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Abstract 
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of information support in marketing, the theoretical basis for the implementation of 

information support of the enterprise, as well as studying the process of transferring 

information from source to consumer. 

 

Keywords: situational analysis, marketing, management, marketing management, 

marketing information, information support. 
 

Introduction 

 
The effectiveness of the functioning of the economy in any developing country, 

in any state at all levels - from individual enterprises to entire industries - 

depends on many circumstances. Among the circumstances that determines the 
level of the economy of industrialized countries, it is necessary to highlight the 

level of management efficiency. It refers to the effectiveness of management at 

all levels of the economic system - from individual enterprises to state bodies. 
The search for ways of survival in an increasingly competitive environment is 

becoming a key factor in shaping the strategy and tactics of the economic activity 

of enterprises and conducting marketing activities. In the development and 

implementation of management decisions in an environment of active 
competition, it is effective to use methods and procedures of strategic marketing 

that ensure an enterprise gaining significant competitive advantages. 

The functioning of any economy is the transformation by human labor of the 
natural resources that the environment possesses into a product that satisfies the 

needs of this environment. Combining the world economy allows the country to 

access to these resources - material, human, spiritual, financial, including the 
fact that it does not possess or use of which is connected to this country too 

costly, the cost of human labor. In the area of production and demand satisfaction 

- management is considered the most important resource. 

Let us define that management, as applied to this study, is understood to be the 
type of human activity that forms, controls the activities of people in the 

production of products and other types of raw materials that satisfy public and 

individual needs. At the same time, we will immediately define the framework 
for the use of this term; otherwise, virtually any type of human activity can be 

called control. We are interested in the management of an enterprise, a firm, a 
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company that produces a product and its sales, thus satisfying human needs, that 
is, the initial entity - the economic system. The management process is primarily 

associated with the exchange of information between the subjects and objects of 

management. Therefore, information support plays an important role in 
management. In the absence of the necessary information, it is impossible to 

make correct and timely decisions, determine the development directions and 

strategy of the organization. The availability of information, which is unknown 

to opponents, ensures more successful functioning of the organization in the 
market and puts it in conditions that are more favorable. Therefore, we must 

answer the following questions: what is information, economic information? 

How do the data and information correlate? 
The word "information" comes from the Latin "informatio", - information, 

clarification, presentation. Information is information about objects and 

environmental phenomena, their parameters, properties and condition. 
At the same time, economic information is a set of information that reflects 

socio-economic processes and serves to manage these processes and groups of 

people in the production and non-production areas. 

Multiple repetition of cycles on receiving and modifying information in the 
fixed time periods (month, quarter, year, etc.); variety of sources and consumers 

of economic information. 

Since we are talking about information support for management activities, we 
should note that any management process is associated with information 

exchange, which consists in the cyclical implementation of the following 

procedures: 

• collection of the information about the current state of the managed 
object; 

• analysis of the information received and its comparison with the 

current state; 
• production management and the influence of the managed object in 

the desired state; 

• distribution of the influence of the control view on the object. 
The management process implies the presence of feedback from the 

information flow directed from the object to the subject. Feedback allows to 

determine how efficiently the controlling influence is exerted on the object. The 

most interest represents the review of the management processes in the economy, 
particularly in relation to specific organizations. 

At this level, the management organization includes operations: 

− identification of management functions; 

− establishment of a rational number of management levels; 

− distribution of functions, rights and responsibilities between the 

various levels; 

− determination of professional and size of staff; 

− development of normative and methodological base. 
Thus, information support for management activities is carried out on the basis 



32 
 

of the organization’s information system by applying information using special 
technologies for collecting, transmitting, storing, processing and providing 

information. Management of information resources and management 

information management means assessing information demands at each level 
and within each management function, studying the organization’s workflow, 

rationalizing it, standardizing document types and forms, classifying 

information and data, overcoming the problem of incompatibility of data types, 

creating a data management system etc. If we select from the modern concept of 
marketing those components that in general can be attributed to issues of 

traditional management, then we can say that the successful functioning of any 

firm in a market environment can only be ensured with accurate, complete and 
reliable information. Marketing information is an important stage in marketing 

research, which allows a company in the market to gain competitive advantage, 

reduce risks, determine changes in the marketing environment in a timely 
manner, and coordinate actions in a market strategy. Marketing information is 

objective (statistical data, results of marketing research, etc.) and subjective 

(evaluations, feelings, thoughts, rumors) information necessary for making 

marketing decisions. The main source of marketing information is marketing 
research. 

