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The article proposes an algorithm for a complex
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the tasks and methods of analysis at each stage of the sequence
of mechanisms. The sources, process and results of marketing
activities are analyzed in order to identify trends, behaviors,
resources and opportunities to increase the effectiveness of
marketing activities.
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Introduction.
Economic analysis of marketing activities has important specific features that
distinguish it from the analysis of economic or other activities of the enterprise. We can
distinguish the whole range of such features: the specificity of resource analysis, the process
of marketing activities, the specificity of the analysis of the share of marketing activities in the
results of the enterprise, the relevance of the results of the analysis of marketing activities;
mechanisms)[1]. Analysis of both marketing activities and in terms of specific areas:
functions, projects, programs, brands, distribution channels, customer (customer flow) units.
[2]
Economic analysis of marketing activities can lead to inaccurate indicators and
conclusions about the use of marketing activities resources, the effectiveness and efficiency of
marketing activities, without taking into account its specific features in the generally accepted
methods[3]. Developing a sequence and applying the techniques of economic analysis of
marketing activities to interested users (head of marketing and economic services, enterprise
director) to make effective marketing decisions, rational use of resources of marketing
activities, find ways to improve marketing results, identify resources and opportunities, as
well as allows you to identify shortcomings in the organization of marketing activities.
Research methodology.
It is necessary to apply a comprehensive approach in the economic analysis of
marketing activities, because as a single systemic process, there is a target orientation of
enterprises to the integrated management of marketing activities[4]. The complexity of the
economic analysis of marketing activities is the study of all areas of marketing activities (in
terms of functions, units, brands, markets, marketing programs, etc.), the use of different
types and methods of economic analysis of marketing activities, describing the economic,
strategic and social components means the need to use indicators[5].
Analysis and expected results.
The economic analysis of marketing activities includes the initial and four main stages:
Management of general indicators of marketing activities, a detailed description of the
indicators related to the field under study, the formation of conclusions and
recommendations. Let’s take a closer look at the functions of each stage of the economic
analysis mechanism of marketing activities.
1. The initial stage.
1.1. Defining the goals and objectives of the research.
1.1.1. Determining the type of analysis depending on the completeness of the questions
studied: complex, thematic, local[6].
1.1.2. Improving the research object in the context of thematic (analysis of resources
(costs), process or results, functions, brands or sales segments, etc.) or local analysis (analysis
of advertising activities, analysis of marketing solution effectiveness or loss-making market
segment).
1.1.3. Determining the goals and objectives of the analysis depending on the type of
analysis and the object of study (study of causal relationships, identification of reserves,
determination of the contribution of marketing activities).
1.2. Collection of the obtained data, initial processing[7].
1.2.1. Gathering the necessary information: an economic report prepared as part of the
study, management accounting and analysis of the initial and final documents of the financial
statements.
1.2.2. Check the accuracy and truthfulness of the information.
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1.2.3. Preparation of information materials for reading (for example, using the method
of presenting tables).
1.3. Calculation of indicators of the object of study.
1.3.1. Select and justify a set of indicators (indicators that describe the economic,
strategic or social aspects of marketing activities) that meet the stated goals and objectives.
1.3.2. Calculate the required indicators for the required period[8].
2. Office of general indicators of marketing activities (typical for marketing activities in
general).
2.2. The structure of economic analysis, the dynamics of indicators of marketing
activities.
2.2.1. Financial analysis includes the availability, movement, composition and
dynamics of resources (primarily financial and labor), variable and conditional fixed costs,
identification of negative growth trends of poorly managed and unplanned costs:
identification of economic functions, identification of primary and secondary dynamics,
identification of unnecessary costs.
2.2.2. Analysis of the structure and dynamics of indicators of marketing operations, ie.
determine whether a marketing activity performed using qualitative measurement meets the
requirements for input data structure (e.g., appropriateness, completeness, and reliability of
the data collected), and dynamically review these indicators in the context of units, functions,
programs, and projects.
2.2.3. Analysis of the structure and dynamics of economic indicators (financial: profit,
profitability; non-financial (market): market share, penetration rate); dynamics of changes in
indicators that characterize strategic (changes in customer behavior (changes in the number
of new, retained customers)) and relationships (changes in popularity, satisfaction); and
social (changes in employee satisfaction) results [9].
2.3. Comparing resources (costs), sub-processes (operations), actual and key
performance indicators of marketing activities, identification of deviations from the
established criteria, plans, limits approved in accordance with strategic and operational
marketing objectives, product life cycle, external market conditions.
2.4. Ability to identify factors and causes of deviations in the results of costs and
marketing activities, to calculate the impact of factors by deterministic and stochastic factors
analysis, to group the factors according to positive or negative effects, to regulate.
2.5. Solving the problems of economic analysis specific to marketing activities: the
need to measure marketing results in the form of indicators that contribute to the results of
the enterprise, the features of calculating the cost-effectiveness of marketing activities
associated with the result itself and its cost, the need to study such economic consequences
(profits, financial losses) . strategic and social outcomes such as satisfaction, customer loyalty,
reputation, image.
2.6. Identification of resources, opportunities to increase the efficiency, effectiveness
and effectiveness of marketing activities.
3. Full indicators can be carried out in all areas of marketing activities and economic
analysis, as well as in the framework of thematic or local analysis in certain areas or objects.
Depending on the scale, importance, costs, level of development of marketing in the
enterprise, as well as the conditions of analysis (relevance, availability of the subject of
analysis), the study can be divided into parts. During the transition to analysis, sections,
projects, decisions, functions, and other tasks in the analysis blocks can be configured [10].
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4. The conclusions of the analysis are formed in accordance with the initial tasks: the
structure of marketing activities, conclusions about dynamic processes, characteristics of
marketing activities, conclusions about behavior, implementation of dynamic criteria, cause
and effect relationships of marketing elements, influencing factors, conclusions conclusions.
Contributions of marketing activities, accurate measurement of the results of marketing
activities, conclusions about stocks and unused opportunities in the specific conditions of the
internal and external environment[11].
5. The final stage of the analysis is to correct the mechanism of transition of marketing
activities to economic analysis and formulate recommendations for new marketing decisions.
Conclusions and suggestions.
The mechanism of transition of marketing activities to economic analysis is cyclical and
ongoing. The mechanism of transition of marketing activities to economic analysis prevents
the adoption and completion of management decisions before marketing planning, as well as
participates in the process of organizing and regulating the effectiveness of marketing
decisions.
The mechanism of transition of the provided marketing activity to economic analysis covers
all tasks of the marketing activity analysis and can be performed annually or for several years.
To speed up the analytical process, to conduct research on point problems, marketing activity
analyzes may have a truncated or simplified form, but at the same time, the logic of block
building and analysis sequence is retained in the diagram, making it official for making
various marketing decisions. allows you to use it as a basis.
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