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Abstract. The scientific article is devoted to the use of SWOT and PEST+M
analysis as tools for conducting a marketing audit, which allows to form the
most complete and clear picture of the current situation. Every company should
reassess its overall approach to the market from time to time. The relevance of
the problem of organizing an audit of an enterprise's marketing activities is due
to the direct relationship between the effectiveness of enterprise management
and the periodic critical assessment of its activities, so internal analysis of all the
main components of the business, including marketing, as the most important
component of such an assessment. The authors note that the marketing audit
allows to identify "bottlenecks" and focus on eliminating them. An audit of
marketing activities is an effective tool that allows to analyze the current
situation of an enterprise from a marketing point of view, identify opportunities
and threats, strengths and weaknesses, and most importantly, develop practical
recommendations for improving marketing activities. It is determined that
in modern conditions, marketing audit should become an integral part of the
marketing activities of any enterprise. Its holding should not be reduced to
a one-time action. The audit should be systematic - it consists in an orderly
sequence of diagnostic measures aimed at the external and internal marketing
environment for a given organization and individual marketing functions,
periodic and independent. It is proved that the use of SWOT and PEST analysis
in the audit allows to talk about the effectiveness of the marketing department
and develop a system of practical recommendations for improving marketing
activities.
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SWOT and PEST analysis as a marketing audit tool for a company

Introduction

The idea of marketing audit originated in the early 1950s. In the 1960, marketing audit was
increasingly mentioned in the list of marketing services specializing in management problems
of consulting firms. However, it was only at the beginning of the crisis of the 1970 that the
management of many companies finally began to perceive it as a possible answer to their needs.

Marketing audit is understood as a systematic, objective, periodic and independent study
of the state of the external economic environment of an enterprise, its goals and strategies in
the field of marketing, certain types of marketing activities in order to identify problems and
hidden potential, as well as to develop an action plan to improve the situation of the enterprise
[1]. It should be noted that the concept of marketing audit has relatively recently gained the
right to exist, so its unambiguous interpretation has not yet been established. There are also
no generally accepted principles of marketing audit yet, but there is agreement on many issues.
Many authors single out marketing audit as an integral part of an operational audit.

In the scientific literature, SWOT and PEST analysis are distinguished as the main method of
conducting marketing audits.

PEST analysis helps to identify and describe the parameters of the external environment that
can affect the success of an organization. The name of the instrument is an abbreviation, where
each letter means one of four groups of factors: P - political, E - economic, S - socio-cultural and
T - technological [2].

The PEST analysis method was introduced in 1967 in the publication "Scanning the Business
Environment" by Professor Francis Aguilar. He was the first to come up with the idea of dividing
all the influence of the external environment into four groups of factors. Initially, the tool was
called ETPS analysis, but for convenience and memorability, the letters were swapped. The
results of this method are often also used for SWOT analysis.

SWOT analysis is a tool for identifying weaknesses and strengths, as well as threats and
opportunities that come from its immediate environment (external environment) [3].

SWOT analysis is a strategic tool that evaluates the strengths and weaknesses of a company,
opportunities and threats to evaluate the business and develop a plan for moving forward. It
plays an important role in an effective marketing audit

The purpose of the study is to consider the main ways of conducting analysis in a marketing
audit in order to develop recommendations for adjusting the company's marketing strategy.

In the course of the research, such methods and sources of research as observation, the
method of analysis and generalization of theoretical factual material, and the method of
comparative analysis were used.

Research methods

Research methods

The study utilized various methods of scientific research, which ensured a comprehensive
approach and depth of analysis. First of all, the data collection method was used, including both
primary research (surveys, interviews with experts) and secondary analysis of existing data,
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which allowed us to obtain relevant information for further analysis. The statistical analysis
method was used to process the quantitative data obtained during the study, which made it
possible to identify statistically significant patterns and trends in the field of marketing activities.
The synthesis method was used to integrate various aspects of the study, such as internal and
external factors, into a single system, as well as to develop recommendations for improving
marketing strategies.

The methods of interpretation and comparison played a key role in the evaluation of scientific
approaches, as well as in the analysis of the effectiveness of SWOT and PEST analyses in the
context of a marketing audit. These methods made it possible to establish relationships between
theoretical concepts and practical aspects, as well as to identify differences in the application of
these tools in different companies.