Marketing information, as well as any information in general, represents the 

management of a company the removed uncertainty regarding the surrounding 
world, which allows the company to choose the behavior that will ensure its 

survival, on the one hand, and on the other hand, the achievement of the goals 

set by the company. Such a point of view is expressed, for example, by N.P. 

Vaschekin: “Marketing information can be defined as the reflected diversity of 
existing market parameters. This is a shot of uncertainty ... "1 Undoubtedly, the 

marketing information reflects not only the parameters of the market, but also 

the individual subjects of the market acting on it, primarily the competitors. This 
definition reflects the dialectical nature of marketing information; for its 

consumers, it is, first of all, an uncertainty, and for its sources information is a 

reflection of the state of real-life objects.  
In order to efficiently collect and analyze information, firstly it is necessary to 

introduce some quantitative indicator for it in order to measure its flows and 

determine the effectiveness of working with it. For marketing information, the 

most important is its qualitative assessment. If an approach on the collection of 
marketing information is a random, rare event, which is necessary only when 

there is a need to obtain data on a specific issue, a number of problems can arise. 

Marketing research should be considered as part of a permanently integrated 
information process. It is imperative that the company develop and use a system 

of continuous environmental monitoring and data storage so that they can be 

analyzed in the future. Marketing information system - a permanent system of 

interconnection of people, equipment and teaching methods designed to collect, 

                                                             
1 N. Vaschekin. About the system of marketing information. - Marketing, 2006, №1.p.27-33 
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classify, analyze, evaluate and disseminate relevant, timely and accurate 
information for use by marketing managers with the aim of improving planning, 
implementation and monitoring marketing activities. The concept of marketing 

information support system is illustrated in the figure 1.2  
 

 
 

Fig. 1 Systems of marketing information support 

The left box lists the components of the marketing environment for which the 

marketing manager should be constantly monitored. Information is collected and 

analyzed using four auxiliary systems, which together form the marketing 

information system: 

− internal reporting system; 

− a system for collecting external current marketing information; 

− marketing research systems; 

− marketing information analysis systems. 

The flow of information to marketing managers helps them to analyze, plan, 

implement and monitor the implementation of marketing activities. The reverse 

flow towards the market consists of management decisions and other 

communications. 

Analysis of marketing information includes a set of advanced methods for 

analyzing marketing data and marketing problems. The basis of any system for 

analyzing marketing information is a statistical bank and a bank of models. 

                                                             
2 Kotler F. The Basics of Marketing Short Course - M :, 2007, p.80 
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Statistical Bank - a set of modern methods of statistical processing of 

information, allowing you to more fully reveal the relationship within the data 

collection and to establish the degree of their statistical reliability.3 

It should be noted that the analysis of marketing information is aimed at 

identifying reliable information in the stream of incoming messages, filling in 

missing information, eliminating deliberate and unintentional distortions and 

determining the basic laws of existence and behavior of the object being studied, 

methods of establishing interdependencies between the parameters of the object 

under study. These methods of statistical processing of information are described 

in many economic and statistical sources. There are examples in the world 

economy, where the lack of new technology because of the shortage of funds 

successfully recoverable low-wage but skilled manual labor. In this case, the 

management of the enterprise begins to play a special role. After analyzing the 

marketing approach to management, you can understand that there are several 

options, but they have something in common. This common, above all, is the 

cyclical nature of the enterprise management process. In general, the cycle has 

the following structure: problem → study of the situation, which created the 

formation of the problem → development of an alternative solution to the 

problem → selection of the optimal (best) solution variant → control 

(implementation of the solution) → control of the solution. Here the problem is 

to keep in mind that which hinders the achievement of the goals of the enterprise. 

