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BUILDING BUSINESS PROCESSES AS A WAY TO IMPLEMENT THE
SYSTEM APPROACH IN MARKETING MANAGEMENT

HAJIAT'OJIKEHHS BI3BHEC-TIPOIIECIB SIK CIIOCIB PEAJIIBALIIL
CUCTEMHOI'O HIIAXOAY B MAPKETUHI'OBOMY MEHE/KMEHTI

The article is dedicated to the study of systematic approach manifestations in
management, in particular, in the marketing management of the enterprise. The authors reveal the
essence, peculiarities and advantages of applying a systemic approach in marketing management
and management of marketing department of the enterprise. For this purpose, the marketing
department in the organization is described as a system and its main components are defined. The
study found that the implementation of a systematic approach in marketing management and
management of marketing department can be implemented through the formalization and
debugging of relevant business processes. The authors analyse the approaches to the definition of
the concept of "business process”, describe the structure and identify the main components of
business processes in marketing management and management of marketing department of the
enterprise. Leaning on the classical sequence of stages of marketing activity of the enterprise, the
authors constructed a scheme for mapping the main business processes in the management of
marketing and the activities of the marketing department at the enterprise. The research of
business processes in the marketing management, which reflect the main stages of marketing
activity and their clear understanding, allows us to identify weaknesses in the organization of the
marketing activity at the enterprise, to plan, allocate and use resources more efficiently, and also
provides the opportunity to implement long-term planning and effective business scaling. To do
this, in the paper proposed a description of the main ways of formalizing (describing) business
processes such as text, tabular and graphical. The features of application of each of the described
methods of business process formalization, as well as their advantages and disadvantages are
highlighted and described. The authors analysed in detail the advantages of using business
processes in the management of the marketing activity, as well as identify the symptoms that
indicate the need to improve the business processes of marketing management / activities of the
company. Also, in this paper the authors identify and analyse the main methods of improving
business processes in the marketing management of the enterprise.
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Cmammio npucesaueHo OO0CHIONHCEHHIO NpPOsBi8 CUCMEMHO20 Ni0X00y 6 YNpasiiHHi,
30Kpema, 8 YNpAaeiiHHi CIyHcO010 MapKemunzy Ha NiONpuemMcmei. Aemopamu po3Kpumo cymo,
ocobnusocmi ma nepesazu 3aCmMOCY8aHH CUCMEMHO20 NIOX00Y 8 YNPAGIIHHI MAPKEMUHSOM ma
CyaHc6010 Mapkemunzy niOnpuemcmei. /s ybo2o onucano CiryxiHcoy Mapkemuney 8 opeanizayii K
cucmemy ma 6U3HAYEHO i OCHOBHI CK1a008i. B Xx00i OocnioxcenHs 6useieHo, wjo peanizayis
CUCMEMHO20 NiOX00Y 8 YNPAGNIHHI MAPKEMUHSOM Ma CIYHCOOI MapKemuHzy NiOnpuemcmeda
Modice Oymu peanizoeana WAXoM ¢opmanizayii ma 8i0na2004ceHHs BION0BIOHUX 0Oi3Hec-
npoyecie. Asmopamu npoaHanizo8ano NiOXoou 00 BU3HAYEHHA HNOHAMMA «Oi3Hec-npoyecy,



