualitative researches primarily include
focus groups and in-depth interviews, as well as researches in
projective techniques. Descriptive researches include research-
es, by means of which the information describing the charac-
teristics and functions of the market is received. They are car-
ried out by the methods of interviewing or observation. Causal
researches allow revealing the cause and effect relationships,
such researches are conducted by means of experiments.

For enterprises manufacturing concrete and concrete
products exploratory researches based on collection and anal-
ysis of secondary information are most relevant. First, such
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Marketing research purpose

!

Marketing research

: * research of the demand for real estate |
| = research of trends in the construction industry :
| = research of innovations in the manufacturing of
I construction materials and construction |
: = research of market conditions |
| = research of competition on the market :
| = forecasting research |
| |
| I
| ]

1

Marketing potential research

: * analysis of the competitiveness of the |
| enterprise and its products :
| * evaluation of the enterprise image and its |
I products; |
: « forecasting sales research |
| = forecasting pricing research :
| * promotion research |
: * market segmentation research |
. l

Fig. 3. Classification of marketing researches according to the purpose for enterprises manufacturing concrete
and concrete products

researches do not require large financial expenditures nec-
essary to conduct focus groups, interviews and experiments.
Secondly, such researches can be carried out by the enter-
prise marketer familiar with certain procedures and methods
of their conducting. Thirdly, information for specific tasks of
these researches is available in the Internet environment, or in
special literature.

To study the demand for real estate marketers need to

collect information in the following areas:
dynamics of housing prices in a given region;

* dynamics of putting housing into operation;
dynamics of putting commercial real estate into
operation;
dynamics of capital investments in housing
construction;
dynamics of cash expenditures of households.

Analysis of the above indicators will allow determining

the factors influencing the demand, and forecasting the devel-
opment of the real estate market in the future. To study the
trends in the construction industry is necessary, first of all, to
determine the degree of influence on its performance of such
factors as the season and the demand for real estate. The sea-
sonal factor should be studied using monthly data of concrete
production for the period of five years. According to the model
of decomposition of the time series the market researcher re-
ceives seasonal indices, characterizing the demand for concrete
in different seasons, as well as the general trend — the trend,
according to which medium-term forecasts of production are
received. All other directions of marketing researches shown
in Fig. 3 can also be carried out by analyzing secondary in-
formation: about innovative technologies in development of
construction materials and construction [12], on the market
conditions, competition on the market, and so on. Descriptive
researches are mass interviews or observations that are usually
financially costly and conducted at studying consumer goods
on the B2C market. But there are certain types of descriptive
researches that will allow providing important information for
enterprises manufacturing concrete and concrete products.
This is, above all, observations. Observations can relate, first,
to behavior of other market participants — consumers of con-
struction materials, producers of construction materials, real

estate buyers, and secondly — determination of the optimal
location of production.

Conclusions. On the basis of the stated material we
can make the following conclusions: the concrete manufac-
turing industry is an industry with a high-risk activity, so the
enterprises of the industry require special tools of marketing
researches to reduce the risk of entrepreneurial activity. First
of all, enterprises manufacturing concrete should pay attention
to marketing research: research of the demand for real estate,
research of trends in the construction industry, and so on. The
second direction of marketing research of enterprises manu-
facturing concrete is research of marketing potential used to
determine the optimal marketing mix.
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