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ENSURING COMPETITIVENESS OF ENTERPRISES  

WITH THE USE OF MARKETING MANAGEMENT INSTRUMENTS 
 
Enterprise marketing is manifested through a simultaneous and systematic 

combination of commodity, price, communication and marketing policies. These 
tools are fully relevant to any type of business. Due to a certain principle of 
complexity of management and marketing, the process of managing marketing 
activities is of particular importance. At the same time, understanding the 
similarity between the concepts of «management» and «management» of the 
enterprise, in our opinion, it is more appropriate to use «marketing 
management», which is caused by the adaptation of marketing procedures to the 
process of enterprise management, and the introduction of individual 
components and elements of marketing in the management system, as a 
component management process. 

Introduction of marketing management in agricultural enterprises aims to 
increase their level of competitiveness, as well as to ensure competitive 
development in general through the availability of proposals and 
recommendations for strategic management in the form of marketing plane 
projects, which will fully enable agricultural enterprises to use the principles of 
systematicity, integrity and integrity adaptability in accordance with the 
dynamic requirements of the market environment. 

The problems of forming marketing management have received considerable 
attention from many domestic and foreign economists. The basis of marketing 
management is the theory of competition, the development of which has 
undergone significant changes and shifts over a long period. Ensuring the 
competitive development of enterprises on the basis of attracting the theoretical 
basis for the development of competition theory in selected object markets is 
considered in the works of many prominent scientists [1-12]. However, 
according to the research of existing scientific achievements, competitiveness is 
not possible without the use of modern marketing tools in enterprise 
management. Considerable attention has also been paid to marketing and 
marketing, but to date, the combination of marketing management in a 
competitive relationship and ensuring the competitive development of agrarian 
enterprises raises quite a few questions due to constant changes in the conditions 
of market functioning and the possibility of adapting theoretical principles. At 
the same time, static and dynamic market relations in a particular environment 
require constant analysis and gradual updating of enterprises in different spheres 
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of activity, therefore the involvement of the latest marketing tools is the basis of 
this research. 

The genesis of the theoretical foundations for the formation of competitive 
behavior in different markets suggests that there are more realistic types of 
market structures, such as oligopsony, monopsony and monopolistic 
competition. These types of markets were replaced after the classic stage, where 
models of perfect competition were dominant and views on monopoly and 
oligopoly dominated. This understanding allows us to argue that competition 
requires agrarian enterprises new approaches and new methods in the 
management system. 

Competitiveness, as a result of competition in the market, aims to improve 
through various activities of the enterprise. The management system is of 
particular importance to the defined field of activity of the enterprise. The 
enterprise management system creates the necessary prerequisites for the 
formation of a rational structure and interaction of production and commercial 
components of the enterprise to ensure the most favorable conditions and obtain 
the best results from its market activities. In general, it should be noted that the 
market activity of the company is not possible without the use of marketing 
management. To date, marketing is the basic and already traditional advantage 
of an enterprise when entering the market, considering that all relationships are 
taking place in a market economy. In addition, it should be understood that 
management and management have some differences. Management should be 
generally understood as a process, while management is only an integral part of 
the enterprise management process. Management has a diverse set of definitions 
as a concept, but in our case we offer to understand management as a system in 
the process of managing a particular activity in the enterprise, which has its 
purpose, functions, principles, tasks and has its own specific toolkit with the 
relevant components, elements and components. In this case, the management 
must perform its functions and provide appropriate procedures for attracting 
marketing tools (complex) in the enterprise. 
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