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Problem statement and its connection with important scientific and practical tasks.
The market environment globalization, in which modern businesses operate, is characterized
by active changes in the business conditions. Companies use tools, comprizing a system of
total quality management, process reengineering, benchmarking, automated systems for
customer relationship management, and others to improve the enterprises competitiveness.

The intensity of competition along with rising consumers’ demands determine the
enterprise management systems implementation based on marketing, which allow to establish
a close relationship between the company and its external environment, thus increasing the
operations efficiency and market position strengthening [1, p. 120-121].

From the standpoint of the businesses practical needs, at the present stage, the searching
issues for new approaches to marketing activities strategic management become urgent, that
indicates the timeliness of the research results.

Analysis of the recent researches and publications. Various aspects of the marketing
activities strategic management have been investigated in the scholars’ works, among which it
is necessary to mention GabayJ. [2], Lahotska N. [1], Lambin J-J. [3], Raiko D. [4],
Sokhatska O. [1] and Zaitseva O. [5]. A significant contribution to the development
perspective of marketing businesses automation and informatisation has been done by native
and foreign scientists, namely Honsor O. [11], KonnovaL. [8], Naumova O. [7],
Ozherelieva M. [6], Pylyavets V. [9], Shapoval O. [8].

However, despite many research, problems of strategic marketing management and
marketing automation was not discussed adequately, that’s why the investigated theme
becomes urgent.

The aim of the article is to determine the place and the role of computer marketing
information systems in the marketing activities strategic management, to analyze the
development stages and the launch of the product into the market, exemplified by fat and oil
industry within its life cycle, as well as to study the practice to apply various automated
systems.

Main material. Modern market environment is characterized by high level of uncertainty,
risk, intense competition and the market changes transience. It is necessary to implement an
effective strategic approach that will provide the company with an appropriate response to the
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external dynamics. The problem of long-term company success refers to the general
management objectives and is provided by the strategic management function on the one
hand, and the marketing functions implementation on the other hand [4, p. 177].

Strategic management of enterprise marketing activities in self-organization market
conditions is an activity that involves the establishment of close economic, technical and
social ties and establishing long-term mutually beneficial relationships with key partners in the
enterprise market (customers, suppliers, intermediaries, etc.).

The main goal of the marketing enterprise activity strategic management is to create a
special asset of the company, i.e. a self-affiliate marketing network that covers both the
company and interested groups in its work: customers, staff, suppliers, dealers, advertising
agents, government agencies. In this case, those companies are successful which are able to
build the most effective self-organizational system [5, p. 297], where information plays a
crucial role, since it allows to evaluate the specific market situation and to make appropriate
management decisions.

The marketing service supports information systematization, preparation of strategic and
tactical market decisions at many enterprises. For this purpose, there has been developed a
unified system to collect and process marketing information covering all enterprise
departments, i.e. a marketing information system.A marketing information system may be
defined as a set of procedures and techniques, designed to create, analyze and disseminate
information to make marketing decisions on a regular ongoing basis. Its main task is a
conversion of available information about the marketing object, the processes in its
environment in such form that allows evaluating of the marketing state and the situation
development, to simulate its change and timely transfer information to the managers to assess
the situation and make informed decisions [6, p.106].

According to this model, marketing information system includes four
subsystems [7, p. 131]:

1) inside information subsystem is a set of personnel, facilities, procedures and methods
to collect various reporting units required for further internal environment analysis;

2) external information subsystem is a set of methods and procedures to monitor the status
of enterprise micro- and macro-environment and timely changes identification in the market
environment;

3) marketing research subsystem is a set of units or individual performers aimed at
planning, organization and measures implementation to collect and process all the necessary
information;

4) marketing analytics subsystem is a set of personnel, facilities, special methods and
modern information technology, by which systematization, storage, processing and analysis of
all information, received from other subsystems, is ensured. The subsystem operation result is
to prepare conclusions, to form illustrative material and to develop recommendations for those
who make relevant marketing decisions.

The modern concept of the marketing information system is based on the optimal
combination of computer hardware, computer networks, professional software, operating
systems and marketing database, which are intended to provide promptly the necessary
information for marketers to make informed marketing decisions and business management.

Computer marketing information systems allow marketers to implement electronically the
following basic professional functions as: market research, assortment planning; marketing
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strategies and marketing planning; pricing and marketing policies, and measures to
promotional activities [8, p. 39].

The automation of marketing enterprise activity, the choice of particular software product
or a software tools set to solve marketing problems depend on the business nature,
infrastructure, activity sphere, enterprise scale.

Ukrainian fat and oil industry is the only one agricultural production sector, where due to
the realization of economic market regulation measures, the balance between state economic
interests, agriculture, processing industries and a domestic consumer has been established.

Enterprises of Ukrainian fat and oil industry can be divided into three categories. The first
category includes companies that produce oil: oil and fat and oil extraction plants. The second
category includes small oil producers for which the vegetable oil production is not the main
activity. These processors mostly depend on the domestic market situation, because they
launch production of oil small batches used for the rural population needs. The third category
consists of fat products manufacturers. They are margarine factories, soap factories [9].