Despite the theoretical significance of the study, its results do not have direct practical
application within one specific company, since they are based on the general principles of
using SWOT and PEST analyses in marketing audits, rather than on specific data of a specific
enterprise. However, the results obtained may be useful for organizing marketing audits in
other companies, as well as for developing training materials and guidelines for the application
of these methods in various industries.

To improve the effectiveness of marketing audits in the future, it is recommended to update
the research methodology by including elements of deeper quantitative analysis, such as the use
of machine learning and big data analysis methods to study consumer behavior and the external
environment. The introduction of new technologies will improve the accuracy and predictive
power of the results, which will significantly improve the practical value of marketing audits. It
is also advisable to offer a more integrated approach that combines SWOT and PEST+M analysis
with other strategic analysis tools, such as competitor and consumer trend analysis, which will
provide a more comprehensive and comprehensive assessment of marketing activities.

Discussion and results

Making a profit is one of the most important goals of a commercial enterprise. In a free
market, when production opportunities are limited, when it is necessary to look for the most
profitable suppliers and customers, with constant increased competition, frequent changes in
the legislative framework, one of the most important tasks for a modern enterprise becomes the
task of identifying and stopping potential threats, which involves a set of actions: from setting
goals, tasks, monitoring of the structural elements of economic security before developing a
variety of tools to ensure the economic security of the enterprise and adjusting the business
development strategy.

Potential threats affect such important indicators for an enterprise as competitiveness,
revenue, profit and profitability, reputation and image, market coverage, etc., therefore, the
analysis of these indicators comes to the fore when making management decisions. Analysis of
potential threats to the enterprise, identification of strengths and weaknesses, opportunities
and threats to the internal and external environment of the enterprise, development of a
strategy to mitigate and minimize potential threats to economic security are the main tasks of
business preservation and development [4].
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The analysis of the internal and external environment of the organization allows to assess
the state of the company, its position in the industry, identify the main risks and threats, while
revealing answers to the following questions [5]:

1. What is the degree of effectiveness of a functioning strategy?

2. What are the company's strengths, weaknesses, opportunities and threats?

3. How competitive are the main factors of the enterprise: costs, prices, quality, etc.?

4. What is the degree of strength of the competitive position of the organization?

5. What are the main strategic problems of the company?

6. What is the ratio of the company's capabilities to its resources?

7. What strategic measures should be developed and implemented to minimize and mitigate
risks and threats to use their strengths and capabilities?

In the search for answers to these questions, can use situational and strategic analysis tools
(SWOT analysis, environment profile, SNW analysis, PEST analysis, SSP- balanced scorecard, the
"five forces" model Porter's method, the "5x5" method, the four-question method, the method
of developing the matrix "probability of factor amplification- factor impact”, the "PDS" method,
analysis of the BCG matrix (Boston Consulting Group), the McKinsey model "7C", assessment of
the competitive position of the organization [6].

SWOT analysis studies both the external and internal business environment, and is a matrix
analysis of the functioning of the system, integrating the study of its capabilities in the context of
environmental challenges and business responses. Its tasks are to assess competitive positions.
The results of the analysis are the definition of the basic strategic vector of development.

SWOT analysis is a tool for identifying weaknesses and strengths, as well as threats and
opportunities that come from its immediate environment (external environment) [7].

- (Strengths) Strengths-advantages of the enterprise;

- (Weaknesses) Weaknesses-disadvantages of the enterprise;

- (Opportunities) Opportunities are environmental factors, the use of which will create
advantages in the market;

- (Threats) Threats are factors that can potentially worsen the situation in the market.

The analysis of the strengths and weaknesses of the organization is carried out according to
the defining indicators of management - culture and philosophy, goals and strategies, employee
motivation system, personnel composition and structure of fixed assets and finances. Potential
opportunities and "threats" are identified based on the analysis of quantitative and qualitative
factors: the volume and range of products, the growth rate of the market, the stability of market
needs, price dynamics, the development of a communication system, the structure of consumer
needs and motivation, ways to disseminate information.

Conducting a SWOT analysis allows to establish, as it were, a new picture of the vision of the
world and form strategic goals. They enable management to answer the following questions
[8]:

1. At what stage of development is the company?

2. In which direction is the market developing?

3. What benefits does the company bring to society and what can it give it in the future?

4. What are the immediate and global goals?
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SWOT analysis is one of the most important diagnostic procedures used by consulting firms
around the world. In addition, it should be considered as a business technology, a technology
for assessing the initial state of the research subject, unused resources and threats to activity.
SWOT analysis in relation to the company's activities is used everywhere and has a standard
appearance. In general, SWOT analysis consists in filling in the matrix shown in table 1.

