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B crarTi 3anpoIoHOBaHO 3aCTOCYBAHHS MOJYJIBHOTO IMiJIXOMy 10 (op-
MYBaHHsS MapKeTHHIoBoi iHdopMmawuiiiHoi cucremu Ta ii BOYZOBYBaHHS 10
3arajpHOI iH(pOpMaliifHOi cucTeMM mianmphueMcTBa sl epeKTHBHOTO BHKO-
pucTaHHS iHpOpMAILii TPy MPUAHATT] YIPaBIiHCBKUX PillleHb 00 BUITYCKY
TOBapiB Ha IIPOMHUCIOBOMY Iignpuemcrei. IloGymoBa iHpopmamiiHol
cucremu nepenbadae popMyBaHHS 0a3 TaHUX, AKi MOXKHA MOAUINTH Ha 6asu
JIaHUX BXiJJHOI, BHYTpIIHBOI Ta BUXiAHOI iHpopmauii. MomynbHHI MiaXin
BUKOPUCTOBYe (DYHKIiOHAJIbHMI TNPUHIMI HAKONMYeHHs iHdopmamii i
JI03BOJISIE TiABHILMTH ITOCAJ0BY Ta MEPCOHANBHY BiIIOBITAIBHICTD 3a SIKiCTh,
JIOCTOBIPHICTh, JOLINBHICTE Ta CBOEYACHICTh HAJaHOI 1O BiJIOBIJHOIO
Monyno iHpopmaii. IHmM npuHIMIIOM GopMyBaHHS MOAYIB iH(popMartii
€ BifnoBigHicTh iHGOpManii crpykTypi Gi3Hec-mporecy.

Kniouosi  cnosa: MapkeTnHroBa iHdopmauiiiHa cucrema,
iHdopMmartii, Mozielb, MAIPHEMCTBO, Oi3HEC-TTpoLec

MOZYJIb

Amiowkuna B.B. Dopmuposanue cucmembl Mapkemun2060u
ungopmayuu Ha RPOMbIUIEHHOM NPEONPUAMUU.

B crarbe TIPEUIOKEHO MPUMEHEHUE MOAYJIBHOI'0 IMoAXoAa K q)OpMPIpO-
BaHHUIO MapKCT"HFOBOﬁ "H(l)OpMaL[HOHHOﬁ CHCTEMBI U €€ BCTPaWBaHUIO B
o0uyro MH(GOPMAIMOHHYIO CHCTEMY HPeINpusTHs i 3PHEKTHBHOro
HCITOJIb30BAHU S uH(bopmauvm TIIpH TIPHHATHH YIPaBICHYECKUX pCU_ICHPIﬁ o
BBIITYCKE TOBApOB Ha IPOMBINIICHHOM IPEAIPHATHH. nOCTpOeHHe ]/lH(i)Op-
MBHHOHHOﬁ CHCTEMBI IoJApasyMEBacT q)OpM"pOBaHHe 0a3 JaHHBIX, KOTOPBIC
MOJKHO pasAeuTh Ha 6assl JaHHBIX BXO}:[SIU_ICﬁ, BHyTpeHHeﬁ u ]’ICXOI[HU.ICﬁ
nuHpopMari. MoIyIbHBIN TTOAXOA HCIOb3YeT ()YHKIMOHAIBHBINA TIPUHIIMI
HaKOIIJICHU uH(bopmauvm M TIO3BOJIACT ITOBBICHTH JOJDKHOCTHYIO H IIEPCO-
HaJIbHYIO OTBETCTBEHHOCTh 3a KaueCTBO, JJOCTOBEPHOCTB, IIEJIECO00Pa3HOCTh
U CBOCBPEMCHHOCTH I'IpC]I[OCTaBJ'IeHHOﬁ B COOTBCTCTByK)LLU/Iﬁ MOAYJIb
nHpopManuy. JIpyruM NpUHIMIOM (HOPMUPOBAHMS MOAYJIeH HHPOPMAINH
ABJIETCS COOTBETCTBHE MH(OPMAIMHU CTPYKType OU3Hec-Iporecca.

