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ALGORYTHM OF MARKETING DECISION MAKING

AJITOPAUTM NPUUHATTS MAPKETUHTOBUX PINNIEHDB

The contemporary stage of the marketing evolution assumes the process of the marketing decision making under the condi-
tions of great uncertainty. It requires the very rapid marketing decision making and its automation. The algorithmisation of
the marketing decision making has to proceed its automation. Statement of the aim was to improve the technique of marketing
decision making for startup project development by formalizing it as an algorithm. The methods of the system analysis, the
analyses of the marketing environment, SWOT analysis, analysis and synthesis, the methods of the analogies are used in the
article. The algorithm was developed on the basis of the processes how the human brain works, particularly a logical process
and an emotional process of the big data processing. It made it possible to explain and improve the process of conducting the
situation analysis, the SWOT analysis that was represented as the set of the mechanical actions. The algorithm can be used for
the program coding in the future that will make it possible to release some intelligent resources of the marketing activity.

Keywords: marketing decision making technique, startup project, situation analysis, SWOT, algorithm of decision making,
marketing evolution.

Mapkemune ax KoHyenyis ynpagiinia nionpuemMcmeom npouutlos Homupu cmaoii c6oeo po3eumky. 3 00Ho2o 60Ky, cyuac-
Hull eman tioeo eeomoyii, Mapxemune 4.0, nepedbauac npoyec nputiHAMmsa MapkemuH208ux piuleHb 8 yMoB8ax GUCOKOI HesU-
3Hauenocmi. 3 iHwoeo OOKY, yell eman euUMazac 8i0 MApKemonocie CnpoMoICHOCI pO3POOIAMU, 3anycKamy ma ynpasiamu
cmapman-npoexmamu y nPOMUCI08UX MACUMAadax, wjo 03Havac ix eenuxy Kinokicme. Taxi ymosu nompe6yioms uieuoKo2o npu-
UHAMMSA MAPKEMUH2O0BUX Pillietb, IX agmomamu3sayii, wo y32002cyemvpcs 3 npunyunamu konyenyii Inoyempii 4.0. Oonax npo-
yecam asmomamusayii npoyecie NPUUHAMMA MApKeMuH208UX PileHb Maioms nepedysamu npoyecu ix ancopummizayii. OOHax
OCHO6HI MEMOOUKU YNPABLIHHIA MAPKEMUH208010 OISNIbHICINIO NO8 S3AHI 3 BUCOKOIHMENEKMYAIbHOI0 OISIbHICIIO MApKemonoad,
07151 AKOI XapakmepHa Hewimka 102iKa, eHyukicmo. Lle susnauae 2010681y npuyury 8i0CYmMHOCmi 00OKIAOH020 aneopummy Oiil
Mapxemonoea npu NPUUHAMMI MapKemuH208ux piuieHs, 30kpema 6 wacmuni nposedenns SWOT-ananisy. Y cmammi sanponono-
6AHULL ANICOPUMM NPOYECy NPUTIHAMMSA MAPKEMUH2O0BUX PIUleHb, 8 OCHOBY AKO20 NOKNA0EHO NPUHYUNU POOONTY MO3KY MIOOUHU,
30Kpema 102IuHULL | eMoyiiHuLl npoyect 06pobaents eenuxoi Kinbkocmi inghopmayii. Lle oano 3moey nosicnumu ma yOoCKOHAIU-
mu npoyec npoedeH s CUMyayiiiHo20 aHanizy QaKxmopie MapkemuH208020 cepedosunyd, 30Kpema 8 4acmuHi NPO6edeHHsl KOH-
Kypermuo2o ananizy, a makosc SWOT-ananizy, sikuii 6ye npedcmaegienuil y 6ueisioi nepeniKy mexaniunux oii. Taxuu areopumm
¥V nooanbuiomy moogkce Oymu nepegeoerull y npoepamHuil Koo, wo 0acms 3M02y USLIbHUMU IHMELeKMYalbHULL pecypc MapKe-
MUH20601 JisIbHOCI OJisL BUPTUEHHS OLbUL CIMPAME2IYHUX 3A60AHb. 3 THUO20 OOKY, 3aNPONOHOBAHI YOOCKOHAICHHS NPOYECY
NPULHAMMSA MAPKEMUH208UX PIULeHb MAKOJiC YNPAIAoms poOOOMOI0 MO3KY MAPKEMON02a, 0aiomy 3M02y CKOHYeHMpPY8amucs
HA po3podYI BIONOBIOHUX MAPKEMUHLOBUX PIULeHb, W0 OCOOIUBO BANCIUBO 8 YMOBAX BEIUKUX 00CS2I8 XaomuuHoi iHgopmayii,
Wo mae bymu npoananizogano mapkemonozom. Lle oae smoey pozpobnamu 6invui eghekmusHi MapKemuHnz08i piients 6 ymoeax
HeGU3HAYEHOCI.

