
простота, не перегруженность информацией, ле1'1(ость в запоминании ; 

• пластичность и гибкость ч>аж:формациJt образа. 

Фирма «WOOD - M1Z~1 успешно испол~.зует фир.аенный стиль, составляющиll часть ком­

муникационной политики. Разработана деловаJ11 докумеtrrаЦНJI с изображением торговой марки и сnо­

гаиа «From forest to final fonn», сувеинрна11 продукщ1J1, сnецоде~а и оформление фирменного транс­

порта, зпементы наружноil рекламы, ориrинальныll код выбитый на поверхности оборудования . 

ИмиджеВW! политика фирмы«WООD - МIZЕR11использует такой аспект, как место происхож­

дения компании. Во всех печатных, ф<Уrо и видео материалах, на ca.llтe в Интернете обращается вни· 

манне на аr.tериканское пронсхожденне фирмы и ее станков, что гарантирует бе11орусскнм потреби­

телям высокое качество товаров, имеюЩJtХ меJКДународное признание. 

По мнению специалистов фирмы, белорусский рынок рассматривается как весьма прнвnека­

·rелы1ый рынок, поскольку Беларусь едииствеинu С"Iраи в Европе с положитепь11ым лесным потен­

циалом . Сохранение позиций рыночного лидера в продаже распиловочного оборудования обусловли­

вает необходимость целенаправленной имиджевой политики, использования конкуренп1ых преиму­

ществ с цел ью завоевания потенциальных н привлечения новых белорусских потребителей . Фирма 

«WOOD - MIZER»uecьмa плодотворно работает над имиджем компании н торговой марки, что во­

площает конкуре11т11ые преимущества товара и занимаемую позицию на рынке. 

Prof.Dr. Livtrani 
Project Team Leader Т ЛCIS МВА 

MARКEТING МАNАGЕМЕNТ 

Therc sometimes is а strange fate for words; Marketing is а relatively young word, по more than 70 

years old, whilst Management is а word used Ьу siпce quite а longer period. 

But they met, once and since then they have Ьееп tтavelling together, all over the world, 1 mean all 

over the world of the culture of enterprise. Nowadays, we use the expression Marketing management mc1n· 

ing поt only that а company is being managed in а modem and efficient way but also that any activity now 

must Ье Market oriented. 

From this poiпt of view, the trip of Maпagement, Ьefore being Marketiпg maпagement, was really а 

1ong one. lt has been previously а Maпagement orieпted to product (who сап say he has ncver hcard the 

statement: "the bcst product wil\ always wiп, in the long run"?), latcr it was oriented to sales апd advertising 

("push the product to the customer and tell hi.m it's good for him at the Ьest price"), it has Ьееn technology 

oriented ("the most modem way ofproducing the goods wil\ make them selling Ьу themsclves") and, at the 

very end, in the present situation, oriented to the Mancet. 
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But а fur1hei- revolution is going on; it is not enough to look at the Market and to Ьаvе а pet"rnanent 

еуе on his needs that is to satisfy the components of an anonymous undistinguished Markcting. We had to 

satisfy our customc:rs and now we must love the consumcrs. 

ln а paralle\ path, which is the winning card? Wc had once to have а good product. Later the product 

had to Ье Ьeautiful , at а better price; latei- on was the struggle for conquering the customers through salesper­

sons. Now 1he figh1 is for keeping the customer. The key answer is quality; and qualily is the imperative de­

mand. Let's define qual ity: quality is not in the produc1. Qt1a\ity is in the perceplion of the customers. OnJy 

lhe perceived quality is the one the Custom:r is prepared 10 рау for. 

Jn almost any area of activity, the quanlity offered is higher than the market demand; we can easily 

say thal lhe cuslomcr has Ьссоmе the scarce resource. The cuslomer is now aware of his powcr. 

/f а cus1omcr has the power 10 decide the success of а producl {lc:t's not forget that under this de­

nomination Ьо1h tangiЫe goods алd services are included) he wanls 10 Ье nol only well treated bul aJso loved 

and even spoiled. There is not any Market Stтategy that will persuade а consumer to buy а product if he does 

not see an advantage for him in the purchase. There will always Ье another product, а valid a1temative for his 

sa1isfac1ion. 