Kniouegble ci106a: MapKeTUHTOBas MH(POPMAIIMOHHAA CHCTEMA, MOIYJIb
HH(MOPMALMH, MOJIEIIb, IPEINPHATHE, OH3HEC-TIpoLece

Atiushkina V.V. The formation of a marketing information system on the
industrial enterprise.

The paper proposed an utilization of modular approach to the formation
of a marketing information system and its integration into the General
information system of the enterprise for efficient use of information when
making management decisions about the release of goods in an industrial
plant. Building an information system involves the formation of databases,
which can be divided into a database of incoming, internal and outgoing
information. The modular approach uses the functional principle of
information accumulation and allows to improve official and personal
responsibility for the quality, reliability, appropriateness and timeliness
provided in the appropriate module information. Another principle of
formation of information modules is the consistency of information to
structure the business process.

Keywords: marketing information system, module of the information,
model, enterprise, business process

n modern conditions of managing , the most

important factors of successful activity of the

enterprise includes information. It must be

properly interpreted and used to achieve
enterprise strategic goals. Specificity of an industrial
enterprise marketing is that it needs to consider the
needs of the industrial market directly and indirectly —
consumer. Therefore, information support of
marketing activity of an industrial enterprise is to lay
the foundations of economic efficiency at all stages of
creation, production and realization of goods subject
to the requirements of industrial and consumer
markets.

Information support of any activity must perform
certain functions, among which are: the formation of
databases of primary and secondary sources,
organization of data Bank, organization of
information saving way, determining and applying
methods of search, transformation, and delivery to the
user. The criteria for the effective execution of
information system functions is the degree of utility
obtained by the user information, the minimization of
resource costs of obtaining and using information.

The leaderships having the necessary information,
takes rational managerial decisions regarding the
marketing activities of the enterprise and adaptation
of its activities to the requirements of the external
environment.

Analysis of recent researches and publications

Theoretical Information problems and information
provision problems devoted a significant amount of
works of foreign and domestic scientists and
practitioners. Distinguished domestic and foreign
scholars on issues of information provision of activity
of the enterprise are A. Mishenin [1], O. Karmyn-
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skyy [2], M. Yermoshenko [3, 4], M.S. Al-Audat [5],
R. Bazzel, 1993, D. Cox, 1993, R. Brown, 1993 [6]
and ect. They revealed the value of information in a
market economy, its essence and quality
characteristics, including how to minimize risk in the
design and organization of marketing information
solutions. Some of scholars proposed their own
methods of structuring of a marketing information
system (MIS) — model MIS F. Kotler [7], model of
E. Duliniec, 1994, dynamics model MIC E. Lj,
1995 [8], model of E. McCarthy, 1990 and
B. Perreault, 1990 [9], model of Y. Talvinen,
1995 [10] by functional, subject, technological,
subjective approaches.

Unsolved aspects of the problem

Rationally and practically built marketing
information system should help the industrial
enterprise to structure the information from the
external environment, to organize the internal
information to optimize work with information
requests from the marketing divisions of the
company.

For industrial enterprises marketing information
becomes the impetus to significant costs in time and
money, given the generally long life cycle of goods,
issued by the enterprise. As can be seen from the
analysis of previous studies, structuring of MIS is
possible to realize with different approaches. The
choice will depend on the strategic goals of the
enterprise and the needs of their information security,
industry sector of the enterprise and market dynamics,
the degree of enterprise diversification and
differentiation of its products for the consumer.
Marketing activity is one of activities of an industrial
enterprise along with industrial, financial, innovative,
investment and other species. Therefore, in our
opinion, based on the model of structuring of
information developed by foreign scientists, and
experience in the analysis of qualitative characteristics
of information, further development takes questions
from the incorporation MIS into the general
information system of the enterprise with an
integrated structure of certain modules of information.