Knrouosi cnoea: mexuixa nputinamms mMapremuHe08ux piwiensb, cmapman-npoexkm, cumyayitinui ananiz, SWOT-aunanis,
aneopumm npUUHAMMA pitdeHb, e6oNYis MaAPKeMUHe).

Formulation of the problem in general. Marketing,
been the concept of the enterprise governance, has already
evolved through four stages of its development. There are
many different classification and approaches to the criteria
of this [1]. One of them is the classification on the basis of
changes of economic relations. According to this approach
to the marketing development, every its development stage
can be determined in accordance with the stage of the
global economic development that also corresponds with
the global technological changes [2; 3]. So the first stage
of the marketing development (Marketing 1.0) appeared
under the economic conditions of the Industry 2.0 when
technologies started to scale themselves en masse and
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marketing turned into an effective tool of governance of
different emerging markets. On this stage marketing tools
were concentrated on development of every parts of the
marketing mix in accordance with just the company eco-
nomic interests predominantly [4]. Later when supply
started to exceed demand and competition rose, marketing
researches began to develop. But conducting marketing
researches always assumed involving a human (a mar-
keter) in this process.

The second marketing development stage (Marke-
ting 2.0) emerged under the conditions of the Industry
3.0 when technologies began to “learn” how to communi-
cate with a human. It was a period when the global econ-
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omy faced with different features of the information soci-
ety, the appearance of new economic subjects like makers
of information content, content providers (for example,
different social media), new communication channels and
new communication tools. And enterprises needed a new
approach to economic relationship management by new
tools of marketing — Marketing 2.0. Data rising needed
new automated technologies for marketers to simplify
marketing research conducting. Information and commu-
nication technologies (ICT) helped this process as on the
step of gathering Big Data of information as on the step of
working with it, for example, when different mathematical
and statistical methods were used. Although on the global
level different Al-technologies already learnt to predict the
future results accurately enough on the basis of Big Data
analysis by super computers [5]. But on the micro level of
the particular company the process of the marketing data
analysis was still conducted just by a human (a marketer
of the company).

When companies faced with the first nontypical global
economy crisis in 2008, the next stage of the marketing
evolution started — Marketing 3.0. The main features of
Marketing 3.0 assumed the implementation of new tools of
creating and managing startup-projects. It has to be high-
lighted that this period corresponded simultaneously with
the beginning of the Industry 4.0. It means that technolo-
gies have started to learn how to communicate with each
other and a human role in this process can disappear. This
worldwide trend will have to reflect on the process of mar-
keting decision making too. But in contrast to algorithms
marketing of startup-projects has started to approximate to
much more fuzzy way for making marketing decisions. For
example, marketing activity of the startup project assumes
non linear way when all steps may be conducted simultane-
ously [6; 7] that can be explained by the blow-up regimes
when all the processes start to accelerate according to the
exponential law [8].

