* [pOCTOTA, HE NEPErPYKEHHOCTH HHpOpMaLHEl, IErkoCTh B 3aNOMHHAHHM;
* naactTMyHOCTe W rubkocTs TpaHcdopmaunn obpasa. v

Dupma «WOOD —~ MIZER» ycnemso HCronb3yer GUPMEHHEIH CTHNL, COCTABNAIOMINA YaCTh KOM-
MYHMKAUMOHHON noanTuxu. Pazpaborana 1enoBas AOKYMEHTAUHA C H300paXEeHHEM TOProOBOH MapKH M Cno-
rana «From forest to final form», cysenupHas mpoAyKuus, cnenonexna ¥ ogopmnenne GHPMEHHONO Tpaxc-
NOPTA, MEMEHThI HAPYXKHOMN PeKNaMbl, OPHIHHANBHEIH KOJ BRIGUTHI Ha NOBEPXHOCTH 000PYAOBAHUA.

Umnpxkesas noautnka Pupmui«WOOD — MIZER»HCnons3yer Tako#i acnekT, KaK MecTo NpOMCXOxk-
aenns xomnanuu. Bo Beex nevatHbix, GoTO K BHACO MaTepuanax, Ha caiite B Mnrtepuere obpaiuaerca shu-
MaHHE HA aMEPUKAHCKOE NMPOHCXOXK/ICHHE (PHPMBI H €€ CTAHKOB, YTO rapaHTupyer Genopycckum norpebu-
TENAM BLICOKOE KaueCcTBO TOBAPOB, HMEIOLIHX MEXYHAPOIHOE NPH3HAHMKE.

Mo muennio cneunannucToB Pupmel, 6enopycckrit pHHOK PaccMaTpvBaeTCs Kak BECHLMA NpHBieKa-
TeNnbHBIA PLIHOK, NOCKONLKY Benapycs eauncTBeHnas ctpan B EBpone ¢ MONOXKHTENbHBIM NECHBIM NOTEH-
umanom. CoxpaHenue NO3MUHHA PHIHOYHOTO JIH/IEPA B NPOJANKE PACNIHIOBOYHOTO 000pyaOBaHHA 06YCNOBAN-
BaeT HEOOXOAMMOCTH UENEHANPABNEHHOH WMWKEBOH NONHTHKH, HCMONL30BAHHA KOHKYPEHTHBIX Npexmy-
WECTB € UENbIO 3aBOEBAHHA MOTEHUHANBHAIX H NMPHBIECYEHNA HOBBIX Genopycckux norpebureneii. Oupma
«WOOD - MIZER»BecbMa TUIOAOTBOPHO paboTaeT Hajl HMKIUKEM KOMIMAHMK W TOProBOi Mapkw, YTO BO-

NOIACT KOHKYPEHTHbIE NPEMMYLIECTBA TOBAPA H 3aHMMAEMYIO MO3HLUKIO HA PHIHKE.

Prof.Dr. Liverani
Project Team Leader TACIS MBA

MARKETING MANAGEMENT

There sometimes is a strange fate for words; Marketing is a relatively young word, no more than 70
years old, whilst Management is a word used by since quite a longer period.

But they met, once and since then they have been travelling together, all over the world, | mean all
over the world of the culture of enterprise. Nowadays, we use the expression Marketing management mean-
ing not only that a company is being managed in a modern and efficient way but also that any activity now
must be Market oriented.

From this point of view, the trip of Management, before being Marketing management, was really a
long one. It has been previously a Management oriented to product (who can say he has never heard the
statement: “the best product will always win, in the long run”?), later it was oriented to sales and advertising
(“push the product to the customer and tell him it’s good for him at the best price™), it has been technology
oriented (“the most modern way of producing the goods will make them selling by themselves™) and, at the
very end, in the present situation, oriented to the Market.
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But a further revolution is going on; it is not enough to look at the Market and to have a permanent
eye on his needs that is to satisfy the components of an anonymous undistinguished Marketing. We had to
satisfy our customers and now we must love the consumers.

In a parallel path, which is the winning card? We had once to have a good product. Later the product
had to be beautiful, at a better price; later on was the struggle for conquering the customers through salesper-
sons. Now the fight is for keeping the customer. The key answer is quality; and quality is the imperative de-
mand. Let’s define quality: quality is not in the product. Quality is in the perception of the customers. Only
the perceived quality is the one the Cuslom.cr is prepared to pay for.

In almost any area of activity, the quantity offered is higher than the market demand; we can easily
say that the customer has become the scarce resource. The customer is now aware of his power.

