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FORMING METRICS OF INDICATORS FOR THE ASSESSMENT
OF SOCIAL MARKETING SYSTEM OF ENTERPRISES
ON THE INTERNATIONAL MARKET

T. Androsova, O. Ket, V. Kozub, L. Chernyshova

The key directions created in theoretical and empirical researches of
marketing effectiveness are systematized. The essence, functions, tasks and order of
forming metrics of indicators for the assessment of social marketing system at the
enterprises are given. The main directions of evaluating efficiency of the enterprises
activity connected with the assessment of the efficiency of marketing activity at the
enterprises are characterized and their shortcomings are defined. The expediency of
the formulation of the indicator estimating efficiency of socialization taking into
account marketing concepts, which influence the enterprise as a subject is proved.
The metrics of indicators for the assessment of a social marketing system at the
enterprises in the international market is created and characterized.
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®OPMYBAHHSA METPUKHA ITIOKA3HUKIB OLITHKHA
CUCTEMH COUIAJBHOI'O MAPKETHUHI'Y NIAIIPUEMCTB
HA MI’KHAPOJHOMY PUHKY

T.B. Anapocosa, O.B. Kot, B.O. Ko3y®9, JI.O. Uepuuiiopa

Cucmemamu3z06ano KIo406i HANPAMU, WO CPOPMYBATUC 8 MEOPEMUUHUX |
eMNIPUYHUX — OOCTIOJCeHHsIX — MAPKemuneo8oi  pesyivmamugnocmi.  Buoineno
npobnemu po3pooKu NOKA3HUKIE OYIHKU ma OiaeHOCMUKYU CUCTEMU COYIATbHOO0
MAapKemuHzy, wo Rno8’si3aHi 3 pOo3POOKOI0 NOKA3HUKIG OYIHKU epexmueHocmi
bi3necy. 3’acoeano 3a60anHsA, AKI euUpiulye no6y0osa cucmemu NOKASHUKIE OYIHKU
coyianbHo2o  Mapkemumey — NIONPUEMCING — HA  MIHCHADOOHOMY — DUHKY.
Oxapakmepuzo6ano emanu aHanizy MAapKemuHzo08ux 6umpam npu 6uxodi Ha
MidicHapoOoHutl punok. Hasedeno cymuicms, (pynxyii, ocnogni 3a60anHs ma nopsoox
dopmysants MempuKu NOKA3HUKIG OYIHKU CUCeMU COYIANbHO20 MApKemuHzy
nionpuemcme. Busnaueno cykynnicmv npunyujenb npo Xapaxkmep 0O0CHiONCYSAHUX
83aeMO0ill y Mapkemuneogiti cucmemi. Hx 6a306i mempuku cucmemu mMapkemunzy
06pano mapkemunzo8i eumpamu. BusHaueno nepenik eumpam (8u0amxie) Ha
MapkemuHzo8y OisnbHicmy, wo Gopmyloms ii cobieapmicmy. Oxapakmepuso8aro
OCHOGHI HANPSIMU OYIHKU eexmueHoCcmi OisUlbHOCMI NIONPUEMCMG, WO NOB S3AHI 3
OYIHIOBAHHAM — eQeKMUBHOCII  MAPKEMUH20601  OSLILHOCME  RIONpUEMcme, ma
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8uUsHaueHo ix Hedonixku. [logedeno O0oyinbHiCmb HOPMYNIOBAHHS NOKAZHUKA, WO
OYiHIoE ehekmueHicmo coyianizayii' 3 ypaxyeaHHaMm MAPKemMuHe08Ux KOHYenyil, 0o
BNAUBY AKUX CXUTbHE NIONPUEMCMBO — napamemp cmabilbHOi NOBMOPIOBAHOCTI
epexmy RE, AKuill NoKazye GIOHOWIEHHA MAPKEMUH208UX GUMPAM 00 302aTbHUX
8uUpobHuyux eumpam nionpuemcmsa. Poszmescoseano enacmusocmi - cucmemu
MapkemuHzy, azpeco6ami y 61acmusocmi cmabiibHoi noemopioeanocmi egexmy.
Coopmosano ma oxapakmepuzosano Mempuky HOKA3HUKIE OYIHKU cucmemu
CoyianbHO20 MapKemuHzy niOnpUEMcme Ha MiDCHAPOOHOMY PUHKY .