ONUCAHO CMPYKMYPY Ma BUHAYEHO OCHOBHI KOMHOHeHmu Oi3Hec-npoyecié 6 YnpaeninHi
MapkemuHeom ma cayxcboro mapkemuney nionpuemcmea. Cnuparoyucs Ha - KIACUYHY
HOCTIO0BHICIb emanie MapKemuH2080i OisLIbHOCHI NIONPUEMCIEA, ABMOPAMU NOOYOOBAHO CXEMY
8I000padiceH HsT OCHOBHUX OI3HeC-npoyecié 8 YNPAGIIHHI MAPKEeMUHeOM ma OISNbHOCMI CILyHcOU
MapkemuHey Ha nionpuemcmsi. Jlocniodcenns Oi3Hec-npoyecié 8 CayicOi MapKemuHzy, sKi
8i000padicaromob OCHOBHI emanu MAapKemuHe080i OisIbHOCmi 1 iX uimke po3YMIHHA 003805€
8UABIAMU CLAOKI MicYsi 8 opeaHizayii ciyicoOu mapkemuHey Ha NiONPUEMCMBI, payioHAIbHIiue
nIaHy8amu, po3nooiiamu ma SUKOPUCNOBY8AMU DECYPCU, A MAKONC 3a0e3neuye MONCIUBICMb
peanizayii 00620cmMpoOK06020 NIAHYBAHHA MA ePEeKMUBHO20 Macumabyeanus oisnecy. /[ ybo2o
Y pobomi 3anponoHO8aAHO XAPAKMEPUCMUKY OCHOBHUX Cnocobieé gopmanizayii (onucy) oOizHec-
npoyecie makux K mekcmosuil, maoauyHui ma epagivnuil. Budineno ma poskpumo ocooiugocmi
3ACMOCYBAHHS KONCHO20 3 OXAPAKMEPU308aHUX cnocodie ¢opmanizayii 6izHec-npoyecis, a
makooic ix nepeeazu ma HeOONIKU. Aemopamu pobomu 0emanibHO NPOAHANIZ08AHO Nepesazu
3acmocyeanus Oiznec-npoyecié 8 YNPAGIiHHI CAYHCOOI0 MapKemuuzy, a mMaKodC GU3HAUEHO
cumnmomu, SKi c8iouamsv Npo HeoOXIOHICMb BOOCKOHANEeHHs OIi3Hec-npoyecie YnpaeiinHs
MAPKEeMUH2OM/OISIbHOCMI  CIYHCOU MapKemuHney nionpuemcmea. Takoxc 6 Oauii pobomi
aemopamu UHAYEHO Ma NPOAHANI308AHO OCHOBHI Memoou 800CKOHANEHHs Oi3nec-npoyecie 6
CLYoUcOi MapKemun2y niOnpuEMCmaa.
Kiro4oBi ciioBa: cucteMHMIA TiAX14, MApKETHHTOBHI MEHEIKMEHT, Oi3HEC-TIPOLIECH

Introduction. Modern market conditions make enterprises constantly look
for ways of business development, increase of efficiency of its activity and increase
of competitiveness. That is why foreign companies have long been focusing on
business processes as a method of managing the company's internal environment. In
Ukraine, process-oriented management is still rather poorly developed, and
difficulties with the transition to this approach arise because of the lack of
awareness of the effectiveness of such innovations by the company's management.

A lot of foreign researchers, such as Rybakov M.Yu., Repin V.V., Eliferov
V.G., Roter M., Kondratiev V.V., Kuznetsov M.M., Andersen B. were engaged in
the analysis of business processes as a key element of management.

Among the domestic scholars, the business process problems are not very
popular, but in this sphere there are the achievements of such researchers as Arefiev
A.V., Chernobay L.l., Lipych L.G., Komandrovskaya V. E. However, all these
studies are carried in mainly descriptive character and focus on the definition of the
concept of business process, the classification of business processes, description of
the structure and some principles of their implementation on the enterprise.

As in the modern economy, the activity of the marketing service directly
affects the competitiveness of the enterprise, the issue of improving the
management of marketing at the enterprise is relevant, which is possible by
implementing a systematic approach to debugging business processes within the
marketing service.

Setting objectives. The purpose of writing an article is to determine in what
appears a systematic approach to marketing management and what are the benefits
of its application. During the research, the concept of the business process will be
defined, the possibilities of implementing the system approach in marketing
management through the establishment of business processes will be explored, the



business processes in the marketing service and the advantages of applying business
processes in marketing management will be described.

Methodology. The methodological basis of the study was the theoretical
provisions set forth in the works of domestic and foreign authors. Solutions to
scientific problems were carried out using the following research methods: a
systematic approach, a method of theoretical generalization and scientific
abstraction.

Main results. The system approach is based on the general theory of systems
L. von Bertalanffy and has found its application in many fields of activity, including
management. The systemic approach assumes that each of the elements constituting
the system has certain own goals. However, the essence of the system approach is to
increase the efficiency of the organization as a whole by taking into account the
influence of all factors affecting the organization and the interrelations between its
elements.

For the first time, the need to view management as a single, continuous
process began to be discussed in the middle of the 20th century. And since then the
system approach to management has become more popular every year.