If a customer has the power to decide the success of a product (let’s not forget that under this de-
nomination both tangible goods and services are included) he wants to be not only well treated but also loved
and even spoiled. There is not any Market Strategy that will persuade a consumer to buy a product if he does
not see an advantage for him in the purchase. There will always be another product, a valid altemative for his
satisfaction.

By the way.‘l am referring to the customer as a “he”; there is only one reason for this, which is the
gender of the word but 1 want to underline that I mean he or she, the person, whatever the sex. In recent his-
lory of Marketing, the growing importance of “she consumer™ has been incredibly high. Not only for the pur-
chase of lipsticks and attendance to “salon krasoty” (that husbands attend even more frequently) but for their
brave fights against the behaviour of groups and companies (let’s remind the beefsteak battle in USA and the
Parmesan cheese war in Italy) that they won.

When looking at this panorama, which can be the solution, that is the way that firms and corporations
have to follow in order to attain the main objective of their enterprises?

But | think it could be worthwhile to have a brief thought about the goal of an enterprise, of an Insti-
tution. Marketing Management refers to any human activity and not only to the framework of big corporation
to which we (marketers, people living and working in this area) are so used to refer to and it does not mean
only selling cars and soft drinks.

A powerful school of thought considers the profit as the main goal; I don’t believe this. Profit is the
consequence of a good Marketing Management and it is a tool for the development of the enterprise; but the
real goal is to achieve the mission, the role the person or a group of persons has chosen to play in that sector
of activity. If the goal were profit, there would no be any room for NGOs, churches, and schools of Higher

Education.
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The path is first of all to define the “business” (I underline again that this word does not mean always
that the pursue of a profit is the main component), that is the product and the customer. What do I do and to
whom shall I sell it? But this is only the first stage; let’s call it the Komarosky Rinok level (and please do not
consider that as a lesser marketing). When the market competition is harsher, the question starts from the po-
tential output of the enterprise, from its real capabilities and it is: among what I know how to do, at a reason-
able cost, which one is the Market prepared to buy?

That’s the jump forward, the real difference: Marketing management means, most of anything else, to
be ready to match the present demand, that is to have a product which can satisfy present demand and at the
same time to be prepared to offer what can satisfy actually unsatisfied desires.

Then, most of all, this means that we have to understand what is behind the demand, the needs only
partially satisfied and ready to express themselves in a different demand. Marketing management means to
guess the future.

Therefore, just to reach a point, which can be considered as a provisional arrival, and standing point,
marketing management means planning. Planning means a permanent intellectual exercise, a permanent re-
volving process, where today facts and achievements build up the incoming plans and new plans create the
new day-by-day activity.

That’s the way Marketing management creates its own development: a permanent process of induc-

tion and deduction, from theory to practice and from practice to theory. Based upon decision capacity, on a
road paved of danger and success.

Jluzaxoea P.A.
I'TTY um. I1.O. Cyxoro (lomens)

NEPCNEKTHUBbI PA3BUTHSA MAPKETHHT'A B PB

TMpakTHyeckn Ha KaXaoM NPEANPHUATHH CO3JaHa cnyxba MapKeTHHra, Ha KOTOPYIO BO3NOXKEHA B
nepsylo oyepens GyHKUMA Npofax, BO BTOPYIO - pekiambl. B nocieanee Bpems pyKOBOAWTENH BbiCiuero
IBEHA YCTAHOBMAM, YTO Ge3 MCCNENOBAHMA PLIHKA HENb3R A@KE (POBECTH TAKTHYECKUE MEPONPHATHA M0
NPOAAXaM TOBApa, HE rOBOPA YKe O cTparterun passutna. Cnenosarensho, ot cnyGbl MapkeTHHra  yxke
Tpebyercs aHanui u nporuo3 peiika. OAHAKO HA NPEANPHATHIX HE CO3AAHBI MAPKCTHHIOBbIE MH(BOPMALIA-
OHHBIE CHCTEMbI. BCe MOHUMAIOT, 4TO HYXKEH MOHWTOPUHT phiiKa. C Apyroii CTOPOHb!, Ha NPEANPHATHAX He
XBaTaeT KBANM(PUUMPOBAHHBIX KAAPOB NO MApKETHHTY. JINNJIOM cCneunanucTa-MapkeTonora - 310 peiKocTs
ANS HAWKX cAyxD MapKeTHHTa, 4To, B 0b1eM, CBA3aHO ¢ 06BEKTHBHOM NPUYKHOIN: TAKMX CNEUHANKCTOB He
TaK IaBHO CTaNy roToBUTL. Tem He MeHee, GakTHIeCKH CBOGOAHBIX MECT HET K MOAO/ION CNELMANNCT MOXET

ocratecs Ge3s mecta pabotel no cneunansHocTH. Cnenosatensho, GopManbHoO CTPYKTypa CyuwlecTsyer, a
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