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The article describes the directions of the eco-
nomic analysis of the ideas of the potential
product to evaluation and selection of innovative
projects. The influence of socio-cultural factors of
the macro-environment to the marketing activity
of the company had discovered. Possibilities of
application of marketing researches in the field
of innovative activity of the enterprise to conduct
Gap-analysis in the determination of market seg-
ments had determined.
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Y cmammi HagedeHo HanpsiMu rPOBEOEHHS €KO-
HOMIYHO20 aHari3y ioeli MomeHyitiHoI podyKyji 3
Memoto OUiHI0BaHHs1 | d060opy iHHOBAaYITHUX Npo-
eKmis. Busia/ieHo 8r/uB coyjiasibHO-Ky/TbmypHUX
YUHHUKIB MakpocepedosuLya Ha MapKemuHa08y
OisifIbHiCMb MidrpueMcmsa. BusHadyeHo Mox/iu-
BOCMI  3aCmOCyBaHHsI MapKemuH208UX O0C/Ii-
OXeHb y cehepi iIHHoBauitHOI Oisi/ibHOCMI [idnpu-

emcmsa i3 rposedeHHsiM Gap-aHasisy Mo yac
BU3HaYEHHS1 PUHKOBUX CE2MEHMIB.

Knto4oBi cnoBa: ekoHoMiuHUL aHasi3, coyjasib-
HO-KY/IbMYPHI YUHHUKU, MapkemuHz08a Oisi/ib-
Hicmb, iHHOBaYjtHa MPOOYKUs1.

B cmambe npusedeHbl HanpagieHusi npose-
0eHus1 3KOHOMUYECKO20 aHasiu3a udell mome-
yuasbHol Mpodykyuu € Yesiblo OYeHUBaHus u
ombopa UHHOBAYUOHHbIX MPOEKMOB. BbisigneHo
B/IUSIHUE  COYUA/TbHO-KY/TbMYPHBIX  (hakmopos
Makpocpeobl Ha MapKemuHeosyro Oesime/ib-
Hocmb rpednpusimust. OrpedesieHbl BO3MOXHO-
CcMu rpuMeHeHUs1 MapKemuH2a08bIX ucc/iedosa-
Huli 8 chepe UHHOBAYUOHHOU desimesibHocmu
npednpusmusi ¢ nposedeHueM Gap-aHaau3a
npu onpedesieHuUU PbIHOYHbIX CE2MEHMOB.
KntoueBble cnoBa: 3KOHOMUYeCKUll aHa/lu3,
COYUa/IbHO-KY/IbMYPHbIE — (hakmopbl,  Mapke-
muHeoBasi  0esime/IbHOCMb,  UHHOBAUUOHHas!
MPOOYKYUSI.

Formulation of the problem. In the modern con-
ditions activity of the company there is a need in jus-
tifying of the management system with it marketing
activity using the methods of economic analysis for
efficacy improving of decision-making, especially in
the field of innovation. In addition, taking into account
the social-cultural and economic factors in the func-
tioning of the marketing system is one of the objec-
tives of improving the efficiency of business activities
of any entity. In the theoretical developments of the
domestic scientists partly were examined the task of
carrying out of the market research in the domestic
business, namely in partial consideration of the fac-
tors of socio-cultural nature that affect the final eco-
nomic result, which makes possibility to consider
these problems in future developments.

Analysis of recent researches and publica-
tions. Questions about studying marketing mod-
els and methods taking into account cultural factors
that were engaged leading scientists: V. llyin, Kotler,
F. Rogers and others. They consider culture as an
important market factor and characteristic of con-
sumer that their theory are be describing cultural

Bunyck 3. 2016

factors only external manifestations. Modern schol-
ars M. Mark H. Klein and Karl Pearson in their works
emphasize to take into account in your models under-
lying cultural factors and reveal conceptual questions
of analysis of marketing activity.

The need for development and implementation
of innovative products or complement of the existing
product lines, as a rule occurs in the process of ana-
lyzing of the strategic areas of business enterprises of
corporate type [2; 3]. Probably, that such decision may
be as a result of trends of consumers’ requirements.
In addition, the rapidly changing of modern economy
marketing criteria is varied in the process of their
importance and relevance, requiring of the formulation
based measure of the social-cultural character.

The aim of article is to study the provisions of the
economic analysis of the enterprise marketing actions
with consideration of social and cultural factors.

Presenting main material. Implementation of
marketing principles is provided on the basis of these
features, but in modern marketing concept, especially
in the field of innovation activity the essential mean-
ing is the market research innovations and finished
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products. These studies are the basis for the devel-
opment of innovative strategies and tactics behavior
of the company, of targeted innovation and product
policy [7]. Innovative activity is characterized with
common actions of various areas of the company
with the development of new products, including and
based on marketing that involves the need for a new
product to consumers and activity coordination for
their needs satisfaction and profitability analysis.

