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Abstract 

 

The author proves implementation of business-processes’ re-engineering principles in marketing activity 

of Ukrainian industrial enterprises to be effective reaction on radical changes of outer business conditions. The 

article presents author’s model of organization and methodic structure of marketing activity during business-

processes re-engineering. Based on developed model, its specific characters and specified singularities of 

marketing strategic management, the author proposes suitable concept for marketing activity. 
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Introduction 

 
In the period of sharp changes of foreign political and economic conditions, a majority of Ukrainian 

industrialists start realizing the fact that the principles of organization and conduct of business activities 

they have been enjoying since the foundation of the industry are outdated. Modern challenges require 

changing the vectors of activity, the development of new markets, and the creation of new products. In 

order to enter the new market, Ukrainian enterprises have to get rid of the dissonance of the internal 

principles of the organization with the principles of the new markets. The above-mentioned arrangement 

of forces requires a single option involvement of innovative transformational measures of a radical 

nature, which includes re-engineering of the business processes [1]. In the transition period, according 

to the author marketing should become responsible for the adaptation of enterprises to new principles 

of work performance. Under the conditions of the business process re-engineering, marketing should 

change, and then new marketing should create a new enterprise.  

The involvement of the business process re-engineering in marketing activities for the qualitative 

improvement of key economic indicators and the level of competitiveness of domestic industrial 

enterprises is considered by the author as one of the most effective ways of responding to the sharp 

transformation processes in the appropriate external environment [2]. 

Taking into account the re-engineering focus on radical transformation, meeting the needs and 

objectives of both the client and supplier, the comprehensive assessment of the business environment, 

the ability to predict, continuous upgrade and self-improvement using the most advanced technologies 
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and breakthrough ideas, re-engineering should be closely linked to the development, assessment, and 

implementation of marketing strategies. 

The issue of the relationship between strategic management and re-engineering is one of the defining 

features in the overall project for its implementation, though it is not sufficiently studied. According to 

the author, the re-engineering effect under already defined strategies, their impact on re-engineering, 

and the capacities of re-engineering in the development and adjustment of strategies are a strong 

organizational and economic tool for a qualitative upgrade of the operating activities of machine-

building enterprises in Ukraine. This correlation is especially relevant and effective for marketing 

activities since this particular direction requires rapid response to a sharp change in the business 

environment requires the development of unique and new measures for the formation of long-term 

competitive advantages and is the closest and most sensible to the requirements and needs of loyal and 

potential customers. The unique role of re-engineering in developing marketing strategies involves the 

ability to identify and realize the unique potential of enterprises as well as to predict the response and 

change of the business environment for extended periods of time [3]. 

Nowadays, there are many methods of strategic management in general, and the methods of re-

engineering in particular. New methods are the reaction to radical changes in the external environment, 

the growth of the complexity of emerging problems (radical changes in such notions as customer and 

competition) and the efforts of companies to strengthen their position in the market. Modern company 

managers are trying to be more responsive to the changes in the environment than all the previous 

generations, and it is worth admitting that effective behavior of enterprises in the market can only be 

achieved by applying a combination of different methods of strategic management [4]. 

 

Analysis of recent research and publications. 

In an attempt to combine the best techniques for re-engineering and to formulate optimally integrated 

recommendations, an English scientist L. Mansar, along with the Dutch scholar H. Reijers [5, 6] 

analyzed 29 methodological approaches. 

At the same time, as noted in the joint work of the group of scholars from Taiwan universities (Shaio 

Yan Huang, Chao-Hsiung Lee, An-An Chiu) and the United States (David Yen) [7], the only best way 

in the re-engineering does not exist. 

According to the findings of a group of Chinese scientists (Cong Li, Lin Feng, Li Ma) who studied 

the issue of improving the sales of Chinese lubrication companies [8], the only thing different 

researchers define as a common benchmark for designing new processes is business strategies. 