The system approach is also used in marketing management in an enterprise,
where the system is understood as a certain integrity, consisting of elements of the
marketing service, each of which contributes to the functioning of the whole (Fig.
1). Elements of the marketing service as a system include marketing goals,
functions, processes, the structure of the marketing service and marketing
personnel. At the entrance, this system receives money capital, information
(external and internal), technology (marketing, management, etc.), transforming
them into marketing results (profit, loyalty, image, etc.).

Processes
Money capital
Information Structure Functions Results
Technology
Personnel

Figure 1 - Marketing service as a system.
Source: compiled by the authors on the basis of [8]

So, the main task of the head of the marketing department at the enterprise is
to see the marketing service as a whole, and as an interrelated set of interacting



elements. He should take into account that any control effect on any component of
the marketing service necessarily leads to consequences that are reflected in all
elements of the system.

For example, a change in the goals of the marketing service necessarily
affects the functions of the marketing service, which in turn affects the organization
of internal processes, the structure of the service and the personnel involved in the
performance of functions.

Features of the system approach in marketing management are as follows:

- clear definition of goals and establishment of their hierarchy;

- Achieve the best results at the lowest cost by using the tools of comparative
analysis and choosing how to achieve the goals;

- a broad, comprehensive evaluation of all possible performance results using
a quantitative interpretation of goals, the definition of methods and ways to achieve
them.

The main advantages of applying the systems approach in marketing
management are:

- the formulation of goals and elucidation of their hierarchy before any
activity related to management, especially with decision-making, integration or
taking into account personal goals and interests of staff for the purpose of
marketing;

- the ability to make managerial decisions weighing their impact on the
activities of each of the subsystems of the marketing service;

- the possibility in the management process to take into account the structure
(type of structure, communications), the functional purpose (functions of
subsystems, elements), the integrative aspect (identifying the objectives of the
system, the contradictions and ways to eliminate them), the communicative aspect
(identifying links with other subsystems and elements) and the historical aspect
(study of the stages of the development of the system, forecasting its prospects) [1];

- a relatively low level of costs for the modernization of the marketing
management system due to the possibility of decomposition of the system and the
modular principle of its construction;

- high level of fitness for automation due to unambiguous interpretation

categories, procedures and standardization of algorithms for solving
management problems [2].

Thus, the means of the system approach contribute to a deeper awareness of
the structural and functional content of management phenomena, their multifaceted
interrelationships with each other and the environment, the actions of various
system-forming factors, their existence and development.

The implementation of a systems approach in marketing management can be
built by establishing business processes within the system, because business
processes are successive functional chains that are interrelated and on which the
overall state of the entire system depends.



According to the definition of Thomas Davenport and James Short, the
business process is a set of logically interconnected actions performed to achieve a
certain "exit" of business activity [3]. M. Rybakov defines the business process as a
clear, many-repeated sequence of actions that are performed to obtain a given result
[4]. M. Robson and F. Ullach define the business process as a work flow, moves
from one person to another, and for large processes, probably from one department
to another [5]. In any company, you can identify tens, hundreds and even thousands
of processes. They can be simple enough or can have complicated branched circuits.

For all business processes, the presence of an "exit" of the business process,
the "input" of the business process and the "resource™ of the business process is
characteristic. The "exit" of a business process is a material or information object or
service that is the result of a process and is consumed by external customers. The
"exit" of the business process can include: finished products, documentation,
information, personnel, technology, etc.

The "input" of a business process is the resources that become "output"
during the process. It includes: raw materials, materials, semi-finished products,
documentation, information, personnel. A "resource" of a business process is a
material or information object that is constantly used to execute the process, but is
not its “input”. Resources include: information, personnel, equipment, software,
infrastructure, etc.

Business processes within the marketing service are related to marketing
goals: the goals determine the form and content of all business processes in the
marketing service. Each process has its own goal, which is the criterion of the
effectiveness of the process - how optimally this process leads to its achievement.
The goals of all processes within the marketing service are goals of the lower level,
through the implementation of which the top-level goals are achieved - the
marketing goals. In fact, the activity of the marketing service is a set of
interconnected business processes that reflect all the stages of marketing activities
in the enterprise. Associating business processes within the marketing service with
the marketing activities indicated by Zozulyov A.V., the conditional structure of
business processes can be depicted in Fig. 2.