Kniouosi cnoea: cucmema, coyianvhuii mapxemune, MidfCHApOOHUN PUHOK,
MempuKa noKasHuKie, egexm.

®OPMUPOBAHUE METPUKH IMOKA3ATEJIEN OLIEHKH .
CUCTEMbI COLIMAJIBHOI'O MAPKETHUHI'A IPEAITPUATUA
HA MEXJIYHAPOJHOM PBIHKE

T.B. Anapocosa, E.B. Kot, B.A. Ko3y6, JI.A. YepHbIoBa

Cucmemamuzuposanvl  Knouegvle HANpasienus, cgopmuposasuiuecs 6
meopemu4ecKux u IMNUPULECKUX UCCnedo8anusix MapKemuneo60il
pesynomamusnocmu.  Ilpusedenvl  cywynocmv,  QyHkyuy, 3a0auu U NOPAOOK
Gopmuposanus mempuku nokazameneil OYeHKu CUCIeMbl COYUATLHO20 MaAPKemuHaa
npeonpusimuil. Oxapaxmepu3o8amvl OCHOBHbLE HANPagienus oyenxu
aghpexmusnocmu  OessimenvHOCmU — NPeONpuUAMuULl,  CGA3AHHbBIC  C  OYEHKOU
2¢hpexmusrnocmu mMapkemunz0601 OessmenbHOCMU NPeOnPUsmMuLl, U ONpedeieHbl Ux
nHedocmamru.  [okazana — yenecoobpasHocmv  OPMYIUPOGKU  NOKA3AMENs,
oyenugaowezo  IPGeKMuUeHOCmy  COYUAnU3AYUY ¢ YYEmoM MAPKemMuH208bIX
KOHYenyuti, GIUAHUIO KOMOPLIX noogepiceno npeonpusmue. Cgopmuposana u
0OXAPAKMeEpU306anHa  MempuKka noxazameneil OYEeHKU CUCEeMbl  COYUATbHOZO
Mapremunaa npeonpusimuii Ha MeXNCOYHapOOHOM PbIHKe.

Kniouesvie cnosa: cucmema, coyuanvHbill MapKemune, MexicOYHApOOHblil
PLIHOK, MempuKa nokazameneil, dpgexm.

Statement of the problem. Dynamic changes of the last years in
economy of our country revealed a number of new relevant tasks, which
have theoretical character and have great scientific and practical value for
ensuring sustainable and dynamic development of enterprise structures.
Formation and assessment of effectively functioning system of social
marketing at the enterprises of the commercial sector in the course of entry
into the international markets are one of such tasks.

To mark out the importance of social marketing means to establish
its contribution to the final results of the concrete enterprise activity,
without being guided by general economic indicators. Quantitative
technique of evaluating efficiency of marketing demands studying the
contribution of expenses on marketing and all other expenses for receiving
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profits, but not the calculation relating advertising expenses to sales volume.
Important determination of the effect gained from implementation of
marketing activity, and establishment of system stability of the enterprise on
the basis of the received indicators expressing the marketing concept
adopted by the enterprise and, as a result, efficiency of marketing actions.
Therefore, there is a problem of marketing expenses optimization to the
west concerning the increase in social responsibility of the enterprises,
which are to be solved within the introduction and assessment of a system
of social marketing at the enterprises.

Review of the latest research and publications. Problems of
measurement and assessment of social marketing results for a long time take
central place in the works of domestic and foreign researchers.
Representatives of foreign science schools among which are R. Blom,
F. Kotler, R. Morgan, A. Teta, D. Nort, G. Assel, D. Aaker, G. Haken,
G. Baghiev, A. Shulga, O. Firsanova, N. Moiseyeva and others, made an
essential contribution to the theory and methodology of management of
social responsibility. Separate theoretical and methodological aspects of use
and assessment of social marketing system is a subject of scientific
discussions among such domestic scientists as: D. Akimov, . Bulls,
T. Dubovik, T. Stahl, V. Zhivetin, V. Samokhvalov, M. Chernov,
I. Feraponova, L. Balabanova, N. Moiseyev, M. Konishev, etc. Today the
majority of publications are devoted to the questions of the assessment of
marketing operations efficiency or its separate functions with the methods
of the marketing audit. In theoretical and empirical researches of marketing
effectiveness, it is possible to allocate several key directions, which
created [1]:

— development of theoretical background for the assessment of the
effectiveness of the organization within the theory of the enterprise, the
theory of market value of the enterprise, the theory of organizational
behavior;

— allocation of marketing drivers of growth of profitability at the
enterprise;

— discussions concerning the maintenance of a concept of marketing
assets as a factor for the value of the enterprise;

— a search of effective distribution of efforts in a marketing complex
(commodity policy, pricing, distribution and communications);

— formation of new approaches to the assessment of marketing
effectiveness within the theory of marketing of the partnership.