Among the studies focusing on the connection of strategies to the business process re-engineering as 

well as the impact of new market conditions on the strategy and tactics of the innovation activity of 

enterprises, one can distinguish the works of the following scholars: L.M Taranyuk, O.S. Cheremnykh 

and S. V. Cheremnykh, Z. S. Abuytidz, L.M. Aleksandrovska, V. M. Basa, O. V. Vynogradova, A. V. 

Cherep, K. I. Potopa, O. V. Tkachenko, V. O. Onyshchenko, O. V. Redkin, A. S. Starovirets, V. Y. 
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Chevganova, M. A. Yokhna, V. V. Stadnyk, V. P. Moskalenko, N. Obolensky, V. D. Dorofeyeyv, N. 

Y. Shestopal, V. T. Shestopal, G. Forti [3].  

Some research and methodological and practical aspects of implementing the business process re-

engineering in marketing activities were considered in the research of the following foreign and 

domestic scientists: E. A. Utkin, A. N. Byashimova B.I. Hadzhiev, S. Kh. Siadat, S. Ku, J. Su, D. 

Tecucci, Li Cong, F. Lin, Ma Li, G. Forti, A. Miku, A. Kapatina, T. Elvin, J. Lynch, P. Shektl  [9]. 

Undoubtedly, studying the issues of marketing strategies it was wrong to ignore the classics who 

made the most thorough and meaningful research in this area, they are Ivy [10], Kotler [11], Brassington, 

Pettitt [12], 

Thus, modern economic literature is extremely rich in the studies on marketing strategies and their 

consideration in various terms. At the same time, there is a gap between theoretical developments and 

actual practical needs, since the rate of change in the initial conditions does not allow using constant 

strategies and techniques. 

 

Problem setting. 

 

The issue of the relationship between strategic management and re-engineering is one of the defining 

features in the overall project for its implementation, though it is not sufficiently investigated. This 

correlation is especially relevant for marketing activities in terms of transformations in the external 

business environment since this particular direction needs an operational response to a sharp change in 

the surrounding business environment, requires the development of unique and new measures for the 

formation of long-term competitive advantages and is the closest and sensible to the requirements and 

needs of loyal and potential customers 

 From the point of view of the variability of external conditions and the need for the regular update 

of the strategies and tools for managing marketing activities, the author proposes to develop a certain 

concept of marketing activities in terms of transformations of external as well as internal business 

environments, in particular, business process re-engineering. 

 

The main part of the research. 

 

Previously, the author published the results of the research on organizational and methodological 

support for the business process re-engineering in the marketing activities of the enterprise industry in 

the period of transformations in the external and internal environments [4, 2]. One of the key positions 

of the author is the belief that after the effective re-engineering, a company acquires the ability to carry 

out re-engineering independently with a certain periodicity in the future. Therefore, the author's 

organizational and methodical mechanism of re-engineering, unlike the existing ones, should reflect the 

state of the company, in which it has the opportunity to determine in a timely manner the necessity of 
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conducting another stage of re-engineering, objectively and critically evaluate both internal and external 

processes, optimally and fully use the levers of the influence of the available resource potential 

(described above in the broad sense), it is timely and appropriate to involve additional resources, to 

know the necessary algorithm of actions in accordance with the specific situation, to perceive the 

feedback effectively (to work effectively with the success criteria) during the re-engineering activities 

and timely recourse to the necessary corrective actions, to work successfully with conflicts between the 

current and new organizational components, to timely determine the company's readiness to complete a 

current stage (spiral turn) of re-engineering. The author considers this approach the key value of re-

engineering for domestic machine-building enterprises, and this approach is distinguished by the 

business process re-engineering from other outsourcing projects, which some successful projects under 

certain conditions often try to adapt to real companies without changing the fundamentals of their 

organization, the principles of operation and the qualitative expansion of competencies. The author has 

generated a list of characteristics, which, according to him, unlike the existing ones, should have an 

organizational model of the company during the business process re-engineering: openness, deployment 

in time, iterative, and self-regulation. 