Business processes related to the development of a market strategy

Business processes for analysing Business processes for the construction of the
market opportunities development strategy
1. Business processes of collecting 1. Business processes for selecting target
external marketing information . markets
2 Business processes of collecting 2. Business processes for the development
and analysing internal marketing . of positioning .
information 3. Business processes related to competitive
behaviour
4. Business processes of developing a
strategy of behaviour in international markets

Business processes related to the development of a product strategy
1. Business processes related to the commodity strategy
2. Business processes of pricing
3. Business processes for planning the distribution system
4. Business processes related to promotion

Business processes associated with the implementation of marketing strategy
1.Business processes that describe the adoption of management decisions
2. Business processes for planning marketing activities
3. Business processes of creating organizational structures
4. Business Processes for Monitoring Results

Figure 2 - The main groups of business processes in the marketing department
Source: developed by the authors

Describe business processes in the marketing department should start with the
most frequently repeated, complex (involving many executors and resources) and
branched out. For example, most companies (other than major international
companies) rarely encounter the processes of developing a strategy of behavior in
international markets as part of marketing activities, so the description of this
business process will not be a priority for them.

Since business processes are standard workflows and they are repeated many
times, it follows that business processes can be logically written down, and then
improved and made more efficient.

All the ways of describing business processes can be divided according to the
format of the presentation into text, table and graphic. The choice of one or another
method depends on the branching in the middle of the business process, the number
of employees involved in the process, the number of input and output resources etc.
Advantages and disadvantages of each of the ways are summarized in Table. 1.



Table 1 - Advantages and disadvantages of business process description formats

Defscrlptlon Advantages Disadvantages

ormat

Text Simplicity, there is no need for Low level of formalization, poor

training structuring

Table Good structuring Weak possible to display process
branches

Graphic Visibility, best perception Need _for staff training to use the
graphic format

The text format for describing does not require detailed explanations. This is
a description of the business process using text. The main advantage of such
descriptions is the flexibility in expressing any nuances of the process by means of
language. In fact, text descriptions of business processes don’t have certain
standards, and an enterprise can use any form of structuring of textual information
convenient for it. From this follows and the main drawback - the weak
formalization of descriptions.

To describe the process in tables, you can use the format shown in Table 2.

Table 2 - An example of a table format of describing the business process

Ne Function Executor - Resource -
Incoming Outcoming
1 Function Nel Executor A
N Function NeN Executor D

For the graphic representation, special notation systems have been developed
for visualizing business processes, for example, IDEFO, BASIC FLOWCHART,
CROSS-FUNCTIONAL FLOWCHART, BPMN and others. The modelling of the
BPMN business process is schematically illustrated in Fig. 3.



Zone of responsibility 1 Zone of responsibility 2

Prohlem 1

Conditions 1
Problem 3

Conditions 2

Problem 2 ©

Figure 3 - Modelling a hypothetical business process by the BPMN

This description of the business process allows the employees and
management of the marketing department to expand their work processes into
separate steps, assess the effectiveness of each of them and put everything back into
a single effective chain of actions. Such a revision of the usual routine actions for
employees makes it possible to get out of the so-called zone of unconscious
competence.

Being in the zone of unconscious competence, staff rarely reconsiders the
process of handle their routine duties. Thus, all ineffective business process links
have low prospects of being discovered and improved. Identification of
shortcomings in each element of business processes allows to increase the overall
effectiveness of the marketing service as a system.

Describing business processes, each employee has the opportunity to see his
participation in the process and go beyond his part of the process, seeing himself as
an element of business. Understanding the company's marketing processes and their
place in this processes brings back to employees a sense of meaning and value of
the work they do, which allows them to realize how the results of their activities
turn out to be in the overall business results, correlate goals in their area of work
with the company's global marketing goals. Establishment of such interconnection
of local and global goals can be carried out by describing business processes,
provides a systemic effect when all elements of the business work for a common
result, rather than each in isolation.

The description of business processes helps to relate each employee to the
zone of his responsibility. This eliminates the possibility of duplicating functions, is
reflected in increasing the efficiency of the use of labour resources.



The allocation of business processes in the marketing service also allows, in
the event of any problems or a decrease in efficiency, to identify the weak links in
each process. This is possible provided that the outgoing results are correctly
defined at each step of the process. Each step of the process should leave a trace in
the form of clearly defined results. If the person responsible for a certain step of the
process can not characterize its results, arises the question about the necessity of
this link in the process in general.