The specified approaches allow to measure a set of different
indicators belonging to marketing. However, the ways to the assessment of
economic and social effects gained at the implementation of programs for
the socialization of commercial activity remain insufficiently developed.
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The objective of the research is the development of
recommendations concerning the formation of metrics of indicators for the
assessment of a social marketing system of the enterprises in the
international market.

Presentation of the research material. Development of indicators
for the assessment and diagnostics of a social marketing system is the task
connected with the solution of the following problems of the development
of indicators for the assessment of business efficiency:

— lack of direct link of indicators by means of which the efficiency
of marketing functions is estimated, with financial results of the companies;

— commitment of the indicators existing at that time to functional
processes when it is necessary to display structural and functional unity of a
business system;

— the inability of the indicators calculated from the positions of
short-term consideration to characterize system stability of the company in
the future due to long-term effects of an increase in value due to the
involvement of new clients and marketing investments stimulating this gain;

— weak readiness of tools for measuring efficiency of the strategic
investments connected with a phenomenon of a brand that produces
imperceptible investigations that difficult give in to account;

— need for taking note of marketing decisions on the level of the
invested capital innovation;

— disintegrating  strategic and tactical levels (operational)
functioning;

— inconsistency of the available multiple indicators of assessment
which complicates business management.

The described above problem of economic measurements of the
marketing system behavior gives an idea of the existing difficulties in the
sphere of marketing systems metrology. Besides, general scientific
requirements of uniqueness, adequacy and accuracy of measurements put
forward the task of designing numerical g-measuring instruments of
interpreting the received ratios to increase efficiency of the administrative
function.

Thus, unlike traditional methods that have a number of noted
shortcomings, the offered approach is intended to untie such tasks:

— separation of marketing actions effect from other actions of the
company and assessment of the efficiency of all four elements of marketing
mix;

— the ratio of marketing activity with the achievement of long-term
results by means of asymptotic approach of the marketing ratio and total
costs in the most effective state;

— Jjustification of investments into marketing through the choice of
an optimum ratio of the marketing and total costs depending on the nature
of the industry.
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The analysis of marketing expenses at entry into the international
market is offered to be carried out in three stages:

1) studying of accounting reports and identification of cumulative
profits of the enterprise in the ratio with two grouped items of expenditure
(the marketing and total costs); classification of expenses according to the
performed marketing functions (product, price, placement and promotion);

2) drawing up the table of expenses which includes the current items
of expenditure, their grouping on the purposes of expenses on a concrete
type of marketing activity; if necessary — further grouping of functional
expenses of marketing on separate goods, marketing territories and market
segments, to sales channels, consumers;

3) the search for optimum combinations of items of expenditure
according to their functional influence on the formation of cumulative
profits of the enterprise.

Transition to the analysis of functional dependences allows resolving
an issue, essential to objective assessment, of a set of the major indicators
and their sufficiency in the course of the assessment of the marketing
activity result. The received indicators show structural interrelation of
different aspects of the firm activity and give the generalizing assessment to
efficiency, without pressing in the specification of the live work efficiency,
use of fixed assets, reverse and capital investments, efficiency of material
resources, efficiency of the new equipment and materials.

A set of target indicators is called metrics. It allows to estimate a
measure of the approach to the enterprise performance of its purposes and is
the measuring instrument of marketing activity effectiveness. It shows a
measure how the objectives and a key performance indicator of marketing
are quickly achieved [3]. The marketing metrics are the list of actions
(indicators, estimates) that characterize a measure of marketing purposes
achievement by the company through consistent measurements that
constantly repeat. In such an understanding, assessment of an integrated
indicator of efficiency based on the analysis of the efficiency of realization
of system property of stability of the received return completely meets the
requirements to the maintenance of marketing metrics. The concept of social
marketing metrics acts as administrative information and as the instrument
of management of processes of growth of trust and an increase at the level
of the perceived responsibility of the enterprise to the consumer.