Based on the research of the available foreign and domestic experience of the economists-scholars 

in studying the methodical approaches for conducting the business process re-engineering, including the 

industrial enterprises as well as the established organizational support of the company during the 

business process re-engineering improved the scientific and methodological approach to the business 

process re-engineering in the marketing activities of industrial enterprises, which, in contrast to the 

available ones, contains a developed scheme of organizational and economic provision of marketing 

work on re-engineering of the enterprise business processes based on the principles of the Hammer / 

Champy diamond model" [1] and  B. Gadzhiev [13] integral complex of marketing re-engineering, using 

the content of components and properties of the organizational structure of the company re-engineering, 

in particular its iterability and the ability to transfer to new phases with the time factor (Fig. 1). 

 

 



154 
 

 
Figure 1. Principle scheme of organization and methodic structure of marketing 

activity during business-processes re-engineering at the industrial enterprise [4]. 

(Developed by the author) 

 

The author's approach to the content filling of each of the elements of the scheme is given in Table 

1. The author made a detailed description of each component [2]. 

. 

Table 1. Components content of the principle scheme of organization and methodic 

structure of marketing activity during business-processes re-engineering at industrial 

enterprise [2]. 

 

Component of the scheme 

Resource 
Business- 

environment 
Business-
processes 

Strategic 
management 

- motivation; 
- innovation; 
- priority; 
- information; 
- corporative climate; 
- production; 
(incl. its preparation – 
development, technology); 
- procurement (traditional meaning: 
material, IT, financial, law, 
personnel, organizational (incl. 
work conditions)) 

- sales market; 
- market of 
innovations   
(both technical 
and 
organizational);  
- market of 
innovations; 
- market of 
personnel. 

- business-
processes, sub-
processes, 
organization of 
business- 

- business owner 
expectations; 
- internal limits and 
possibilities; 
- theoretical and 
methodic and 
practical research 
and groundwork for 
business strategies 
development 
 

A characteristic feature of this scheme (Fig. 1) to be highlighted is that, according to the plan, the 

scheme is universal. In this way, it allows us forming a concept for finding a strategy for the marketing 
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development as well as a concept for implementing and achieving the key objectives of a pre-defined 

marketing strategy. In addition, the scheme is equally effective for the companies that try to avoid 

forecasted threats or effectively use certain capabilities. According to the author, it is important that the 

scheme is connected with the external environment, as well as the fact that the scheme provides an 

update during the environment conditions’ change. 

The scheme also provides the main marketing sub-processes for a clear demonstration of the 

functionality of the scheme in the area of solving practical marketing tasks. In this case, marketing sub-

processes are considered an internal consumer (client) in the enterprise, entitled with the right of 

feedback, which is able to change the general starting conditions when making managerial decisions. 

The presented scheme allows predicting as well as assessing an actual impact of the adoption of 

certain managerial decisions, which qualitatively distinguishes it from all the available ones. This 

property is especially valuable in terms of assessing the ability of the company to influence the external 

conditions.  

The following possible marketing measures to influence the business environment can be attributed 

to (fragment): 

- managed demand creation through the development and offer of a uniquely innovative product; 

- impact on the regulatory framework of the consumer sector to ensure the forced demand for an 

exclusive product with the required characteristics in accordance with the standard; 

- entering the market with the supply of unique financial characteristics to (energy service contracts, 

joint ventures, covering customer's loan obligations, etc.); 

- creation of a unique service offer by expanding the supplier's obligations (new information and 

technical channels and formats of dialogue with the consumer, extended warranty obligations, 

inspection, repair and selection of new equipment, training of personnel, etc.); 

- introduction of a unique price offer on the market; 

- introduction of the information about news, trends, opportunities, and threats in the relevant 

consumer industry to the market;   

- impact on the market of personnel through the creation of unique conditions and motivation of 

work. 