Table 1- SWOT Analysis Matrix

Parameters Opportunities - favorable Threats - unfavorable
environmental factors that environmental factors
contribute to improving the well- that increase the risks of
being of the organization disrupting the economic

well-being of the
organization

Strengths are the internal Getting the maximum effect by Threat prevention

elements of an organization effectively applying the strengths of | through the use

that allow it to achieve its goals the organization and using favorable | of reserves of the

(resources, accumulated experience, | opportunities. organization's strengths

partnerships, etc.). Getting the
maximum effect by effectively
applying the strengths of the
organization and using favorable
opportunities. Threat prevention
through the use of reserves of the
organization's strengths.

Weaknesses are internal elements | Using the opportunities of the Strengthening the
of an organization that hinder the environment to strengthen the weak | weak positions of the
achievement of set goals positions of the organization organization in order to

prevent external threats

Note: compiled on the basis of the source [9]

Weaknesses and strengths, as well as market threats and opportunities, must be introduced
into the appropriate cells of the matrix.

Strengths are what the company has succeeded in or some feature that provides additional
opportunities. The strength may lie in the available experience, access to unique resources, the
availability of advanced technology and modern equipment, highly qualified personnel, high
quality of services, the fame of the enterprise, etc.

Weaknesses are the absence of something thatis also important for functioning, or something
that the organization has not yet succeeded in comparison with other competitors and puts it
in an unfavorable position. As an example of weaknesses, one can cite: lack of funding, low level
of service, etc.

For example, among the strengths (i.e. advantages over competitors) can be distinguished
[10]:
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- approach to marketing;

- successful geography or modern equipment;

- financial resources and investments;

- professionalism and team cohesion;

- the quality of goods or services.

And here are some examples of weaknesses:

- lack of funding;

- modest size of the target audience;

- high production costs;

- customer outflow;

- high staff turnover.

Market opportunities are favorable circumstances that an enterprise can successfully use
to gain an advantage. As an example of market opportunities, one can cite: the deterioration
of competitors' positions, a sharp increase in demand, an increase in the level of income of the
population, etc. It should be noted that opportunities from the point of view of SWOT analysis
are not all the opportunities that exist on the market, but only those that the enterprise under
study can use.

Market threats are events whose occurrence may have an adverse effect. Examples of market
threats: the entry of new competitors into the market, tax increases, changes in consumer
preferences, a decrease in the volume of consumption of the hrsh product by the customer, etc.
It should be noted that the same factor for different enterprises can be both a threat and an
opportunity. For example: market trends, economic dynamics, funding and financial resources,
customer demographics, political, environmental and economic norms [11].

SWOT analysis is used in the development of various types of strategies (development
strategies, anti-crisis and innovation strategies, economic security strategies, etc.), allows
to create predictive scenarios for the development of an enterprise and use them in making
strategic and tactical management decisions. With the help of SWOT analysis, it is possible to
identify factors of the external and internal environment of an organization, determine the
degree of their impact on the results of its work, assess potential threats to economic security
and the possibility of preventing a crisis (strategic, financial, etc.) and subsequent intensive or
extensive development.

Each element of the SWOT method is analyzed in terms of its impact on the organization's
strategy. To assess the possibilities, the method of positioning each specific opportunity in the
matrix of the same name is used.

The fields of opportunity obtained within the matrices have different meanings for the
organization - strong, moderate or insignificant.

Threats are evaluated in an appropriate matrix in terms of the likelihood of implementation
and consequences for the organization (table 2).
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Table 2 - The matrix of opportunities and threats

The matrix of opportunities The matrix of threats

The Influence Probability Possible consequences
probability | Strong | Average | Minor of threat Decision | Critical | Serious | A slight
of using the realization condition shock
opportunity

High HS HA HM High HD HS HL HL

Average AS AA AM Average AD AS AL AL
Low LS LA LM Low LD LS LL LL

Note: compiled on the basis of the source [12]

On the business screen of the SWOT analysis, all the factors of the external and internal
environment are presented in an unstructured form, so they are not divided into subgroups. As
noted above, one of the main goals of SWOT analysis is to identify factors that significantly affect
the enterprise in order to develop a strategy.

Let's take an example of the strengths and weaknesses of Lira LLP.