The main functions of metrics are activity control, tool and
methodical maintenance, management of marketing, the search of
innovative technologies of marketing, coordination of expenses on internal
marketing. Functions of metrics define their main tasks [4]: coordination of
the process of marketing activity with tactical and strategic tasks of business
(internal marketing, internal benchmarking); preventive support of business

138



structures necessary technologies of key factors achievement; improvement
of the process of marketing activity (efficiency assessment, control, audit of
the contribution of marketing activity to progress of the organization);
development and formation of metrics allow to respect the principles of
concreteness, measurability, reach, realness, simplicity, availability of
information, comparability, ability to integrate, balance and innovation. All
specified principles adhere during the estimation of efficiency from the
positions of system approach that allows passing to the description of the
structure of marketing metrics of the assessment of social orientation
efficiency of the enterprise.

The marketing structure as a separate element of an economic system
is characterized by the violation of symmetry, multiple elections and
correlations in considerable scales. Violation of symmetry is followed by
the emergence of new properties that allow stating an ordered state and
possibilities of management in a system. In the most general form of the
task of management regarding the condition of a marketing system, it is
possible to formulate so: to find a set of actions on a marketing system that
operate provide an extremum of target functionality of the effect of
marketing activity.

A set of assumptions concerning the nature of the studied
interactions in a marketing system can be built to the following:

—in a system one optimal solution can be absent;

—it is appropriate to speak about the existence of a huge number of
effective solutions which deny classical formulation of the efficiency
concept as one possible state;

—it is necessary to investigate a system nonlinear correlations and
trends which demonstrate the recurrent process of stability in reconstruction
Processes;

—nonlinear and asymmetric situations are the main catalyst of the
economic systems evolution;

—study of nonlinearity will help to explain and provide manifestation
in the systems of threshold and synergy effects, which define the moments
of key decisions adoption in the points when the system can be extremely
sensitive to small administrative actions.

Marketing expenses that are allocated in the author's approach can be
understood as a transaction, as according to D. Nortom, the difference
between the total and production (transformational) costs are transaction
expenses [4]. Therefore, it is possible to assume that the complication of a
market system that we observe leads to monotonous growth of marketing
expenses connected with the provision and functioning of the market.

As basic metrics of a system of marketing expenses are chosen,
belong to expenses on marketing activity, which form the cost of marketing
activity:
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— expenses on search (benchmarking), preparation and development
of new technologies;

— the operating costs connected with planning, organization and
management of marketing activity, expenses on preparation and retraining
of personnel (increase in creativity of marketing activity);

— expenses on actions for the improvement of quality and level of
products’ competitiveness;

— expenses from ensuring the transaction efficiency (negotiations,
contracts and so forth).

Respectively, the directions of economic effect should be connected
with the improvement of the use of human, material, information resources,
fixed assets, capital investments, with the improvement of a control system
quality, with effect in the sphere of operation and usage of goods.

Now there are several directions of assessing efficiency of the
companies’ operation. In the course of economic thinking evolution,
consecutive transition from an economic (market) to cost mentality was
carried out, and within both concepts, economic indicators of result
supplement each other. At economic thinking into the forefront,
management of internal expenses acts for the increase in indicators of
profitability [5, p. 145].

The influence of decisions made are considered minimum at the
moment. Such an approach emphasizes the ideas of marginal analysis in
which the criterion of efficiency is equality of limit expenses and profits.
Cost approach assumes that it is impossible to estimate the efficiency of
activity irrespective of the environment of the company [6]. In such
treatment, the analysis of the enterprise efficiency is connected not only
with profit indicators but with prospects and risks of receiving the arrived.
In the cost approach, assessment of marketing activity efficiency is
identified with the assessment of investment attractiveness. A number of
scientists — V. Zhivetin, V. Samokhvalov, M. Chernov, |. Feraponova —
consider that the efficiency of marketing policy relative to the concrete
enterprise (to the industry, industry groups) consists of results of
improvement of production and marketing activity behind the following
main directions: optimum use of potential of the market, including for a new
product; increase in reliability of projections; finding of a segment of the
market of these goods; increase inaccuracy of the analysis of balance of the
market, etc. [7].