Thus, the only guarantee of the support of the internal environment in accordance with the key 

requirements of the environment is regular monitoring of the latest and operational development of the 

company's response plans to take into account internal peculiarities. It is a similar approach 

characteristic to strong companies. Moreover, the factor of influence on the business environment 

(markets of sales, innovations, information, personnel), according to the author, gives a broader 

assessment of the company in the strategic plan, rather than the concept of competitiveness in its 

traditional perception. Thus, in order to have an opportunity for economically attractive existence in the 

long-term prospects, domestic machine-building companies need to focus their efforts on the 

comprehensive study of the modern business environment and the formation of innovative solutions that 
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will participate in shaping the future business environment and will benefit to distinguish them. The 

presented scheme of the methodical approach to the business process re-engineering in marketing 

activities allows predicting as well as assessing the actual impact of certain managerial decision-making, 

which qualitatively distinguishes it from all the existing ones. This property is especially valuable in 

terms of assessing the ability of the company to influence the external conditions. The characteristics of 

the model of organizational support, which is the basis of the proposed methodology, in particular, 

iterativeness and self-regulation, and provide appropriate regular monitoring of compliance with the key 

objectives and the required number of  repeat procedures [4]. 

Working with potential opportunities and threats logically leads to one of the most widespread 

methods of strategic analysis, which is a SWOT-analysis. The essence of the method is the assessment 

of the external sphere and the analysis of the internal environment. In the traditional SWOT-analysis, 

strong (Strength-S), weak (Weakness-W) points of an entity, opportunities (Opportunities-O) and threats 

(Threats-T) of its functionality, as well as interdependencies, are determined, which in the future can be 

used to develop a business entity's strategy. Thus, the strengths and weaknesses form an internal 

component of the SWOT-analysis for the business entity, while opportunities and threats form an 

external one [14, p.365]. 

Under modern conditions of sharp and diverse competition, the unintentional (not sufficiently 

appreciated and investigated) desire for a one-time winning at the expense of a decision to turn into a 

final failure in the long-term prospects. What constitutes a potentially advantageous opportunity today 

can turn into a catastrophic threat later. On the other hand, properly planned market aspects considered 

as a threat can be transformed into opportunities that will create an exclusive long-term competitive 

advantage [3]. 

One of the most important features of the SWOT-analysis in the area of marketing strategies as well 

as their re-engineering is the ability to determine the reach of established goals. If the goal is 

unreachable, the process needs to be repeated, involving new forces and opportunities. If the goal is 

reachable, it is necessary to develop an appropriate strategic plan. 

In the development of marketing objectives, the SWOT-analysis is just one of the tool of describing 

the situation. In other words, the SWOT-analysis allows compiling a specific list of circumstances but 

does not solve the problems especially when it comes to weaknesses and threats. 

The author's proposal is to develop the internal correlation between the elements of the SWOT-

analysis and the study of the impact of an individual SWOT-analysis element on all other elements. 

Thus, for a complete strategic analysis, the author suggests determining the magnitude of the impact of 

the given element and the corresponding predictive estimate of the state change for all other elements. 

Moreover, in the context of re-engineering, the economically justifiable result of the marketing strategy 

is considered a result when the threats or weaknesses are not simply reduced but transformed 

accordingly into the opportunities and forces [3]. 



157 
 

Considering identified critical tasks for re-engineering in terms of transforming the threats into the 

opportunities through the implementation of necessary appropriate transformations, the process of 

marketing strategic analysis becomes dynamic, there are stages of iteration, reflecting the predicted 

response of the system of the SWOT-analysis elements. In turn, this approach is quite successfully 

combined with the above-given author’s scheme of the organizational and methodological support for 

the business process re-engineering and its main features. 

It is assumed that the correlation between the elements of the SWOT-analysis can be straightforward 

as well as contain intermediate links. Transformation in any of the elements of the SWOT-analysis has 

implications for the overall alignment of forces in describing the market realities and perspectives of the 

company. Based on the data of judgments, we will present a schematic representation of re-engineering 

of the methodological bases for the SWOT-analysis use in the framework of marketing strategies 

functioning (Fig. 2). 

 

 
 

Figure 2. SWOT-analyze applying for choosing and development of marketing 

strategies during business-processes re-engineering at industrial enterprise. 