Ву the way, 1 am referring 10 lhe customer as а "hc"; there is only one reason Гог this, which is the 

gender of 1he word but 1 want to underline that 1 mean he or she, the person, whatever the sex. ln rccent his­

lory оГ Markc1ing, 1he growing importance of "shc coпsumer" has becn iпcrediЫy high . Not only for the pur­

chase of lipsticks and a11cndance to "salon kraso1y" (that h11sbands aнend even more frequently) but for their 

brave figh ts againsl lhe behaviour of groups and companies (lc1' s rcmind 1he beefsteak batlle in USA and the 

Parmesan checse war in ltaly) that they won. 

When looking al lhis panorama, which сап Ье the sol111 ion, 1hat is the way that firrns and corporations 

have 10 follow in order 10 attain the main objeclivc of their enterprises? 

Bul 1 lhink it could Ье wort11while 10 have а brief thought about 1l1e goal of an enterprise, of an lnsti­

tution. Markcting Managcment refers to any hнman activity and not only to 1he framework ofЬig corporation 

10 which we (marketers, people living and working in this arca) агс so used to refer IO алd it does nol mean 

only scl ling cars and soft drinks. 

А powerful school of lhought considers lhe profit as the main goal ; 1 don ' t believe this. Profit is the 

consequence of а good Marketing Management and it is а tool for the development of 1he enterprise; but 1he 

ri:al goa\ is to achieve the mission, lhe го1е the person ог а group of persons has chosen to play in that seclor 

of activity. lf the goal were profit, thcre would no Ье any room for NGOs, churches, and schools of Higher 

Education. 
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1Ъе path is first of all to define the "business" (1 underline again that this word does not mean always 

that the pursue of а profil is the main component), that is the product and the customer. What do l do and lo 

whom shall l sell it? But this is only the first sшge; let's call it the Komarosky Rinok level (and please do not 

consider that as а lesser marketing) . When the m:irket competition is harsher, the question sшrts from thc po­

tential output ofthe enterprise, from its real capabilities and it is: among what 1 know how to do, at а reason­

aЫe cost, which one is the Market prepared to buy? 

That's the jump forward, the real difference: Marketing management means, most of anythi11g clse, tu 

Ье ready 10 match the prcsenl demand, that is to havc а product which can satisfy present demand and at the 

same time to Ье prepared to offer what can satisfy actually unsatisfied desires. 

Then, most of all, this means tha1 we have to undersШnd what is Ьehind thc demand, the needs only 

partially salisfied and rcady to express lhemselvcs in а diffcrent demand. Marketing management means lo 

guess the future . 

Therefore, just to reach а point, wl1ich сап Ье consideтcd as а provisional arrival, and standing point, 

marketing managcment means planning. Planning means а pcrrnanent intellectual exercise, а permanent re­

volving process, whcrc today facts and achievements build up the incoming plans and new plans crcate thc 

new day-by-day activity. 

That's the \vay Marketing manageтnent crcales its own dcvelopment: а permanent process ofinduc­

tion and deduction, from theory 10 prac1ice and from practice 10 1hcory. Based upon decision capacity, on а 

road paved of dangcr and success. 

Лнзакова Р.А . 

ГГТУ им . П .О. Сухого (Гомель) 

ПЕРСПЕКТИВЫ РАЗВИТИЯ МАРКЕТИНГА В РБ 

Практически 11а каждом nредпрн1пии создана служба маркетинга, на которую возложена в 

первую очередь функция продаж , во вторую - рекламы. В последнее врем11 руководител и высшего 

звена уста11овилн, что без исследова11ия рынка нельзя даже провести тактические мероприятия no 

продажам товара, нс говоря уже о стратегии развития. Следовательно, от службы маркетинга уже 

требуСТС11 анализ и прогноз рынка. Однако на 11редnриятиях нс созданы маркетинговые информаци­

онные системы . Все nоннмаю1, что нужен мониторинг рынка. С другой стороны, на nредприятю1х 11е 

хватает квалифицированных кадров по маркс-rингу. Диплом специалиста-маркетолога - 31'0 редкость 

для наших служб маркс-rш1га , •rто, в общем, связано с объектив1юй причиной : таких специалистов не 

так давно стали готовить. Тем не менее, фактически свобод11ых мест нет н молодой специалист может 

остаться без места работы по специа.11ьности . Следовательно, формально структура существует, а 
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