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In article the influence of marketing activity on the process of forming the financial results of an

enterprise activity is considered.

The efficiency of managing subjects is formed
under the influence of internal and external fac-
tors and the subsystem of marketing activity is
the result of the interaction of various sub-
systems. The peculiarity of such position de-
fines the role of marketing in the formation of
efficiency of the managing subject. The article
considers the influence of marketing activity on
the formation of efficiency of internal subsystems
of managing subjects: the subsystem of produc-
tion, the subsystem of investment activity and
innovative activity, and the subsystem of finance.

Production efficiency, in particular, depends
on the congestion of production assets, the
rhythm of production program, the volume of
production. All the listed indicators are formed
as a result of marketing activity, regarding fore-
casting the volumes of demand and market ten-
dencies (equation, seasonal prevalence, recur-
rence, potential, competitive activity, etc.).

The efficiency of investment activity of
managing subjects depends on the times of re-
covery of outlay of investments, the size of the
pure discounted income, the norm of profitabil-
ity of investment, that are the characteristics
whose forecasted values are defined as a result
of marketing research. The information received
during the research allows to define the fore-
casted volume of demand (and consequently,
both the volume and the completeness of the
purchased equipment), the price level, the ex-
penses for the advancement of the goods and
services within the limits of the investment
project, the demand for the basic resources ac-
cording to the production program, generated
on marketing forecasts. Throughout the project
marketing information allows to correct the pa-
rameters of the project depending on the envi-
ronment changes.

The efficiency of financial activity of man-
aging subjects is, in many respects, based on
the indicators formed with the help of experts
in marketing. Thus, profitability indicators de-
pend on the stability of the monetary streams
provided by marketing, the profitability of ac-
tives is defined by the intensity of use of the
assets, whose forecasting is also a marketing
prerogative as it is based on the volume of
market demand, prices and costs. Liquidity in-
dicators depend on marketing activity, as they
are defined by the efficiency of communicative
activity (loyalty creation, brand awareness, pop-
ularity of the enterprise and its goods), and
also the demand for the goods in the market.
The listed marketing aspects allow to generate
business costs, to receive additional income from
its sale or management of its securities, and
also from the sale of separate brands and busi-
ness directions.

The efficiency of research and development
is improved by the means of marketing activity,
as a direct result of the choice of scientific and
practical research direction, and finding out the
strategy of competitors.

In general, the role of marketing in the pro-
cess of forming the financial results of a man-
agement subject activity is of high priority and
is considered in the context of the following
directions:

1) Marketing allows to save internal resourc-
es of managing subjects due to the accuracy of
forecasts, more productive communication,
goods satisfying the requirements of the mar-
ket, the decrease in expenses for marketing ac-
tivity, and the choice of stable partners;

2) Marketing works with consumers, spec-
ifies the demand, which saves means at the
product launch stage, at the stage of the adap-

* Irina V. Kotljarevskaya, Doctor of Economics, Professor of Ural Federal University named after the
first President of Russia B.N.Yeltsin; Tatyana A. Berkutova, PhD in Economics, senior lecturer of Izhevsk
State Technical University. E-mail: km@mail.ustu.ru; tberkutova@yandex.ru.

15




Vestnik Samara State University of Economics. 2011.011 (75)

tation of the goods, and also stabilizes cash
flow in the long-term period.

The key subject of environment is the con-
sumer. Consumer satisfaction is defined by their
efficiency. Moreover, modern research assumes
that the consumer is the participant of a busi-
ness partnership, along with its other partici-
pants. The key concept of the network form of
business is mutual relations. From the position
of the neoinstitutional theory, the efficiency of
business of a managing subject depends on the
degree of trust between the managing subjects
within the limits of the partner mutual relations.

J. Igan defines the following stages of develop-
ment of trust:

1. Trust based on rational calculation;

2. Trust based on practical knowledge;

3. Trust based on a mutual recognition;

4. Trust, as an integral part of industrial
activity.

Marketing acts as the subject of the forma-
tion of trust, as it allows to establish communi-
cation with subjects of a microhabitat and the
society as a whole, and provides analysis and
satisfaction of the demand.
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