In determining market segments are used Gap-
analysis. For example, as a result of research streams
profits from production and sale of various products of
the enterprise may be a market segment in which there
is the need of filling of the innovative products [5]. The
main elements of the market for Gap-analysis are [8]:

- A segment in the area of production;

- A segment in the distribution of products to con-
sumers;

- A segment in the appropriate product;

- A'segment in competition among the producers.

Gap-analysis of market elements, in our opinion
is the initial stage of the innovation cycle (pre-proj-
ect research) and the first element of the functional
mechanism of marketing innovation (FMMID), which
provides the ability to define market niches for the
purpose of forming ideas in the field of innovation.
However, the implementation of an integrated system
mechanism must include the application of marketing
principles during the whole innovation cycle. This can
be realized through the creation and using FMMID in
the practice of corporate business type.

In turn, the study of cultural parameters, as one
of the important stages of market research, the study
of the market environment in the traditional theory
is based, as an example, on the SWOT matrix with
the formation on its basis of the optimal marketing
strategy. This macro-environment (social-economic
environment, political environment, ecology, legisla-
tive environment) belongs to the firm uncontrolled
areas, while other living conditions of the firm may
be exposed. So the strategy of the firm is building
to counteract the conditions which are uncontrollable.
However, the strategic aim can be corrected so that
to make over the part of the uncontrollable fields in
the controllable and use this advantage over other
market participants. The question of culture research
within the economic efficiency is an attempt to turn
this knowledge into a competitive advantage.

Traditional marketing function changes, because
the new market needs customized (from the English.
Custom — «custom», «accustom») marketing con-
sidering of market specific or the concept of market
orientation with influence not only economic trends,
but also demographic, political with possible insti-
tutional and social-cultural changes. It is necessary
to distinguish the relations with institutional struc-
tures, due to social-cultural and other features that
directly is affected the consumer market as a whole.

As a result of what the company needs to develop a
rapid response and adjusting system on the negative
impact of environment factors [8].

Based on the studies [4-6; 10], we can cite the
definition of the essence of the marketing companies
as a process send to meet the needs of consumers,
as manifested in the relationship criterion functions
and marketing activities, and taking into account
social and cultural factors. Traditional marketing con-
sidered the culture as an important market factor,
which is found in the stable, clearly affected forms
such as ethics, religion, morality, ideology and so
on. Modern development of the world market signifi-
cantly changed the expression of cultural factors of
various kinds, and the result of the direct influence of
society on the economy was strengthening linkages
between economic, social and cultural phenomena.
The goal is to provide market research activities on a
macro level (the analysis of patterns and trends of the
market, consumer demand) and micro (analysis and
forecasting business opportunities, evaluating the
competitiveness and prospects of a particular mar-
ket segment) [1].Thus, cultural factors include its own
culture, a concept that is the main root cause of all
human needs and behavior; subculture, or the small-
est distribution of the cultural identities that enable
people to more accurately to find their identification
in society; social status, which implies belonging to a
particular class division in society.

Itis arguable that, the trend of the theory and prac-
tice of marketing shows:

- Lacks of the theoretical previous models;

- The need to find new models that take into
account the modern specific of the current market.

Improving marketing models that are built on new
principles, transformed to the current market condi-
tions beginning to find expression in new theoretical
developments. According to marketers, the existence
of a direct relationship between the brightest dis-
play in an appropriate archetype and brand market-
ing success of companies [2].Economic analysis of
potential product ideas is more detailed than the fil-
tration stage, due to the need timely elimination of
ineffective options. According the economic analysis
consists of [11]:

- Monitoring of demand depending on sale vol-
umes and prices, all of the short-term and long-term
sales, seasonal demand, rates of repeated pur-
chases, strengthening of the sale channels;

- Monitoring of the expense and effectiveness of
using of the available capacity and resources, inter-
action of primary, running expense, expense analysis
of raw components, saving on production volumes;-

Competitors’ analysis (short-term and long-term
data position in the market of the competitors and
enterprise.

In view of possibility of using of the priority objec-
tives in further analysis the term «priority» is used in a
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slightly different meaning. In this case, the priority will
be reflected not only the holding into the achievement
of the global goal and implementation of local prior-
ity targets. This task doesn’t require of measuring on
scale relations, due to the very serious methodologi-
cal difficulties and allows limiting with Ranked scale.
This procedure of determining priority’s objectives is
not formalized and requires the using of the experts
review. There are a lot of technical methods of receiv-
ing of experts review using ordinal scale, but the most
organic method is pair wise comparisons [1; 8].