(Developed by the author) 

 
Another potentially important aspect to be laid in the basis of organizational and methodological 

coexistence of the re-engineering and marketing strategies, which are different sides of the one and the 

same indicator, can be a threat to the organization as well as can create a potential opportunity for it. 

Moreover, the same factors are a threat to some organizations, and the ability to create an advantage for 

others. That is, the distribution of external factors is rather arbitrary. We will use this aspect to create 

organizational and methodological support for re-engineering of marketing strategies based on 

previously considered basic marketing strategies, their main structural elements, and related 

interactions. In particular, we assign the main organizational elements to the ability of simultaneous 

creation of an opportunity and being a threat (Fig. 3). 
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Context 
 - positioning (T/O); - perspective (T/O); 

- bargaining power of buyers (T/O); - bargaining power of 
suppliers (T/O); 

- substitutes (T/O); - new market entrants (T/O); 
Process 

- model (W/S→S, T/O→O); 
- technology (W/S→S, T/O→O); 
- plan (W/S→S, T/O→O) 

Strategy content 
- price (T/O→O); 
-product (T/O→O); 
- people (T/O→O); 
- idea (T/O→O); 
- place (T/O →O); 
- promotion (T/O →O) 

- T/O – threats (Т) or opportunities  (О) of the market; 
- W/S→S –  effective engaging Strength characters or transformation of Weakness to Strength; 
- T/O →O – complete and effective engaging Opportunities or transformation of Threats to 

Opportunities. 
 

 
 

 
Figure 3. Organizational and methodical apparatus for the development of 

marketing strategies during the business-processes re-engineering at the industrial 

enterprise. 

(Developed by the author, applying [15]) 

 
So, the author's suggestion is to combine the above-considered research into marketing strategies to 

develop the most complete and effective recommendations for re-engineering of marketing activities, 

as well as engage the re-engineering approaches for radical transformations in the development of 

marketing strategies. Thus, the marketing strategy is presented in the form of three main blocks: context, 

process, and content of the strategy. 

The context of the strategy that defines a set of output conditions and is formed taking into account 

the conditions and circumstances of the external business environment, is proposed to be described by 

the following components: positioning, prospect, market power of customers, the market power of 

suppliers, substitute goods, new market participants. In accordance with the previously established 

features of the strategic analysis elements, the author believes that each of these aspects may be both a 

threat and form opportunities. In general, the context of the strategy describes a current, possible and 

predictable position of the company relative to the business environment and its participants [3]. 

The process of the strategy involves describing the algorithm and recommendations for the 

comprehensive use of marketing strategy tools. A model, technology or a strategic plan can represent 

the process. The process involves describing the necessary actions and steps to turn the weaknesses into 
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strengths or enhancing the strengths (W / S → S), as well as turning threats into opportunities and into 

the most efficient use of opportunities (T / O → O). The author's proposal is to engage in the re-

engineering activities to develop and implement a strategy process. A process presented in Fig. 3 in the 

form of eccentric circles illustrating its iterative nature, and is an arbitrary image of re-engineering [3]. 

The content of the strategy forms an output of the marketing strategy. Being developed on the context 

of the strategy and the process algorithm, the content of the strategy represents a field of outgoing 

proposals that are sent to the external business environment and are offered to the potential consumer or 

other participants of the business environment. The key elements of the content of the strategy are 

offered to determine the following: price, product, people, idea, place, and promotion. Taking into 

account the re-engineering activities carried out during the strategy formation it is assumed that the 

strategy output should be sheer strengths of the company and the prerequisites for creating the potential 

opportunities [3]. 

A mechanism presented in Fig. 3 provides for continuous monitoring of the external business 

environment and a continuous process of internal improvement based on the acquired external data. As 

in the previous section, an active influence on the external business environment and the formation of 

prerequisites for the creation of potential opportunities of the enterprise are proposed to be the most 

predictable and effective activity. In the case of threats, it is proposed, first, to assess strategic prospects 

of the measures to minimize them and compare them with the prospects of transforming the identified 

threats into opportunities. This aspect is extremely relevant for Ukrainian machine-building enterprises. 