L. Balabanova suggests to estimate the efficiency of marketing in a
section of buyers, marketing integration, adequacy of information, strategic
orientation, operational efficiency [8].

N. Moiseyeva, M. Konisheva give indicators of marketing activity on
functions (market research, assortment policy, marketing activity,
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communication activity) and generalizing indicators (profitability, the
activity of strategy). The marked-out authors approached the development
of an algorithm of calculation of an estimated indicator of the efficiency of
marketing more but did not develop a scale for the quality standard of
marketing and model of calculation of an integrated indicator of efficiency
[9, p. 94].

Most of the American practicians claim that the effect of marketing
activity consists of the growth of sales volumes and profit [10]. However,
the end result except a marketing component is affected by other
components of the capacity of the enterprise — management, organizational
structure, production capacities, technology, financial stability, investments,
the information potential, therefore, it is possible to consider that such
assessment is too simplified.

G. Assel suggests to estimate the efficiency of marketing activity as
the efficiency of expenses on marketing that allows by means of economic
and statistical methods to investigate the dependence between expenses on
marketing and result — the sales volume or profit [4].

The given approaches and methods of assessment of the efficiency of
marketing activity have a number of shortcomings connected directly with
problems of measuring marketing effectiveness. Therefore, there is a need
for the formulation of an indicator that estimates the efficiency of
socialization taking into account marketing concepts to which influence the
enterprise is inclined. At the same time, it is expedient to study structural
role of marketing expenses in the general budget of the enterprise, the
analysis of which is avoided by most researchers.

One of the main reasons for refusal of assessing expenses on
marketing activity and its results depending on the accepted by the
enterprise of the concept of marketing deem, lack of necessary information
in the conditions of uncertainty, the complexity of economic processes of
the market. The lack of methodology, the theory and the technique of
distribution of the cumulative effect of the enterprise among the functions
and products that are available in its activity is another reason. Besides,
there is a problem of insufficiency of the criteria of efficiency of activity
constructed on traditional financial models, in particular, lack of accounting
of intangible assets — that added value which they create. D. Aaker who
developed the concept of the capital of a brand tried to fill the gap
connected with a lack of the approach to the estimation of the cost of a
brand focused on consumption. Suggests understanding a number of the
assets and liabilities connected with a brand, its name and a symbol as the
capital of the D. Aaker brand. All specified problems can be fixed in case of
definition and forecasting of expenses on marketing activity taking into
account the property of stable repeatability of the marketing system effect.
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The method of definition and forecasting of expenses on marketing
activity taking into account property of stable repeatability of marketing
system influence is aimed at the analysis of both the current results / effects
of activity of the company, and future, long-term effects which will be
caused by the actions of last period and also allows to estimate impact of a
brand (a contribution to the formation of profits). At the identification in the
resultant function of income of the influence of the factors which are not
connected with the total material costs in terms of money, the contribution
of these factors can be estimated quantitatively and carried to influence of
intangible assets on the formation of the enterprise profits.

Thus, all described effects have to find reflection in a resultant
indicator of the marketing activity efficiency of the enterprise. In the
conditions of formation of hierarchical structures of management of the
system of marketing of definition of an optimum order of distribution of the
budget for types of activity demands coordination of actions at this or that
level of hierarchy of management taking into account a multiple-factor,
probabilistic situation and characteristics of advantage of inter-level
relationship which gradually change.

An opportunity to count efficiency not only within a single period
but also to define and predict the potential of a marketing system in the long
term answers a task of assessment of valency of a marketing system.
Valency is a characteristic that expresses the potential force, a possibility of
each element or the subject of a concrete system to interact with the system
of other hierarchy or to replace it at the appropriate level of management.

For economic and social systems is especially relevant introductions
(concerning assessment and the analysis of internal communications),
model standard interaction [11]. Valency as a concept opens "the nature of
communications of interaction" [12]. As a measure of valency, there can be
accepted standards — stable repeatability of the effect of RE (repeatability
effect) which shows the attitude of marketing expenses to the total
production costs of the enterprise (the total costs minus autocorrelations,
marketing for elimination, at the creation of function of income).