The described business process characterizes the sequence of execution of the
process steps. By dividing the processes in the marketing service into stages and
analysing them, we can compose them back in the optimally defined and most
effective sequence. As a result, the formalized business process reduces the
likelihood of missing any of the stages and the inconsistency of performing the
steps, and thus positively affects the effectiveness of each stage and business
process in general.

A clear description of each stage of the business process also allows you to
set the duration of the cycle of the business process, because the described functions
within each step allow you to determine the workload for employees and evaluate it
in a time dimension. Of course, depending on the specifics of the company's
activities, estimating the duration of the business cycle can be quite difficult.
However, if this is not done, at the highest level of management difficult for
implementation becomes the possibility of long-term planning. At the lowest level,
we cannot avoid delaying the delivery of work in stages, underloading or reloading
personnel, which in the end reduces the effectiveness of the marketing system.

In the process of marketing management, it is important to determine in a
timely manner which business processes need improvement. Business process
management issues are acute when, at a certain stage in the development of the
marketing service, failures in the interaction of departments, managers, employees
become regular and begin to negatively affect the effectiveness of the system. On
the way "goal is the result™, obstacles begin to occur, the signs of which can be:

- Conflicts between participants in the business process;

- Loss of information;

- Duplicating functions;

- Exit the business process beyond certain time limits;

- Occurrence of unnecessary unforeseen expenses;

Improvement of business processes leads in general to lower costs, cycle time
and error rates. In general, there are four main methods for improving business
processes:

1. FAST methodology. The rapid decision analysis technique is a
"breakthrough" approach that focuses the group's attention to a certain process
during a two-day meeting to determine the ways in which the group can improve
this process within the next 90 days. Before the end of the meeting, management
approves or rejects the proposed improvements.



2. Benchmarking of the process - a systematic analysis of the development of
higher quality goods, services, projects, equipment, processes and procedures
(standing principles) to improve the current activity of the organization, by
examining how different organizations (benchmarking partners) perform the same
or similar operations. Typically, the benchmarking process reduces costs, cycle time
and error rates by 20-50%.

3. Approach to the redesign of the business process. During the redesign of
processes, an imitation model of the current state is constructed. After that,
rationalizing measures are applied: elimination of bureaucracy, elimination of
duplication, simplification of methods, shortening of the cycle duration, protection
against errors (analysis of the current problem), simplification of communication
systems in the process, standardization of results, automation, mechanization,
application of information technologies in the process.

4. Reengineering of the business process. This approach is similar to the one
that the organization uses in the initial design of a business process, because this
method involves actually setting up the process from scratch. This approach
provides a fresh look at the process goals and completely ignores the existing
process and its structure. This approach is used in cases where the business process
IS so outdated that it is not even worth trying to save it or partially improve it.
However, if management decides to use this approach for more than 20% of the
main business processes, this should alert the management, since this may be a
signal that the main problem is related to more global management problems. [5]

Effective marketing management is ensured by the successful functioning of
business processes in the marketing service. They play an important role in the
formation of an agreed department structure, management; lay the foundations of
competitiveness, company image; contribute to higher labour productivity and
profitability of the enterprise.

Conclusions. The application of the system approach allows to consider all
elements of the marketing service in interrelation with each other. To effectively
manage the marketing service, you need to take into account that any control effect
on any component of the marketing service necessarily leads to consequences,
affects all elements of the system. One way to implement a systems approach in
marketing management can be to establish business processes within the system.
Business processes in the marketing service reflect the main stages of marketing
activities and their clear understanding allows us to identify weaknesses in the
organization of marketing services in the enterprise, more rational use of resources,
provides the opportunity to implement long-term planning and effective business
scaling.

In this article the manifestation and advantages of applying the system
approach in the marketing service were investigated. The marketing service as a
system is considered; investigated how the implementation of a systems approach in
marketing management can be built through the establishment of business



processes; The concept of the business process has been defined and it has been
determined which business processes take place in the marketing service, describes
how well-run business processes affect the effectiveness of the marketing service,
how to identify business processes that need to be changed and what methods exist
for improving the business -processes. The novelty of the research is the description
of the marketing service at the enterprise as a system, the analysis of the
opportunities and advantages of applying business processes in the marketing
management, the description of business processes within the marketing service and
the impact of their debugging on the achievement of marketing goals by the
enterprise.
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