After all, the main emphasis of their activities is to fight current problems and threats, which solution 

will not provide them with the benefits and development in the near future. Consequently, such scares 

investments, including marketing investments, can only be provided for a short period of return. While 

well-organized and predictable marketing activities in terms of strategic prospects can provide long-

lasting competitive advantages, and guaranteed consumer demand and loyalty [3]. 

A Finnish scholar Gilbert Forti, in his studies of the business re-engineering and marketing strategy, 

points out that the world-renowned marketing classics, in particular, Ivy [10], Kotler [11], Pettitt [12], 

consider a product the heart of the marketing mix and hence of the marketing strategies [15]. At the 

same time, the awareness of domestic machine-building engineers of its content is undoubtedly limited. 

It is despite the fact, as Pettitt accurately points out, that the product is "the heart of the marketing 

exchange" [12, c. 261]. In fact, Pettitt gives one of the most complete and expressive definitions: "A 

product is a physical product, service, idea, person or place that, by its tangible or intangible 

characteristics, can persuade individuals or organizations to consider it necessary or be so pleased to get 

rid of money or other values to possess them "[12, c.262]. 

The product is a reflection of the level of awareness of a supplier of the requirements and needs of a 

consumer. Just as the consumer affects the product, the supplier can also affect the formation of the 

characteristics of the goods, which provide long-term commitment and loyalty of the consumer. The 

description of the functional content of the goods creates the potential for the re-engineering of 
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marketing activities of domestic machine-building enterprises in general, and re-engineering of their 

marketing strategies in particular. Based on the structure of the product presented in the work of S. Pettitt 

and Fr. Brassington "Principles of Marketing" [12, c.263], let us describe potential functional capacities 

of the product as an effective instrument for establishing long-term partnerships between a consumer 

and a supplier (Table 2) [16].  

 

Table 2. Functional and structural analyze of the product [16]. 

(Developed by the author, applying [12, 15]) 

 

Function Structural part Content of the structural part Formed by… 
Consumption 
function 

Core product – 
functional content of 
the product 

Illustrates the level of supplier’s 
understanding they consumer’s key 
demands regarding the product; forms 
the basic value for the consumer  

90% - formed 
by consumer; 
10% - by 
supplier 

Representative 
function 

Tangible product – 
the cover, which is 
formed around the 
core, it is the way of 
product presentation 
to the customer 

It is the basic area for marketing 
influence on the product and formation 
of identifying  product characters 
(brand, design, packaging, quality 
level, characteristics) 

65% - formed 
by supplier; 
35% - by 
consumer 
(when specific 
requirements 
were stated) 

Promotion 
function 

Augmented product – 
nonmaterial options, 
which form additional  
advantages 
 

Characters, which could not be closely 
connected to the product and its core, 
but they identify product advantages 
for consumer (less costs for buying, 
consuming, utilization etc.), for 
example: post-sale servicing, 
guarantee, technical support, credit 
support, insurance support.  

90%  - formed 
by supplier; 
10% - by 
consumer 
(when specific 
requirements 
were stated) 

Strategic 
function 

Potential product –  
indicates the future 
image of the product  

It forms the strategic function of the 
product. It ensures added value, which 
is saved from the competitors and 
substitutes in the best way. 
When effective developed, it would 
ensure influence on consumer’s 
demands formation and formation of 
long-term advantage and long-term 
partnership. 

98% - formed 
by supplier; 2% 
- by consumer. 

 

The author's proposal is to formulate and describe the functions of each element presented in [12, 

c.263] the structure of the product, as well as bringing the author's vision of the share of influence of the 

participants in the marketing exchange (supplier-consumer) on their formation. Such a presentation will 

provide an opportunity for a systematic understanding of the product role in the supplier-consumer 

relationship, as well as bring the potential for qualitative re-design of approaches to the product creation 

within the framework of the re-engineering activities. The key idea is the need for the domestic machine-

builders to comprehend wide possibilities of their product and the need for a conscious process of its 
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creation, in order to ensure the consumer function of the product, as it was predominant in the Soviet 

times of the planned economy, as well as representative function, promotion function, and strategic 

function. 