The contemporary stage of marketing development
Marketing 4.0 has started when the global economy fell
into the pandemic. Marketing 4.0 is a new concept that
assumes marketing decisions making under the conditions
of great uncertainty. This uncertainty brings many innova-
tive global risks additionally and including technological
features of Industry 4.0 marketers will have to face with.
One of them assumes developing and launching startup
projects in industrial scales by companies [9]. This means
that a number of necessary management decisions will be
increasing and it needs a method to make it possible to be
automated.

Analysis of recent studies and publications. There
are many scientists who develop the theory of the market-
ing decision making. Among them there are R. Stewart,
O. Benepe, A. Mitchell, P. Kotler, K. Keller, D. Jobber,
E. Learned, C. Christensen, K. Andrews, H. Mintzberg,
K. Andrews, P. Selznick, A. Chandler, W. Guth, E. Gurl,
A. Starostina, S. Solntsev, O. Zozul’ov and many others.
All of them proposed authors’ technique to make market-
ing decisions. But in contrast to the worldwide trend of
all processes automation the contemporary common meth-
odology of marketing decision making has not been auto-
mated enough yet. This methodology was developed under
the conditions of the industrial society and the Industry 2.0.
It based on the structured methods which assumed the com-
plex of tables for analysis of the marketing environment

and SWOT [10]. All these tables were associated with deep
human intelligence just and very flexible and fuzzy logical
thinking that assumed all marketing decisions had to be
made by humans [11]. These meant that this process asso-
ciated with much time although it was structured enough
and the table way of making management decisions tries
to minimize the human factor. But the conditions of the
Industry 4.0 require this methodology of marketing deci-
sion making to be improved.

The way for decision making by tables corresponds with
an initial attempt to turn marketing researches on some strin-
gent algorithm which would be used in the program coding
that associates with principles of the Industry 4.0. Such kind
of the program code can help marketing decision making
to save time, be more effective and qualitative if such deci-
sions are prepared by a robot. But we have to define and
improve the parts of the marketing decision making process
and formalize it as an algorithm which can be transferred to
the program codes in the recent future.

Formulating the purposes of the article. Statement of
the aim is to improve the technique of making marketing
decisions for startup project development by formalizing it
as an algorithm.

Methodology. The methods of the system analysis, the
analyses of the marketing environment, SWOT, analysis
and synthesis, the methods of the analogies are used in the
article.

Presentation of the main research material. The pro-
cess of the marketing decisions making for the startup pro-
ject development is shown on Figure 1.

On the Step 1 (see Figure 1) the marketer has to com-
pare the marketing goals with the results which the com-
pany has received by its marketing activity. This step helps
to identify symptoms of a marketing management problem
or a marketing management opportunity. If the goal figures
are bigger than the result figures, this fact shows symp-
toms of some marketing management problem. The oppo-
site fact shows symptoms of some marketing management
opportunity.

The core of the marketing management problem (or
the opportunity) has to be defined by the situation analysis
of a marketing environment (Step 2 on Figure 1) and the
SWOT-analysis (Step 3 on Figure 1). The situation analy-
sis of a marketing environment consists of the deep analy-
sis of possible impacts of all factors of the internal environ-
ment (the analysis of all strategies of the company and its
resources) and the external environment (its macro-mar-
keting environment and micro-marketing environment).

On the Step 3 (see Figure 1) the marketer builds the
SWOT-table. It helps to define the hypothesis of the mar-
keting management problem or the marketing management
opportunity. In accordance with principles of the Industry
4.0 that assumes replacing a human intelligence activity
by artificial intelligence (Al), the methodology of market-
ing decision making on the basis of the situation analysis
and the SWOT-analysis has to correspond with the way
how a human brain works. There are a logical way and
an emotional way how a human brain operates with infor-
mation. But the boarder between them is not clear enough
[12; 13]. The main difference between the logical way and
the emotional way assumes that under the conditions of
the logical way of data processing, the left hemisphere of
the human brain follows the induction principle (at first
there is an analysis of information, than a synthesis of the
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Figure 1. The process of the marketing decisions making

conclusions starts). In contrast, the emotional way of date
processing assumes that the right hemisphere of the human
brain follows the deduction principle (the synthesis is the
first, the analysis follows then). So, the situation analysis
uses the logical way of date processing (the induction), and
the SWOT-analysis is based on the similar principle as the
emotional way of data processing uses the deduction.