A large number of Ukrainian fat and oil industry enterprises are members of the
association “Ukroliiaprom”, among which the largest manufacturers of vegetable oils are
PJSC “Poltavskyi oliinoekstratsiinyi plant — Kernel Hrup”, LLC “Kombinat Karhill” with
FI “Dnipropetrovskyi oliinoekstraktsiinyi plant”, JSC “Melitopolskyi oliinoekstraktsiinyi
plant”, PJSC  “Polohivskyi oliinoekstraktsiinyi  plant”, LLC  “Prykolotnianskyi
oliinoekstraktsiinyi plant”, LLC “TK”Urozhai”’, JSC “ADM Illichivsk”, 1G “Violiia”,
LLC “UkrOliya”, LLC “Hradoliia”, LLC “Satellit” [10].

Association members coordinate their activities and solve jointly the organizational,
economic, technical and other problems. “Ukroliiaprom” performs representation functions to
protect the enterprises interests in fat and oil industry on economic issues, foreign trade
questions, customs-tariff and technical regulation in the legislative bodies and state
administration bodies, other organizations and agencies.The main idea of the enterprise
marketing activity strategic management concept in Ukrainian fat and oil complex in the self-
organization market conditions is the strategic and operational marketing distinction,
systematic analysis of market needs to develop products with special properties that ensure a
sustainable competitive advantage to the enterprise [5, p. 298].

Figure 1 presents the stages of the development system and launch of a product into the
market within its life cycle and suggests appropriate types of automated data processing
systems.

Abbreviations in Figure 1 have the following meaning [11, p.137-138]: CAD — Computer
Aided Design; CAE — Computer Aided Engineering; CAM — Computer Aided Manufacturing;
CNC - Computer Numerical Control; CPC — Collaborative Product Commerce; CRM —
Customer Relationship Management; ERP — Enterprise Resource Planning; MRP II —
Manufacturing (Material) Requirement Planning; MES — Manufacturing Execution System;
PDM - Product Data Management; SCADA —Supervisory Control and Data Acquisition;
SCM - Supply Chain Management; S&SM — Sales and Service Management.

The mentioned above programs are corporate information systems, in which module
marketing may work independently. Thus, operational CRM tools are used by sales managers,
employees, who work with reclamations and marketing specialist. They are involved in
several marketing information subsystems: forming database during the interaction with
customers, partners and advertising agencies and their responsibilities within the collection
provide marketing information.

Specialized programs that automate certain marketing functions serve to consolidate their
analytical processing, and information distribution among users. The program also comprises
the processes involved in obtaining of information. The most popular analytical programs
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include “Marketing Expert” and “BEST-Marketing”, which are used for strategic planning;
“Parus”, “Marketing Mix”, “Lastochka” are used for strategic and operational planning;
“Marketing Analytic” and a series of programs “KonSi” are used for analysis, forecasting,
planning [6, p. 106].

STAGES OF GOODS DEVELOPMENT AND MARKET LAUNCH AT FAT AND OIL
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Figure 1 — Stages of goods development and market launch within its life cycle and
relevant automation system at fat and oil industry enterprises

The enumerated programs allow users to organize analytical repository and set the
standard procedure for the data transfer from other systems. Furthermore, they can perform as
accounting system.

Marketing information systems allow the enterprise to provide the marketing management
structure. They can develop automated dialogue procedures that take into account the views
and coordinate developers and customers while negotiating and concluding contracts to
execute orders. Let’s analyze the usage of the CRM-system “Parus.Management and
Marketing” on the example of fat and oil industry. For oil extraction plants in this CRM-
system the problem of the tolling raw materials settlement, conversion of physical weight in
crediting by different suppliers groups, calculation of the product yield reduction in case of
lowering the oil seed was solved. Also there is the process of output records, refining and
finished product deodorization. The system “Management and Marketing” is a simple multi-
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functional CRM-solution. The product is oriented on companies that work in the service, trade
and production industry. Easy and flexible interface settings allow users to apply CRM-system
in various business sectors, as well as to adapt it to the customer requirements without any
additional programming. The basic configuration of marketing activities management allows
users to automate enterprise tasks such as: keeping a single structured database of clients,
potential clients, partners and other contractors; planning and accounting of sales (sales
funnel); accounting of requests from clients and their phased implementation; accounting of
marketing activities and events; market research and surveys; report generation and data
analysis. The example of using the CRM-system ‘“Parus. Management and Marketing” in the
fat and oil industry enterprise marketing activities to account marketing events for launching a
new product is shown in Figure 2.

The system ‘“Parus. Management and Marketing” is easy to use, accessible and makes
distinctions between managerial and operational accounting tasks with full integration at the
single database level, and respecting the principle of the initial single information entering.
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Figure 2 — Marketing events for launching a new product, conditional data

Conclusions and directions of further researches. Thus, according to the results of the
analysis the following results were obtained:

— the modern concept of marketing information system is based on an optimal
combination of computer hardware, computer networking, professional software, operating
systems and marketing data database;

— business automation is one of the means to create competitive products in the self-
organization of market conditions at fat and oil complex enterprises in Ukraine;

— the stages of development system and launch of a new fat and oil industry enterprises
product to the market were researched, corporate and specialized information systems, which
can accompany a separate phase of the product life cycle, were suggested by author;
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— the example to use the CRM-system “Parus. Management and Marketing” to account
marketing events for launching new products in the fat and oil industry companies were
demonstrated in the article.

Thus, the use of automated information systems in strategic management of fat and oil
industry enterprises marketing activity in Ukraine will contribute to the continuous quality
improvement, takes into account the needs and consumers’ expectations and increases the
company competitiveness. Prospects for future research consist in the formation of evaluating
mechanism for the marketing activity enterprise effectiveness automation.
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