After selecting specialists of the enterprise ideas of
potential products it needs to carry out their filtering,
which is carried out in order to exclude from further
consideration of the unacceptable on preliminary esti-
mates ideas. Typically, such filtering is performed on
the first stage of analysis using the method of scores
at the appropriate filtering lists, which contains crite-
ria. According to [6], the economic analysis should
include: demand forecasts; expense estimates;
assessment of market competition and possible strat-
egies of competitors; income assessment with the
risks of the innovative activity and so on. After review-
ing proposals for a new product is made the industrial
development and production, due to the manage-
ment and organization of production, provision with
resources, materials, training of the staff, creation of
technical and technological documentation, techno-
logical and tooling equipment, testing of products. At
the stage of mastering and production is marked out
[7] the following activities:

- Management and organization of production,
which is a complex of works on HR and resources to
achieve the goal of business;

- Production’s resources and materials providing,
which is an activity of the organization of timely deliv-
ery for the enterprise material, energetic, financial
and other resources to master and good’s production;

- Production design, it's a complex of works on
preparation of plans and drafts, production proce-
dures, technical and technological specifications;

- Equipment preparation, which is an activity with
the acquisition of production equipment and manu-
facturing special tools and equipment, development
of production standards and control methods of pro-
duction quality and technological processes;

- Acquisition of intangible assets is an activity with
the acquisition of technologies and other intellectual
property in the form of patents, licenses, know-how
and services;

- The acquisition of tangible assets is an activ-
ity with the acquisition of machinery and equipment
related to the introduction of innovations;

- The mastering and launch of production what is a
complex of works in designing of goods modifications
and technological processes, testing technologies,
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training staff to use new technology and equipment,
production test and planned parties of innovative
products.

As tools for previous researches with the purpose
of evaluation and selection of innovative projects is
the result of assistance certain serving areas and
selection of ideas and analysis, then the next step
is the complex of works, which are aimed at creat-
ing or improving products, materials, etc. to produce
innovative products for further implementation of new
products in the relevant markets of consumption. It is
necessary to highlight that R & D is generally include
the following activities: design work (study options
for a new facility); design works; engineering works;
creating of the prototypes and production of original
models of new products; testing with evaluation of the
characteristics of innovative products.

Note that FMMID with using of R & D is realized by
market research, result of which is:

— Marketing characteristics of the market for future
products;

— The competitive status of corporate enterprise
in R & D, production and management of business
processes;-

— The competitiveness of enterprises and forecast
of the actions of competitors;

— SOCIAL-economic and political environment in
the country.

This activity requires the formation of a complex
mechanism of management providing with results of
software and targeted market research in the field
of innovation management. This mechanism can be
integrated FMMID [11]. It needs the necessary invest-
ments in its own production after the development
and carrying out of new research.

Deduction from the research. In the article is
presented the justifying of marketing activity of enter-
prises as a process designed to meet the needs of
consumers, which is manifested in particular, and tak-
ing into account social-cultural factors on business.
Economic analysis of marketing activity supposes
determining the presence and action resources and
results of marketing activities, its structure and prop-
erties, as well as identifying causal factors to affect
to the business. There are not only market factors,
economic, technical and technological factors but the
social-cultural factors in this article.

The need for the development and implementa-
tion of innovative products may occur in the analysis
process of strategic areas of economic activity. The
process of developing and breeding innovations to
market comprises the steps from generating ideas
till the start of commercial sales. Effective business
innovation policy should include a thorough market-
ing concept of new products in the early stages of
innovation.
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BAOCKOHANEHHS NIAXOAY AO CYTHOCTI OPFAHI3ALIAHOIO
3ABE3MNEYEHHA KOHTPO/MIO ®IHAHCOBOI BE3MEKU
MAJIOrO MIANPUEMHULITBA