The aim of the article is the use of modular
approach to the formation of a marketing information
system and its implementation to a common
information system for efficient use of information
when making management decisions about the release
of goods in an industrial plant.

The main part

The main task in the field of information support
of marketing activity of the company is to build a
system of information delivery to managers in
accordance with their level of competence and
responsibility. Thus, the information should be
responsible for the scope, quality and timeliness of the
tasks that are solved in defined parts of the enterprise.

Usually marketing information system is defined
as a set of measures, designed for collection,
processing, analysis, evaluation and dissemination of
relevant and reliable data for the purpose of
information support of marketing decisions, as well as

providing the necessary process of human and

material resources [1]. Foreign scientists developed a

number of approaches to formation of structure of

MIS, among which the most used is the functional

approach to the creation of an information system

depending on the fulfillment of certain functions.

Classic marketing theory and innovations
F. Kotler in the work [7] notes, that to MIS the
enterprise structure includes such components as the
internal reporting system, marketing research system,
the system analysis of marketing information, the
current system of collecting external marketing
information.

According to dynamics model MIS E. Li [8], it
has two main subsystems, input and output, with two
data banks that interact with each other. In model E.
McCarthy and B. Perreault MIS defined as a
mechanism for continuous collection and analysis of
data to ensure their company's marketing department.
This model, unlike other proposed, provides for the
establishment of an integrated closed system, a central
component of which is the integrated database [9].

Model of Y. Talvinen has aims to create such a
MIS, which could operate with systems that already
exist in the firm, at the same time subordinating all
the activities of the effectiveness of the process of
marketing management. The researcher stresses that
the information provider for marketing departments is
not only MIS, but also other information systems. He
highlights systems that help improve and analyze
marketing information: Transaction Processing
System, TPS, Management Information System, MIS,
Decision  Support  System, DSS, Executive
Information  System/Executive  support  system,
EIS/ESS [10].

In terms of sources of information in the
information system of industrial enterprise it is
possible to allocate subsystem data used in various
types and at different stages of activities. Among
these subsystems stand out:

— subsystem of scientific and technical information,
providing researchers and practitioners with
methodology and technique of scientific analysis
of the status and trends of the industry;

— subsystem reference information wused for
operational support of specialists needed in the job
data, optimizing the scientific, educational and
production activities;

— subsystem of legal information necessary to
provide information of a normative character,
which ensure the reliability and stability of the
enterprise, its operation, subject to the
requirements of state and local laws. The
subsystem consists of legal documents of state and
local significance, professional organizations,
unions, associations, businesses, charters, patents,
explanations and comments;

— subsystem general economic information about
the state of national and world economy, the
situation in individual industries, economic trends,
the influence of the state on the relevant
industries. Subsystem comprise analytical reviews
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of development the domestic and foreign
economy, the industries characteristics,
enterprises, economic and social forecasts, state
and local programs, the predictions of sociologists,
economists, political analysts, political figures on
the economic situation;

subsystem  financial information  provides
information about state finance of the foreign
exchange market, banks, securities markets;
subsystem price information that provides data
about the dynamics of prices for goods and
services;

subsystem statistical information, which provides
experts needed in the operation of the digital data
on the development of modern economy, the state
of her industries, the welfare of the population,
demographic data, etc. The system is based on the
data of the State statistics service of Ukraine, and
similar foreign organizations, sociological and
demographic ~ studies  research institutes,
enterprises;

subsystem commercial information, is a complex
of information used in practical marketing

activities — data on producers and the supply of
goods and services, results of sociological and
marketing research, advertising, media reports,
information on competing organizations, etc.;
subsystem internal information, which includes a
range of information resources reflecting the
situation within the enterprise: accounting
documents, plans and reports, internal documents,
the data on the availability of goods in the
warchouse, the information about the product,
etc.;

subsystem service information includes relevant
factual and background data for various areas of
service and support marketing activities [2].