The situation analysis separates the marketing envi-
ronment by factors and estimates the possible impact by
each of these factors without any other estimation of the
market situation in general and then develops the company
possible feedback to every factor. The Table 1 shows the
example of this structure exemplified on the basis of the
Ukrainian startup-project of the launch of the water filters
(This startup-project was launched by the innovative idea
of its Ukrainian developers to purify water from its pollu-
tion differently on the basis of deep analysis of the struc-
ture of water pollution and making the most appropriate
filter cartridge).

The same factor may cause some threat and some
opportunity simultaneously. But we have to separate every
such impact to make it possible to use them as the program
algorithm.

The figures in the Table 1 are used to show how the
particular information has to be implemented in the algo-
rithm in the SWOT-analysis. This technique is very easy
to formalize as a program algorithm for the analysis of the
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macro-marketing environment by a robot. The marketer
needs to past just current marketing information into
empty parts. This step needs the marketer to think over
every part of such kind of information but the algorithm
can simplify this process following this structure and this
logicality. Such kind of stringent actions rules the mar-
keter’s brain to work more effective. It is very important
under the conditions of the information society where Big
Data can confuse thinking. It has to be also highlighted, if
the same factor causes a threat and an opportunity simul-
taneously, the marketer has to put this factor twice in the
table. It makes it possible for the proposed algorithm to
use this information accurately in the SWOT-table on the
Step 3 (Figure 1).

The similar principle can be used for the analysis of the
micro-marketing environment (Table 2).

On the one hand the template of it has to be similar
to the Table 1. But on the other hand the situation anal-
ysis of the micro-marketing environment has some steps
which are not structured enough to be used as the program
code. For example, the competitive analysis, been used as
its part defines the strength and weaknesses of the com-
pany compared with its competitors (Table 3). According
to the traditional SWOT-analysis [14], the marketer has
to understand the internal environment analysis under the
weaknesses and strengths of the SWOT analysis. But we
also use such kind information on the basis of the exter-
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Table 1

The template for the situation analysis of the macro-marketing environment
(with the example of its completing)

The factors

The factor impact to the company

Threats

Opportunities

Company feedback

Economic environment

Political environment

Natural environment

1. The water pollution
structure in Kyiv depends on
an urban district of Kyiv

1.

It is possible for the
company to purify water
in different ways on the
basis of an urban district
of Kyiv.

There is an opportunity to
launch a household water
filter production made by
the Ukrainian maker.

2.

1. To develop water filters that have cartridges
with different compositions that are the most
relevant to the water pollution.

2. To segment the Kyivers on the basis of the
geographical criteria.

3. To conduct marketing research of the
consumers demand and motivations to buy filters.
4. To investigate the water pollution structure in
different regions of Ukraine to scale.

3.

2. The water pollution
structure in Kyiv depends on
an urban district of Kyiv

Customers may not
realize their needs of
the different water

1. To conduct marketing research of consumers
motivations to buy a water filter.
2. To launch an advertising educational and

purifying

6. 4

information campaign that explains the water
pollution features in Ukraine.

D.

Demographic environment

Cultural environment

Technological environment

Table 2
The template for the situation analysis of the analysis of the micro-marketing environment.
The factors The factor impact to the company _ Company feedback
threats opportunities

Consumers
. 2. 3.
2 6. 4,
Competitors
Suppliers
Mediators
Publics

nal environment analysis too (micro-marketing factors) to
define weaknesses and strengths of the company compared
with its competitors.