In the domestic machine building, meeting the consumer function of the product draws the main 

attention of scientific and technical potential. Under the conditions of the planned economy and limited 

competition, the fulfillment of this condition was sufficient. Today, global competition has considerably 

expanded the requirements for the successful implementation of the product. The machine-building 

product has to gain consumer attractiveness in the spheres that had not previously been taken into 

account when choosing a supplier. In this segment, domestic machine builders are considerably inferior 

to the experience of competitors from the markets where the corresponding requirements were the norm 

(considering representative, strategic function and promotion function), which explains the high rates of 

supplier participation offered by the author: 65% - representative, 90% - promotion, 98% - strategic. At 

the same time, domestic machine builders still have the advantage of technical adaptability of the 

nomenclature and technological bindings in the post-Soviet markets, as well as the competitive scientific 

and technical potential for the creation of innovative products.  

Thus, the potential of re-engineering, considering the complexity of the tasks to solve, is seen in 

involving the product strategic function in the implementation. In particular, to ensure the formation of 

controlled demand for goods with unique characteristics that provide long-term benefits. In Table. 2, the 

author shows 10% of the supplier's participation in the formation of the consumer function of the 

product. Moreover, the strategic priorities of the supplier should tend to increase this indicator. Thus, 

the proposed structural scheme [12, c.263] of the "product anatomy"   involving re-engineering should 

be as follows (Fig. 4) [16].  

 

 

Figure 4. Re-engineering in structural components of the product [16]. 

(Developed by the author, applying [12, 15]) 

 

The author proposes to add a symbolic and visual illustration (Fig. 5) to form a full-fledged concept 

of the business processes re-engineering in the marketing activities of industrial enterprises in the 

context of the sharp transformations of the internal and external business environments. The peculiarity 

of the illustration is that it is based on the principles of constructing the characteristic curves of the 

operation of the centrifugal pump on the pipeline [17]. While practical testing of the author's 
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development results on the marketing strategy issues in the period of the business process re-engineering 

of industrial enterprises was carried out for the manufacturers of centrifugal industrial pumps in the 

Sumy region [9]. Consequently, the graph of the co-operation of the centrifugal pump and the pipeline 

provides a point of intersection of their pressure characteristics, where for one value of productivity (Q), 

the pressure curves H1 and H2 have the same pressure values. That is, a pump with a given performance 

(Q) develops a pressure that a pipeline needs (lift height, diameter, a condition of internal surfaces, 

geometric inequalities, etc.) to pass a given volume of fluid per a unit of time (Q, m3 / h). The researchers 

of the efficiency of centrifugal pumps on the pipeline network (in the system) univocally state that the 

consumer efficiency of the pump equipment is determined not only by the individual nominal 

performance indicators of the pump but by placing the point of intersection of the pressure 

characteristics of the pump and the network in relation to the optimum (the maximum value) curve of 

the pump efficiency. Such a way, the high efficiency of the pump beyond the common parameters of 

the pump and the network has no values for the consumer. The author believes this aspect is expedient 

to be designed according to the company-consumer relationship (market participants). By analogy with 

the pump system discussed above, it is proposed to consider the point of intersection of the Marketing 

activity of business (MAB) and the Market Needs, requirements (P) and evaluate its position regarding 

the effectiveness of the marketing strategy, or the full value of its implementation. In this way, the 

company should focus its best efforts on the interval between the potential crossings of the actual market 

needs and the company's existing offer that occurs through marketing activities. A horizontal axis in this 

interpretation may display time or spatial figures. Therefore, only the company activity in this interval 

includes consumer value and benefits for the client. Just as individual characteristics of the pump 

performance do not benefit the consumer when they do not meet his needs, and the company's activities 

outside the customer's priorities do not benefit either party. 