As an economic measure of valency, it is expedient to accept such
size of marketing expenses that begins to make a contribution to the
formation of profits on the implementation of interaction, carrying out the
transaction. In this context valency is the instrument of classification of
trajectories of development of the enterprise depending on the chosen
marketing concept and shows the necessary and sufficient level of
accounting of the properties of a system of marketing aggregated in property
of stable repeatability of the effect that is given in table 1.
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Table 1
The properties of a system of marketing aggregated in property
of stable repeatability of effect

Properties Manifestation forms
Flexibility it is shown in property of stability because of ability of
a system of marketing to change the structure with a
certain speed with a sustainable development goal of
both the system and a system which uses the function
of marketing maintenance
Lag effect it is shown in property of adaptability because of the
ability of a marketing system to resist external and
internal indignations and actions which can change it
Adaptation it is shown in property of repeatability of actions
through a possibility of a system to adapt to such
changes as the movement and development
Reliability it is shown in the property of stability of obtaining
result because of the ability of a system to perform the
put functions at certain restrictions and necessary
profitability, that is with minimum flows
The property isa lot of | it is shown in property of repeatability through an
criteria for selection of | opportunity in the conditions of the incompleteness of
decisions information to receive a zone of exactly economic
decisions (an interval of the size of expenses on
marketing activity), but not the unambiguous decision

Thus, such interpretation of metrics of assessing the system
effectiveness of social marketing is based on the use of traditional indicators
of the budget of trade enterprise (block 1 — is data processing of the budget),
but on the basis of modern optimizing and static procedures readiness of a
marketing system of the enterprise for the use of a system of social
orientation (pic. 1) allows to estimate (block 2).

Additional metrics are elements of criteria block 3 — economic,
social effect and others which taking into account characteristics of
economic and social stability of the gained effect give the chance to allocate
the parameter of stable repeatability of effect (RE) as a key criterion. Being
guided by the value of this parameter it is possible to speak about the degree
of readiness of the enterprise for use of instruments of social marketing and
the formation of its system according to the offered principles and elements.
The analysis of the RE parameter allows defining the optimality of the cost
breakdown of the enterprise through different types of economic functions.
RE is directed to the formation of a resistant structural ratio for the most
effective reconstruction of system elements (components, subsystems)
during the implementation of the continuous changes caused by the action
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of the environment. It is allocated by us the RE parameter allows to
characterize and calculate structural efficiency of marketing expenses at the
preservation of the relations in the system.

Data processing of the budget Optimizing procedures Formation of the generalized criterion

Generl eve of ‘ economic effect -«
expenses (x) Creation of function of income by means of
multidimensional function of polynomial regression V
ot matketng from two variables xand y Structural stability of a system of
marketin
expenses (y) I v
Analysis oflcoelffments of regression and equation Stabilty of the expected effects
i of communication of the marketing and total costs
Other operating
expenses f
Search of a conditional extremum of function of income Elasticity of tof
from cumulative expenses - stationary points as_lcll,y g agses§men 0_
responsibility which is perceived
Total income by the consumer
Search of optimum structure of A

marketing expenses

Economic stability of a system of

marketing
Net income before taxation Studying of stability of a condition of the studied 4
system on the basis of the analysis of a type of

function of distribution of net income Social effect I«

| '

Identification of hifurcation points and the Stable repeatability of ffect of
moments of structural jumps in the organization of functioning of CCM (Repeatability |«
marketing activity of the enterprise effect) of RE

Transition to use of the principles of social responsibility |
in the system of marketing

Fig. 1. Formation of metrics of indicators for assessing social marketing system
of the enterprises in the international market

Conclusion. On the basis of addition of the existing system of
indicators of assessment of efficiency of marketing social programs the
developed metrics of indicators of assessment of readiness of the enterprises
for use of the concept of social marketing which forms a basis of adoption
of strategic decisions concerning forecasting and planning of effectiveness
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of use of a system of social marketing by the enterprises in the international
market. At further stages of development of the offered approach, there is an
opportunity to study the catastrophic states connected with an increase in
the level of instability of a system and to make preventive decisions
concerning the choice of the most effective trajectories of development from
a huge number of available. Stated allows allocating elements of a
marketing metrics of the concept of social marketing which deserve
studying and creation of the mathematical model.
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