Table 3 - Strengths and weaknesses of Lira LLP

Evaluation
parameters

Strengths

Weaknesses

1.0rganization

1. Experienced staff of the company
2. Skilled workers
3. Competent management

1. Weak interest of ordinary
employees in the development of the
enterprise.

2. Alow degree of interaction between
senior management and workers.

2. Products 1. A wide range of products 1. Some types of products have
2. High quality products. outdated production technology.
3. The products are used at the leading 2.Not the entire range of products for
enterprises of the country. the market is produced.
4. Product compliance with standards.
3. Finance 1. Product orders by state corporations. | 1. Prices are above average in the

2. High solvency of customers.

3. Additional financial support.
4. Additional financing through
participation in various projects.

market.

4. Innovation

1. Application of own developments.
2. Having your own research institute
3. Participation in innovative projects.

1. A significant proportion of outdated
equipment requiring replacement.
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5. Marketing 1. Brand awareness. 1. Ineffective advertising companies.
2. Positive reputation. 2. The lack of non-standard solutions
3.The possibility of production "on order"” | to attract customers.

Note: compiled on the basis of company data [13]
Then, as in the first case, the table is filled in. An example is shown in table 4.

Table 4 - Opportunities and threats of Lira LLP

Evaluation Strengths Weaknesses
parameters
The demand factor Reduction of prices for the company's The appearance of alternative
products. products on the market.
Competition factors Opening of a new workshop for the The appearance of Chinese
production of rubber compounds. products on the market.
Economic factors Attracting government funding. Reducing the solvency of
customers.
Scientific and technical | Introduction and development of The lack of demand for the
factors innovative technologies. results of scientific research.
Socio-demographic Development and implementation of Reduction of the total number of
factors additional methods for attracting private | customers.
clients.

Note: compiled on the basis of company data [13]

Comparing strengths and weaknesses with market opportunities and threats allows to
answer the following questions regarding the further development of the enterprise:

1. How can you take advantage of the opportunities that open up, using your strengths?

2. What weaknesses can prevent this?

3. What strengths can be used to neutralize existing threats?

4. Which threats, aggravated by weaknesses, should be most feared?

The next logical step is to structure the selected factors, so break them into groups. Any
classification, of course, must have a purpose. SWOT analysis is detailed in the PEST+M analysis
format, in which all environmental factors are divided into five groups: political (P), economic
(E), social (S), technological (T) and market environment factors.

PEST analysis is a tool for strategic long-term planning. With it, the company can analyze
the external environment. PEST analysis is a tool designed to identify political, economic, social
and technological environmental factors affecting the company's activities and to assess this
impact. PEST analysis is usually used to study the internal environment of an enterprise more
deeply after a SWOT analysis [14].

The main factors of PEST analysis:
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1) P (Political) - factors of the political and legal environment of the company.

Analyzing political factors, it is necessary to answer questions concerning political stability
in the country and legal regulation.

The first questions in this series are: can there be changes in the legislative framework of the
country, the market, and the industry in which the company operates in the near future? Is this
or that change able to affect the operation of the enterprise (profit)?

Examples may be: the introduction of a law limiting the margin on products; a change in the
taxation system in the area where the company operates, the introduction of new tariffs; the
adoption of a law restricting advertising or distribution of products; stricter requirements for
product certification.

Secondly, it is necessary to determine how much the state intervenes in the company's
business processes. Thirdly, to understand the level of corruption in the industry and its impact
on the company's activities.

And finally, it is important what kind of relations the country has with other States and
international organizations. Will the foreign policy situation change?

1) E (Economic) - factors of the economic state of the market.

Considering the factors of PEST analysis included in this group, it is necessary to identify 6
main parameters by which it is possible to assess the economic essence of the state / market
environment in which the organization operates.

So, it is necessary to consider:

- the dynamics of the development of the economic sphere (decline, growth, stagnation);

- changes in exchange rates, capital prices;

- changes in the unemployment rate;

- changes in the inflation rate;

- dynamics of changes in GDP per capita;

- development of the banking industry.

3) S (Social) - factors of the social state of the market.

Considering the factors of the PEST analysis of this group, should focus on 5 key factors:

- changes in the demographic environment: the level of population growth or decline, the
gender and age structure of the market, changes in race;

- the level of education of the society, the qualifications that the staff have;

- peculiarities of mentality, important cultural values;

- changes in the social strata of the population;

- changes in the tastes and preferences of society, well-established prejudices and myths.