The competitive analysis makes it possible for the
marketer to define the weaknesses and the strengths of
the company compared with competitors of the company.
On this step we propose to develop also the company
feedback to its weaknesses and strengths (Table 4). This
way simplifies the synthesis process for the SWOT-anal-
ysis (Step 3 on Figure 1). hand the proposed improve-
ments of the marketing decision making help to manage
the marketer’s brain processing, makes it possible for the

marketer to concentrate attention on the marketing deci-
sion making. This is very important, especially under the
conditions of the Big Data of chaotic information for data
processing that makes the marketing decisions to be more
effective.

In accordance with this logical way, the similar tem-
plate has to be used for the analysis of the internal environ-
ment of the company (Table 5).

According to the proposed algorithm, on the Step 3
(Figure 1) the synthesis of information has to be repre-
sented. This process has to be automated without any
human intelligence activity.
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Table 3

The template for the competitive analysis

Ne R . A rate of the competitors compared with the company
w/n The competitive criteria 3 ) 1 0 1 2 3
1 A range of product © % &
2 A level of the filter adaptation to water pollution geography & ©
3 A filter cartridge capacity & ®)
4 Price & %
5 Open availability of cartridges © %
6 Delivery system © % &
7 A market share of the company © % &
© —-.... (the competitor #1)
é — ... (the competitor #2)
H— (the competitor #3)
Table 4

The template of the analysis of weaknesses and strengths of the company

Company weaknesses
(compared with its
competitors):

Company feedback
to its weaknesses

Company strengths
(compared with
its competitors):

Company feedback to its strengths

1. Delivery system

1.

To develop the delivery
system of the company

1. A range of product

0.

To launch different advertising messages in
accordance with features of the range of the water
filters of the company

10.

2. A market share

1.

Try to expand the market
share by launching the
advertising campaign

2. Alevel of the filter
adaptation to water
pollution

0.

— To conduct advertising campaign that educates
people of the difference of a new filter and features

of water pollution

— To collaborate with different chains and support
them with different information materials, to
conduct training that inform the features of the water
pollution and a new filter.

10.

8.

— A cartridge capacity

0.

To inform consumers about relation between the
cartridge capacity and the price of the water filter

10.

Table 5

The template of the analysis of internal marketing environment of the company

competitors):

Company weaknesses
(compared with its

Company feedback to its
weaknesses

Company strengths
(compared with its
competitors):

Company feedback to its
strengths

l.

8.

9.

10.

The algorithm helps to match and transfer the special
parts of information that has been generated by a marketer
on the Step 3 (Tables 1, 2, 4, 5), into the relevant cells of
the SWOT-table as it is shown by figures in Table 6. This
process can be automated that can help to save time, intel-
ligence and finance resources.

In the Table 6 we can see the set of chaotic information.
But it has the plan of possible marketing actions. Also the
marketer can notice that some actions are repeated and can
be crossed it out. On the basis of these lists of possible
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marketing actions the marketer is able to define hypothesis
of marketing management problem (or a marketing man-
agement opportunity).

This hypothesis may be checked on the Step 4 by
the special marketing research conducting or may not. It
depends on different rapid changes of the contemporary
marketing environment that can change before the mar-
keter receives results of marketing researches and the
marketer will have to return to the Step 2 for the situation
analysis conducting again. But it is expensive for time and
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Table 6
The algorithm of the SWOT-analysis
STRENGTH WEAKNESSES

— A range of product
— A level of adoption to pollution
— A cartridge capacity

1.

— Delivery system
— A market share

OPPORTUNITIES

1.

1. The water pollution
structure in Kyiv depends
on an urban district

3,10

1. To conduct marketing research of consumers motivations.

2. To launch an advertising educational and information
campaign explaining the water pollution features in Ukraine

3. To launch different advertising messages in accordance with
features of the range of the water filters of the company

4. To conduct advertising campaign that educates people of the
difference of a new filter and features of water pollution

5. To collaborate with different chains and support them with
different information materials, to conduct training that inform
the features of the water pollution and a new filter.

6. To inform consumers about relation between the cartridge
capacity and the price of the water filter

3,8

1. To conduct marketing research of
consumers motivations.

2. To launch an advertising
educational and information
campaign explaining the water
pollution features in Ukraine

3. To develop the delivery system of
the company

4. Try to expand the market share by
launching the advertising campaign

THREATS

6.