Therefore, the task of re-engineering in this interpretation is re-designing of the general principles of 

operation to ensure the implementation of developed marketing strategies and their maximum level of 

compliance with important market needs or, conversely, the search for potentially promising market 

needs in the interval of the highest efficiency of the company [18]. 
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Figure 5. Principles of Enterprise’s Successful Activity on the Market [16]. 

(Developed by the author [18]) 

 
In addition to the identification of needs and the assessments of market requirements, a search for 

relevant demand and the promotion of an effective offer, companies should also strive to ensure that 

efforts are focused on the consumer-friendly activities, and provide the required level of performance 

and quality of the activity. Moreover, in accordance with the identified marketing priorities, the shift of 

emphasis towards the potential interval of the cross-flow should take place in all directions of the 

company's activity, in particular: innovation, research, production, information, organization of business 

processes and their correlations, HR policy, financial policy, corporate culture, and priority systems. 

To sum it up, synthesizing the key aspects of the research results of the peculiarities of the business 

process re-engineering in the marketing activities of industrial enterprises, particularly, the properties 

and form of organizational and methodological support, and the author's approach to the strategic 

analysis and internal correlations between its elements, the author's vision of the strategic role of a 

product in the marketing strategic activity, and the need to synchronize the priority directions of the 

company's development with the actual needs of the market allow the author to offer his vision concept 

implementation of the marketing activities of industrial enterprises in the period of sharp transformations 

of internal and external business environment, including the business process re-engineering (Fig. 6). 
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Conclusions 

 
Author’s approach to engaging SWOT-analyze 
to form and choose marketing strategies during 
re-engineering business-processes of industrial 

enterprise 

 

 
 

Author’s approach to engaging re-engineering in 
structural elements of the product 

  
Context 

 - positioning (T/O); - perspective (T/O); 
- bargaining power of buyers (T/O);  
- bargaining power of suppliers (T/O); 

- substitutes (T/O); - new market entrants (T/O) 

 
 
 
 

Process 
- model (W/S→S, T/O→O); 
- technology (W/S→S, T/O→O); 

- plan (W/S→S, T/O→O) 

Strategy content 
- price (T/O→O); 

-product (T/O→O); 
- people (T/O→O); 

- idea (T/O→O); 
- place (T/O →O); 

- promotion (T/O →O) 
- T/O – threats (Т) or opportunities  (О) of the market; 
- W/S→S –  effective engaging Strength characters or transformation of Weakness to Strength; 

- T/O →O – complete and effective engaging Opportunities or transformation of Threats to Opportunities. 

 

 
Figure 6. Concept scheme of strategic management of marketing activity for 

industrial enterprise during re-engineering its business-processes   
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During the research the author compiled the list of specific characters (non-mentioned in the 

previous research in the realm) for organizational model of the company during its business-processes 

re-engineering: open to business-environment, extended by time, iterative, self-regulating. 

The author developed organizational principle scheme of company activity (marketing), based on 

identified characters of the organizational model under the business-processes re-engineering. 

Based on the developed organizational principle scheme of the company activity (marketing) 

during the business-processes re-engineering, the author has improved scientific and methodical 

approach of the business-processes re-engineering in the marketing activity of industrial enterprises. 

The author’s approach includes an organizational principle scheme of the company activity (marketing), 

based on the principles of “business-system diamond” of Hammer/Champy and “Complex Re-

engineering Marketing” of B. Hadzhiev. It also corresponds with identified components and characters 

of the organizational principle scheme of the company activity (marketing). 

The author has discovered a potential of basic components of marketing strategies to the updated 

quality of marketing activity principles for Ukrainian industrial enterprises during the business-

processes re-engineering and radical transformations in outer business-environment. 

The author has developed a concept basis of strategic management of the marketing activity of 

industrial enterprises under the business-processes re-engineering, based on the following identified 

singularities: the ability of strong and weak characteristics to transfer in the opposite condition; the 

regular requirement to ensure the activity efficiency and strategy execution in terms of crossing company 

marketing activity and market demands. 

The author proposes to devote further research to the development of practical approbation of the 

received conclusions.  
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