In our view, the information system of marketing
activity of industrial enterprise is directly connected
with the structure and components of its internal
business process which is the main activity of the
enterprise. In Fig. 1 a schematic diagram of the
formation of the information system by stages of the
business process industrial company to develop and
implement product.

Incoming information
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II. Development M1 The
I Prpduct as Ly and . > production of | IV. Placing on | IV. Placing on
idea implementation the market the market
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of product
\ \ | / /
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Fig. 1. The stages of the business process of industrial companies to manufacture goods
Source: Own elaboration

Building an information system involves the
formation of databases, which can be divided into a
database of incoming, internal and outgoing
information. In our opinion, is expedient modular
approach to the systematization of information that
relating to all business processes and activities,
including marketing. Under these conditions, each of
the databases should consist of specific modules of
information (MI), which is installed separately and
can be changed if necessary. The modular approach
uses, on the one hand, the functional principle of
information accumulation and to improve job and
personal responsibility for the quality, reliability,
appropriateness and timeliness provided by the
corresponding module information. Another principle
of formation information modules is the consistency
of information to the structure of the business process.

The information in the corresponding set MI is
formalized in a convenient way and verificatisi to
further the effective use of a single center of
information support [11].

Each of the levels of enterprise management for
planning its activities require varying marketing
information, depending on the goals and objectives
that are put forward strategic, operational
management, for the solution of tactical tasks. It
should be noted that for large enterprises, many of
which are industrial enterprises, the allocation of the
operational and strategic levels MIS gives you the
opportunity to increase the efficiency of management,
including marketing activity of the enterprise. And
with that there is a definite hierarchy, additional
complexity in access to information in the enterprise.
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To ensure the effectiveness of information system
should run certain principles of its construction,
namely:

— the interdependence of the sources of information
that ensures the integrity of the information array
used in the business process of the enterprise;

— balance of external and internal sources of
information that will contribute to the
completeness and consistency of information
support of activity of the enterprise;

— eligibility information, which affects its accuracy;

— openness of the internal information of the
enterprise, which increases transparency and the
quality of the information environment of
industrial enterprises;

— consistency of information sources, which affects
a purposeful, orderly and conscious work with
information, and ensure its relevance in the
context of the preparation and implementation of
marketing solutions [4].

The matrix modules of information may have the
following form (table 1).

The use of all modules of the information
contained in the matrix, or some of them will depend
on the circumstances of the entity, its organizational
structure and capacity to collect and process
information. The modular structure of the information
it organizes the flow of information between the
different structural divisions of the enterprise
vertically and horizontally, creating a system of
transparency and free access to necessary information.

Table 1. The matrix modules of information for the formation of the marketing information
system of the enterprise

. Functional activities of the enterprise
Business process
stages of Information tvpe research and
industrial P marketing (M) | production (P) | development financial (F) |investment (I)
enterprise (Ei) (RandD)
Incoming MI (Ei M) MI(EiP) | MI (Ei RandD) MI (Ei F) MI (Eil)
-V Internal MI (Ei M) MI(EiP) | MI (Ei RandD) MI (Ei F) MI (Eil)

Outgoing MI (EiM ) MI(EiP) | MI (Ei RandD) MI (Ei F) MI (Eil)

Source: Own elaboration

Given the matrix represents one of the variants of
the structure the enterprise information system with
the ordering information on the stages of the business
process of the company with respect to information of
incoming, internal, or source and functional activities
of the enterprise.

Marketing activity is just one of the activities of
any industrial enterprise in conditions of market
economy, but marketing information need of all types
of activities, levels of planning (strategic, operational,
tactical) of the enterprise and all stages of the process
creation and implementation of product.