4) T (Technological) - factors characterizing technological progress in the industry.

These PEST analysis factors allow to track the development of technologies in a particular
area and evaluate or undertake technological changes. Attention should be paid to the following
aspects [15]:

- possible changes in the main technologies used in the market environment (innovations in
equipment and materials, business model, ways to organize and conduct business);

- the impact of the Internet on the development of the market environment;

- the impact of mobile technologies on the development of the market environment;
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- innovations in information technologies that ensure effective competition in the market
sphere.

PEST analysis is carried out for a long-term perspective (at least 3-5 years), with an annual
update of information. Each of the four analysis factors is divided into several main parameters.

When conducting a PEST analysis, it is necessary not only to describe the current state of
the factor, but to make a forecast of its changes in the coming years. Only in this case it will be
possible to apply the results obtained to form a company development strategy.

Next, it is necessary to describe in detail the key trends for each of the factors for 3-5 years.
Next, of all the factors, leave only those that can affect the company's profit. Let's call these
factors significant.

Having identified significant factors, it is necessary to proceed to the development of
measures that will help reduce the impact of negative factors.

Thus, the PEST analysis can be divided into a number of stages [16]:

1. first, it is necessary to identify factors that can affect the level of sales and income of the
organization;

2. next, it is necessary to collect information on the dynamic development and changes in
each factor;

3. it is necessary to analyze the purpose of each factor and what degree of influence it has;

4.in conclusion, it is necessary to compile a summary table of PEST analysis.

Let's consider the PEST+M analysis of the factors affecting Lira LLP in table 5.

Table 5 - PEST+M-analysis of factors affecting Lira LLP

Characteristics of the external environment

Politics

Economics

Social sphere

Technology

Market
environment

enterprise.

1. All products 1. High solvency | 1. Positive 1. The lack of 1. The appearance
are subject to of customers. reputation. demand for the of alternative
certification. results of scientific | products on the
research. market.

2. Some of the 2. Additional 2. Brand awareness. | 2. The use of 2. The appearance
customers are financial support products in leading | of Chinese products
state corporations. enterprises. on the market.

3. Reducing 3. Experienced 3. Not the entire

the number of staff of the range of products

customers. company. is produced.

4. Lowering 4. The weak interest | 4. Participation

the solvency of of employees in the |in innovative

customers. development of the | projects.

5. Product prices
are above average
in the market.

Note: compiled on the basis of company data [13]
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As a result of the PEST+M analysis, it was found that all groups of factors were taken into
account. This was confirmed by the absence of blank columns in the PEST+M-analysis table.

Based on the information provided above, a number of conclusions can be drawn:

- the products of Lira LLP are used at leading enterprises, which is confirmed by the high
quality of products;

- great attention is paid to scientific research and participation in innovative projects;

- the company's products are recognizable, in demand and have a positive reputation;

- all products comply with strict standards and have quality certificates;

- despite the positive reputation, the number of customers of the company is decreasing;

- there is a tendency for sales to decline in underdeveloped industries;

- the bulk of the products sold are accounted for by several large customers;

- the problem of weak employee interest in the development of the enterprise acts as an
aggravating factor.

The crisis state of customers, a decrease in the solvency of customers, the appearance of
alternative products and Chinese goods on the market negatively affects the company's activities.
In such a situation, a marketing audit suggests that the main threat to Lira LLP at the moment is
a decrease in the number of customers.

An audit of the marketing of Lira LLP using SWOT and PEST+M analysis revealed this problem.
As a result of the above analysis, it can be concluded that one of the priorities of the marketing
department for the future should be the development of a program to attract new customers.

Conclusions

Thus, SWOT analysis studies both the external and internal business environment, and
is a matrix analysis of the functioning of the system, integrating the study of its capabilities
in the context of environmental challenges and business responses. Its tasks are to assess
competitive positions. The results of the analysis are the definition of the basic strategic vector
of development. SWOT analysis is one of the most important diagnostic procedures used by
consulting firms around the world. In addition, it should be considered as a business technology,
a technology for assessing the initial state of the research subject, unused resources and threats
to activity.

PEST analysis allows to soberly assess how the company's decisions or guidelines relate to
objective factors of the outside world. It will help identify threats before they turn into real
problems, and will tell how not to start projects that are doomed to failure under the influence
of external factors. PEST analysis is useful where it is need to make an objective decision about
a new project, especially if you have to explore a new country, region or market.