IMPROVING THE APPROACH TO THE ESSENCE OF ORGANIZATIONAL
SUPPORT FOR MONITORING FINANCIAL SECURITY OF SMALL BUSINESS

YK 336.77:334.012.64

Y cmammi BOOCKOHa/1eHO nioxio 00 cymHocmi
opeaHisayitiHoeo 3abe3sredeHHs KOHMPO i-
HaHCoBOI 6e3rexku Masi020 nidnpUeEMHUYMBA.
LocnidxeHo crieyugbiky cmpykmypHO20 MioxXody
00 cymHocmi opaaHi3auyiliHo2o 3abe3neqeHHsl,
HOPMamUuBHO-Memoodu4YyHo20 nioxody 00 cym-
Hocmi  opaaHi3ayitiHo2o 3abe3rneyeHHs. loeH-
muchikosaHO cymHicmb opaaHizayitiHo2o 3abes-
MEYEHHsT OeXXaBHo20 (hiHAHCOBO20 KOHMPO/IO
(hiHaHCOBOI 6e3rexku Masa020 MionPUEMHUYMBA.
OmpumaHi pesynibmamu 0arome 3Mo2y BUOI/U-
mu cxemy 6a308UX CMPYKMYPHUX YaCMUH opaa-
Hi3ayiliHo20 3abe3rneyeHHs1 0epxxasHo20 (hiHaH-
€0B020 KOHMPO/10, WO hOPMYEMLCST HA OCHOBI
CMpPYKMYPHUX pe2/1iaMeHmis siK CykyrnHocmi 0o-
KyMeHMmIB, Wjo HeOOXioHi 07151 3abe3reyeHHs Bu-
COKO20 PpiBHSI Op2aHi308aHOCMI  BIOMOBIOHO20
KOHMPO/IKo.

KniouoBi cnoBa: ouiHka, opaaHisayitiHe 3abe3-
reyeHHs, (hiHaHcosa besrneka, masie nionpuem-
HUYMBO.

B cmamee ycosepuweHcmsosaH Mooxo0 K Cyuj-
HOCMU Op2aHU3aYUOHHO20 0BeCreqeHusi KOH-
mponisi ghuHaHcoBol 6esonacHoCmu  Masio2o
npednpuHuMamesiscmsa. ViccredosaHa criey-
ucbuka cmpykmypHo20 rnooxooa K cywHocmu
0p2aHuU3ayUoOHHO20 0becreyeHusi, HopMamus-
HO-Memoou4ecko20 rooxoda K cywHocmu

Koponosuy 0.0.

cTapwuii Buknagad kageapu obniky ta

onogarkyBaHHA

MykauiBCbKWil AepxaBHWi yHiBepcUTeT

0Op2aHU3ayUoHHO20 — obecriedeHust.  VdeHmu-
¢huyuposaHa CyWHOCMb  Op2aHU3ayUOHHO20
obecrieyeHus  20cy0apCmBEeHHO20 KOHMPO/IS
¢buHaHcosoli besornacHocmu Masio2o npeornpu-
Humamesiscmsa.  [losydeHHble  pesy/ibmamsi

10380/150M BbLIOE/IUMb CXeMy 6a308bIX CMPYK-
MypHbIX Yacmel OpeaHu3ayuoHHo20 obecrie-
UeHUs1 20Cy0apCmBEHHO20 (DUHAHCOBO20 KOH-
mposisi, Komopsbil ¢hopmupyemcsi Ha OCHoBe
CMPYKMYPHbIX pe2/1aMeHmos Kak COBOKYIMHO-
cmu 0OKyMeHmoB, HeobXxoduMbIX 071 obecne-
YeHUsI BbICOKO20 YPOBHSI OpaaHU308aHHOCMU
coomBemcmsyowe20 KOHMPO/Isi.

KntoueBble crnoBa: oyeHka, opaaHu3ayUuoHHoe
obecneyeHue, chuHaHcosasi 6e30rnacHoCMb, Ma-
J10€ NpeornpuHUMame/1,cmso.

Provision formed by the author allow to state that
organizational support for state control of the fi-
nancial security of small enterprises should be
considered a set of interdependent and interact-
ing structural elements (within the organizational
structure of government financial security) and
the rules operating as the system and create
conditions for normal flow of control processes
and transactions that can occur in such a system.
This comprehensive organizational support of
state financial control will acquire functional and
structural characteristics. The results can provide
a scheme of basic structural parts of organiza-
tional support of state financial control, which is
based on the structural regulations, as a set of
documents (e.g. standards, rules and regula-
tions) that are necessary to ensure a high level
of organization of the relevant control through
regulation or restriction of controllers work and
control process.

Key words: evaluation, organizational support,
financial security, small business.

MoctaHoBKa Npo6nemu. Iig NOHATTAM «OLiHKa»
3ara/ibHOMPUIRHATAM € PO3YMIHHSI 3aco0y 4ucCesib-
HOro BMpasy CTaHy 00’eKTY AOC/IIKEHHA 3asIeXHO

Bi, HaGNMXKEHHS 1i0T0 OKpemMux napameTpiB go
ONTMM&/ILHOTO CTaHy, 3a $KOoro 3abe3neyvyeTbes
no3uTUBHUI edekT (abo BAOCKOHAsIEHHS) Yy cdoepi