At the stage of formation the ideas of a product
must be created information modules:

— Input — MI search events (characteristics of
product, technology, resource, organizational,
marketing and infrastructure innovation, the value
of patents, know-how, scientific-methodological
developments in the field of marketing, etc.), MI
buyers, customers and competitors (the formation
of the portfolio of pending orders, qualitative and
quantitative characteristics of the products-
analogues);

— internal — MI R & D (engineering research and
development, marketing research).

During the implementation phase of the product
used database:

— incoming information — MI resource requirements
(means of production, objects of production
workers (qualifications, experience, level of
remuneration), MI financial security (the
conditions for granting and repayment of the loan,

inflation, interest rates on deposits, intentions with

respect to investments by investors according to

the method of capital participation and acquisition
of securities);

— internal information — MI development works
(parameters of technical specifications, technical
proposals, conceptual design, technical design),
MI technical and economic indicators (production
capacity, composition and qualification level of
employees, the composition and accuracy class of
technological equipment, etc).

At the stage of production of the goods used as
input the same MI, and for stage II, and the internal
information is displayed in MI technical and
economic indicators, MI financial and economic
indicators (data of production volume, costs, prices,
availability of own funds), MI management indicators
(time of product release, delivery, deviation from the
planned indicators, information on the stages of the
innovation life cycle, the indicators of the operating
activities of the enterprise, etc.).

In the fourth stage — implementation of the market
—is used as input in the form of MI buyers, customers
and competitors (the calculation of indicators of MI
takes into account the deviation from the
corresponding primary information 1 stage); a
database of internal information include the MI
financial and economic indicators, the MI
management indicators.

MI stages of service and maintenance of the goods
requires the accumulation of the input as with the
previous stage (with feedback) and external market
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information (perception by consumers, consumer  part of the overall information system of an industrial
requirements, the possibility of changing the  enterprise. The structure of the enterprise information
characteristics of the goods, the number of failures  system can be formed, on the one hand, by combining
and marriage and etc.). The inputs in turn or at the = modules of input, internal and output base and, on the
same time is input for the next stages of the process  other hand, involves the segmentation of information
development of the product, or generated in  modules by phases in the business process of the
accordance with user needs. enterprise — the creation and implementation of
Conclusions product. The third source of information modules
perform functional activities of an enterprise.

Given the above, a promising direction for further
development of this issue may be deepening detail of
the structure of modules of information, and
consideration of the influence of some factors on the
information system, especially the risk factor of
inaccurate information.

The feasibility of the modular approach to the
formation of a marketing information system in the
information system of the company is justified in a
number of scientific works of domestic and foreign
scientists. In results of the study of this question in
relation to activities of industrial enterprises, proposed
a modular approach to the formation of the MIS as

Abstract

Purpose: The information support of marketing activity of industrial enterprise is expected to lay the
foundations of economic efficiency at all stages of creation, production and realization of goods subject to the
requirements of industrial and consumer markets.

The aim of the article is the use of modular approach to the formation of a marketing information system and
its implementation to a common information system for efficient use of information when making management
decisions about the release of goods in an industrial plant.

Methods: The author emphasizes that the information system of marketing activity of industrial enterprise is
directly connected with the structure and components of its internal business process which is the main activity
of the enterprise. The paper presents the concept of formation of information system by stages of the business
process of an industrial enterprise for the creation and implementation of the product.

A modular approach to the development of the information system uses, on the one hand, the functional
principle of accumulation of information. Another principle of formation of information modules is the
compliance of information of the structure of the business process. Information together with relevant modules
of the information is formalized in a convenient way and is verified to further the effective use by the single
center of information support.

Results: The paper proposed a modular approach to the formation of a marketing information system as part
of the overall information system of an industrial enterprise. The structure of the enterprise information system
can be formed, on the one hand, by combining modules of input, internal and output base and, on the other hand,
involves the segmentation of information modules by phases in the business process of the enterprise — the
creation and implementation of the product.
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