1. The water pollution
structure in Kyiv depends
on an urban district

5, 10

1. To develop water filters that have cartridges with different
compositions that are the most relevant to the water pollution.
2. To segment the Kyivers on the basis of the geography criteria.
3. To conduct marketing research of the consumers demand
and motivations to buy filters.

4. To investigate the water pollution structure in different
regions of Ukraine to scale

5. To develop water filters that have cartridges with different
compositions which are the most relevant to the water pollution.
6. To segment the Kyivers on the basis of the geography criteria.
7. To conduct marketing research of the consumers demand
and motivations to buy filters.

8. To investigate the water pollution structure in different
regions of Ukraine

9. To launch different advertising messages in accordance with
features of the range of the water filters of the company

10. To conduct advertising campaign that educates people of
the difference of a new filter and features of water pollution
11. To collaborate with different chains and support them with
different information materials, to conduct training that inform
the features of the water pollution and a new filter.

12. To inform consumers about relation between the cartridge
capacity and the price of the water filter

o, 8

1. To develop water filters that

have cartridges with different
compositions that are the most
relevant to the water pollution.

2. To segment the Kyivers on the
basis of the geography criteria.

3. To conduct marketing research

of the consumers demand and
motivations to buy filters.

4. To investigate the water pollution
structure in different regions of
Ukraine to scale

5. To develop the delivery system of
the company

6. Try to expand the market share by
launching the advertising campaign

resources of the company. And now in many cases on prac-
tice, particular for quick launches of startup-projects, this
step disappears and marketing decisions are made on the
basis of the situation analysis results just. That is why the
situation analysis and the SWOT analysis are in charge for
the effective marketing decision making, they have to be
easy for understanding, rapid for conducting and perfect
enough simultaneously.

On the Step 5 (see Figure 1) the marketer develops or
corrects marketing strategies on the basis of the conclu-
sions been made on the Step 3. On the Step 6 these strat-
egies are implemented in the economic activity of the
company and on the Step 7 the results have to defined and
compare with the previous plans. The Step 7 is similar to
the Step 1 which defines new symptoms of the marketing
management problem (or opportunity).

This algorithm has to be closed and cycled. It makes it
possible for marketing researches to be conducted perma-

nently So, marketing researches have not to define just the
static ‘slice’ of the marketing environment but they have to
become the dynamical marketing researches. The permanent
conduction of the marketing researches helps to define the
dynamics of marketing changes named the conjuncture. So it
makes it possible for the results of the marketing researches
to be implemented effectively in time and correspond with the
traditional structure and the order and the classical logicality
of the marketing activity (the Step 4 on Figure 1).

Conclusions. Under the conditions of great uncertainty
marketers have to be able to develop, launch and manage
a big number of different startup-projects. These processes
need an understandable algorithm of the marketing deci-
sion making. The common techniques are used a fuzzy log-
ics and a flexible intelligent brain activity of the marketer.
It made it possible to use the principles of the human brain
data processing for the development of the algorithm of the
marketing decision making.
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The algorithm of the marketing decision making
improved and detailed the situation analysis and the SWOT
analysis. In many cases, particular for quick launches of
startup-projects, the step of marketing research conducting
may disappear and marketing decisions are made on the
basis of the situation analysis results only. That is why the
situation analysis and the SWOT analysis are in charge for
the effective marketing decision making, they have to be
easy for understanding, rapid for conducting and perfect
enough simultaneously.

The algorithm of the marketing decision making imple-
mentation into the marketing activity of the company can
make it possible for the marketing activity of the startup-pro-
jects to approach to the effective traditional marketing activity,
the effective marketing decision making and to the marketing
research conducting permanently. The marketing researches
have to turn into the dynamical marketing researches that can
help to define the marketing conjuncture. Understanding the
order of the marketing conjuncture makes it possible to fore-
cast the future that is the highest destiny of science.
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