So, PEST analysis deals only with external factors (although they are related to individual
aspects of the business), whereas SWOT analysis takes into account both external and internal
aspects.

Therefore, the use of SWOT and PEST+M analysis as tools for conducting marketing audits
allows us to form the most complete and clear picture of the current situation. And based on this,
it is already possible to talk about the effectiveness of the marketing department and develop a
system of practical recommendations for improving marketing activities.
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SWOT xaHe PEST Tasisaysl KOMIAaHUAHbIH, MAPDKETHUHITIK ayJUT KypaJibl peTiHje

AnjpaTna. FeuibiMu MaKasa MapKeTUHITIK ayfuT Kyprisy Kypasbl petinge SWOT xoHe PEST+M
TaJ/layblH KOJIJJaHyFa apHaJiFaH, 6y/1 Kasipri »kaffali/iblH eH TOJIbIK >K9He HaKThl KOPiHICIH KasIbII-
TacThIpyFa MYMKIH/IiK Gepe/ii. Op6ip KaciMmoOpbIH Me3Tij-Me3Ti/l HapblKKA JilereH KaJ/lbl K63KapachlH
acblpa 6arasiaybl Kepek. KacinopblHHBIH MapKeTUHI TiK KbI3MeTiHe ayAUTTi YHbIMJACThIPY MAceJeCiHiH
©3eKTisiri kacimopblH/Abl OGacKapyAblH THIMALAIri MeH OHBIH KbI3MeTiHe Mep3iMJli CbIHU OGafrasay
apacblHJarbl Tikesiell Tayesfislikke 6GallJIaHBICTBI, IFHU. MyHJlall 6aFajiayAblH, MaHbI3/bl KypaMAaac
Geutiri peTiHZe 6M3HECTIH GapJibIK Heri3ri KOMIOHEHTTePiHe, COHBIH illliH/le MapKeTUHTKe KAThICThI
IlIKi Tasfay aJbIHAABI.

ABTOpJlIap MapKeTHUHITIK ayJUT "KUbIHABIKTapAbl" 66Jiill KepceTyre *KaHe oJlapAbl >KOIOFa Hasap
ay/lapyfa MyMKiHAik GepeTiHiH aTan eTexai. MapKeTHUHITIK KbI3MeT ayAuTi — OyJ K9CIHOPBIHHBIH
Kasipri »kafqalblH MapKeTHUHT TYPFbICBIHAH Tajlfjlayfa, MYMKIHJIKTep MeH KayinTepAi, KYLITi :koHe
9JICi3 XaKTapbIH aHbIKTAyFa, eH 0aCTbICbI-MapKeTHUHITIiK KbI3MEeTTi )KaKcapTy 60MbIHIIA IPAKTUKAJBIK,
YCBIHBICTAp >KacayFa MYMKiHJiK 6epeTiH TuiMai Kypana. Kazipri kafmaiila MapKeTHUHITIK ayguT
Ke3-KeJI'eH KICIMOpPbIHHBIH MapKeTUHITIK KbI3METiHiH akblpaMac 6esiri 60/ybl KepeK eKeHAiri
aHbIKTa 1bl. OHBI ©TKI3y Oip peTTik akLUsiFa IeliH a3al ThLIMaybl KepeK. Ay/IUTTIH xyHeJiri 6ip yibIM
YLIiH CBIPTKBI K9He IIIKI MapKeTUHITIK opTaFa »XoHe Mep3iMJAl KoHe TayeJsiCi3 MapKeTUHITIH, XKekKe
byHKUMAIapblHa 6aFbITTA/IFaH AUAarHOCTUKAJIBIK, iC-11apa/iap/blH PeTTiliriHeH Typajbl.

Ayputte SWOT xoHe PEST-Tangayabl KoaJaHy MapKeTUHT 6eJiMiHIH TUIMJiIiri Typasbl alTyfa
’KOHEe MapKeTUHITIK KbI3MeTTi KeTiJJipy OGOMbIHIIA NpaKTUKaJbIK YCbIHBICTAp KYHWeCiH »xacayra
MYMKiHAiK Gepefi.

