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FEATURES OF INSTITUTIONAL MARKETING
DEVELOPMENT IN UKRAINE

The current stage of development of the economic situation in
Ukraine places complex requirements on methods and management
systems in enterprises in order to ensure not only the required
efficiency of their development, but in some cases to ensure their
existence in an open market environment.

One of the main directions of development of the management
sphere is the marketing concept, the introduction of which aims to
concentrate the efforts of all structural units of enterprises to obtain a
product that will best meet the needs of consumers and its
implementation will be cost-effective for the company and society.

The relevance of the research topic is due to global and national
trends in the development of the concept of marketing in conjunction
with the institutional development of society, which ultimately leads
to the acceleration of scientific and technological progress, increased
competition, crisis phenomena in different sectors of the national
economies of the world space.

To solve the emerging problems, it is necessary to expand the
institutional component of the economic development of society in the
direction of marketing activities and the introduction of new
instruments of market economy. Institutional marketing can be one
such tool.

The aim of the study is to assess the existing and potential
institutional developments in marketing, institutional constraints of
marketing activities at the micro level of market economy and macro
levels of economic development, affecting the effectiveness of
marketing activities of the real sector of the economy.

The object of research is the system of institutional development
and marketing management of the real sector of the economy of
Ukraine.



Under the concept of institutional marketing, we propose to
understand the system of applied scientific categories that make up the
synthesis of institutional and marketing hypotheses.

In this conglomerate, marketing represents certain economic
categories that are an integral part of the marketing mix (for example,
product, price, place, etc.). The institutional part is represented by the
corresponding requirements that are presented to the corresponding
objects. At the same time, marketing actions can be aimed at meeting
both the individual needs of the individual and the needs of the whole
society (public goods) [1].

We believe that marketing in combination with the institutional
concept can lead to positive transformations in the field of strategic
planning by market processes in the economy, as well as improve the
understanding of specialists of the institutional constraints of
marketing categories. At the same time, marketing categories in this
case act as “institutions”.

S. Pejovich, characterizes the institutional market «as a process that
allows individuals to choose the rules of the game in the community.
Through their voluntary interactions, individuals evaluate existing
rules, determine and test the suitability of new ones» [2].

The concept of institutional marketing is based on the evolutionary
foundations of institutional development. However, as a basic
principle, we define the principle of socio-ethical interaction, which
takes into account the social guidelines for economic development, as
well as market transitions from monological foundations to dialogue,
from administrative and directive measures to preliminary discussion
and agreement. With the help of this principle, it ensures the
achievement of greater consistency between individuals, economic
agents, not only responding to the stimulating systems of institutions,
but participating in their shaping mechanisms. The functions of
institutional marketing can contain the functions of institutions in the
economy, and the functions of marketing in market activities. At the
same time, the basic institutions of marketing determine the
macroenvironment of institutional marketing, and the auxiliary ones
constitute its microenvironment.

Thus, the essence of institutional marketing is filled with deeper
content and is a process of reconciling the capabilities of the
organization, the needs of consumers and the requirements of society,



which is determined by the third participant in market relations - the
state. Institutional marketing is characterized by all the features of the
marketing of goods and services, therefore, the subjects of the
institutional economy can fully apply the entire managerial, functional
and instrumental arsenal of institutional marketing in the applied
activities of the market economy.

The concept of institutional marketing determines the activities of
the subjects of the institutional economy within the framework of
achieving maximum consumer satisfaction of economic agents in the
rules, norms and mechanisms of restrictions in market activity on the
basis of the principle of purposeful interaction, which, as a result,
should lead to complete socio-psychological satisfaction of the whole
society.
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MARKETING COMPONENT OF UKRAINE-
HUNGARIAN EXPORT-IMPORT BUSINESS RELATIONS

Marketing research of foreign trade is important both for
companies pursuing an import substitution policy and for those who
are building a strategy for entering new geographic markets,
developing the export direction of their activities. Both import
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