I would like to note that this cycle cannot be precisely called a cycle, since it is 

logically broken, since there is no connection between its end (positive or non-

positive solution of the problem) and the appearance of a new problem. It is 

implied that the problems of the enterprise arise constantly, and it has the 

necessary methodological and organizational apparatus for solving them. 

The impracticality of this method was known for a long time. To avoid 

ambiguity before the possible occurrence of problems in the activities of the 

enterprise, one of the functions of marketing from the beginning of its active use 

was to predict the action of factors affecting the activities of the enterprise. 

Is there a difference between the marketing approach to management described 

above and what is called “marketing management”? Have the most 

comprehensive approach to enterprise management based on a marketing 

approach. (fig.2)4 

                                                             
3 Kotler F. The Basics of Marketing Short Course - M :, 2007, p.85 
4 Gradov A.P. Economic Strategy of a Firm (study guide). St. Petersburg: Special literature, 2005. 

- 410 p. 
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Fig. 2 Application of situation analysis and strategic marketing 

planning procedures in the management cycle 
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management system. This determines the direction and flow of information. This 

means that the basis of this is management, or decision-making, or decision-

making with the lowest priorities of importance. This leads to the fact that the 

determining opinion regarding the orientation of management decisions to the 

situation in the external environment of the enterprise belongs exclusively to 

those who are called "decision-makers", that is, the company's management. As 

a result, the subjectivity of the decisions taken is unnecessarily increased. 

A similar situation is described by F. J. Rogers: “Most companies like to work 

without maintaining close contact with customers, and then surprise them with 

new products and programs. The fact that they do not devote time to preliminary 

familiarization of future consumers with their plans can turn into a catastrophe 

for them - a new product may not hit the target. ”5 

ASWK Company has a management decision-making system, much more 

focused on using information about the external environment, primarily 

information about the desires and demands of its customers. It should be said that 

the described process of orientation of the production of goods to the needs of the 

market is typical for that industry (computer production), whose products depend 

on easily modifiable assembly technology. Such a scheme focuses the company 

on the development of its activities through the distribution and development of 

new market opportunities. 

It can be said that the adoption of one or another variant of making management 

decisions determines the type of activity of an enterprise in the market. The 

considered variants of the situational analysis of management decisions put the 

enterprise in the position of "attacker", and also accepting the enterprise in the 

position of “defender” as the beginning of the management cycle situational 

analysis. 

There are many different reasons that cause an enterprise to become “attacker” 

or “defender”. Of these, first of all, it is possible to single out the possibility of 

an enterprise accessing resources. One of the most well-known methods for 

assessing market opportunities as an important step in the assessment is 

considered to be the possibility of an enterprise acquiring raw materials, 

production and human resources, money capital, scientific and technical potential 

and commodity turnover opportunities.6 

It must be emphasized that the company can determine the existence of such 

opportunities, primarily by analyzing the situation on the market for each type of 

                                                             
5 Rogers F. J. Small Business Marketing: A Guide to Barclay Bank. M: Audit, 1996. - 255 p 
6 G. Makarova. The system of bank marketing (textbook specialty "Finance and Credit" VZFEI). 

M: Finstatinform, 2007. - 108 p. 
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these resources. And this analysis is based on collecting information about these 

markets. Experience shows that even in modern conditions, most enterprises 

cannot gain access to additional resources and / or master new market 

opportunities precisely because of the lack of information from the management 

of the company or receiving the information with great delay.7 

If we summarize the accumulated facts, we can conclude that the one who 

“attacks” possesses a very large amount of information about the outside world 

(sources of resources, markets, competitors and consumers) than the one who is 

in the position of “defender”. This information is provided to the “attacker” by 

marketing services. Consequently, we conclude that the strategy (which should 

be viewed as a set of rules for drawing up plans and their implementation, acting 

for a long time) the behavior of the enterprise determines the availability of 

information and the ability of the enterprise to access information. 

Information and marketing information, in particular, are products with special 

specific properties, which are defined as the orientation of the consumer of 

information in the act of buying and selling it to acquire access to information 

and to satisfy the information only one need. Determining the boundaries of the 

cycle allows to identify the needs of supplying the company with information 

aimed at developing strategies for the behavior of the enterprise and to effectively 

plan the information support of the enterprise. 

Modern marketing for the adoption of timely and correct decision requires a 

huge amount of diverse information. Information exchange should be carried out 

not only at the internal level of the enterprise, but also at the external level. Proper 

organization of information support for the marketing activities of the enterprise 

is one of the key links to success. Information support at the present stage is 

unthinkable without the use of modern information technologies. 

 

References: 

[1]. Kovalev A.I., Voylenko V.V. Marketing Analysis. M: Center for Economics 

and Marketing, 2006. - 176 p. 

[2]. Zhigun L. A. Marketing: basic theories and implementations. The concept of 

the consumer. Vladivostok: Far Eastern University Publishing House, 1993. - 134 

p. 

[3]. Harding G., Walton P. Find your way in marketing. IQ Publishing House, 

2002. - 54 p. 

                                                             
7 Ovcharova Sn., Knowledge Management and Innovative Behaviour of Small and Medium 

Enterprises. ICEIRD2009: International Conference for Entrepreneurship, Innovation and 
Regional Development, Thessaloniki, Greece, 22-24 April,2009. ISBN: 978-960-89629-9-6. 



38 
 

[4]. Kotler F. The Basics of Marketing Short Course - M :, 2007, p.80-110 

[5]. G. Makarova. The system of bank marketing (textbook specialty "Finance 

and Credit" VZFEI). M: Finstatinform, 2007. - 108 p. 

[6]. Lays G. Marketing: A Handbook for Practitioners. M: Mechanical 

Engineering, 2002. –145р. 

[7]. Lambin J.-J. Strategic marketing: European perspective. Translation from 

French St. Petersburg: Science, 2006. - 589 p. 

[8]. How Japanese enterprises are managed. M: Economy, 2003. - 160 p. 

[9]. Afanasyev M.P. Marketing: strategy and practice. M: Finance and Statistics, 

2005.-287 p. 

[10]. N. Vaschekin. About the system of marketing information. - Marketing, 

2006, №1.p.27-33 

[11]. Pankrukhin A.P. Theory and Practice of Marketing / Russian Academy of 

Management. M: Lug, 2003. - 157 p. 

[12]. Traynev V.A., Alekseev Igor, Traynev I.V. Strategy and tactics of business 

in domestic and foreign practice (summary and recommendations). M: 

International Academy of Information Processes and Technologies, 2005. - 285 

p. 

[13]. Nozdreva R. B., Tsygichko L. I. Marketing: how to win in the market. M: 

Finance and Statistics, 2001. - 303 p. 

[14]. Bedzhehot R. Philosophy and practice of marketing: an example of the 

London law firm "Field, Wiener, Waterhouse". M: 2010. - 15 p. 

[15]. Gradov A.P. Economic Strategy of a Firm (study guide). St. Petersburg: 

Special literature, 2005. - 410 p. 

[16]. Rogers F. J. Small Business Marketing: A Guide to Barclay Bank. M: Audit, 

1996. - 255 p. 

[17]. Ovcharova Sn., Knowledge Management and Innovative Behaviour of 

Small and Medium Enterprises. ICEIRD2009: International Conference for 

Entrepreneurship, Innovation and Regional Development, Thessaloniki, Greece, 

22-24 April, 2009.  

 

Note about the author (s): 

Gulmira Bekmagambetova, Doctor of Business Administration, Kazakh 

University of Technology and Business, (Astana, Kazakhstan), e-mail: 

g_bek@mail.ru 