KiJIT ce3aep: MapKeTUHITIK ayAuT, TajJjay, MaTpULA, KYIUTI KoHe 9JICi3 »KaKTap, HapbIK, Kayil,
MYMKIiHZIK.
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SWOT u PEST-aHa/1u3 KaK MHCTPYMEHT MapKeTUHI'OBOI'0 ayAuTa
KOMIIAaHUM

AHHoTanusa. HaydHasa crathd mnocBsaweHa ucnosb3oBaHuilo SWOT u PEST+M-ananuza kak
WHCTPYMEHTOB MpOBEJIEHUSI ayAuTa MapKeTHUHIa, KOTOPbIM Mo3BoJisieT cHopMUpOBATH HauboJjee
MOJIHYIO U YETKYI0 KapTHUHY CYLIEeCTBYIOILEro noJjioxkeHus. Kaxxjoe npeanpusiTue J0/KHO BpeMs OT
BpEMEHU MepeoleHUBATh CBOM OOIIMM MOAXOMA K PBIHKY. AKTyaJIbHOCTb NMPO6GJIEMbl OpPraHU3alUU
ayiMTa MapKETUHIOBON AesTeJbHOCTU NMPEeANPUSTHS, 0O6YCI0BIeHa NPSIMONA 3aBUCUMOCTbI0O MEXY
3pPeKTUBHOCTBIO yHpaBJeHUS MNpPeANpPUATHEM W NEePUOAMYECKUM NPOBEJIEHUEM KPUTUYECKOH
OlleHKU ero JiesiTeJbHOCTH, T.e. BHYTPEHHEro aHa/l3a OTHOCUTEJbHO BCeX IJIaBHBIX COCTABJISIOIIUX
O6u3Heca, B TOM YKC/Ie MAPKETUHTA KaK BaKHeHIIel COCTaBIAIIIEN TAKON OLlEHKH.

ABTOpBI OTMEYAIOT, YTO ayAUT MapKeTHHIa M03BOJISIET BBIAEIUTD «Y3KHUE MECTa» U COCPELOTOUUTHCS
Ha UX YCTPaHEHUU. AyIUT MAapKETUHTOBOU JIeATEbHOCTH SABJIsseTCs 3PPEKTUBHBIM UHCTPYMEHTOM,
N03BOJIIIOIIMM aHaJIM3UPOBAaTh CYLIECTBYIOIee TMOJIOKEHUE TMpPeANpUATUS C TOYKU 3pEHUsd
MapKEeTHHTa, BBIABJATH BO3MOXHOCTH U Yrpo3bl, CUJIbHbIE U C/abble CTOPOHBI, & CaMoOe IJIaBHOE
- paspabaTbhiBaThb NpPaKTU4YECKHEe pEeKOMEeHJALUW MO0 YAy4YLIeHHWI0 MapKeTUHTOBOU [1eTeJbHOCTH.
OnpefiesieHO, YTO B COBPEMEHHBIX YCJAO0BUSX MapKeTUHIOBbIM ayJUT A0J/DKEH CTaThb HEOTbEMJIEMOU
COCTaBJIsIOIEN MAapKETUHIOBOM JIeATeNbHOCTH JII060T0 npeaAnpusaTus. Ero npoBegeHne He J0KHO
CBOJUTHCSA K PA30BOU aKI[UU. AyIUT IO/KEeH ObITh CHCTEMAaTHYECKUM - 3aKJII0YAETCS B YIIOPSII0YEeHHOU
N0C/1e/I0BaTEJbHOCTH AUAarHOCTUYECKHUX MEPONIPHUSATHH, HallpaB/JAeHHbIX Ha BHEIIHIOIO U BHYTPEHHIOKO
cpe/ly MapKeTHHTa JIJisl JAaHHOW OpraHU3alMy U OT/AeJIbHble GYHKIMHU MAapKEeTUHTa, HePUOANYHBIM U
HEe3aBHCHUMBbIM.

O6ocHoBaHo, uto npuMeHeHne SWOT u PEST-aHanu3a B ayguTe mo3BoJsieT TOBOPUTh 06 3¢ dek-
THBHOCTH pPaboOThl OT/lejla MapKETHUHIa U BbIpAbOTAaTh CUCTEMY NMPAKTHYECKUX PEKOMeHJaluil Mo
COBEPILIEHCTBOBAHUIO MAapPKETUHTOBOU JIESTENbHOCTH.

KioueBble C/10Ba: MapKETUHTOBBIN ay[iUT, aHa/IU3, OlleHKa, CUJIbHbIE U CJ1abble CTOPOHBI, PhIHOK,
yrpo3a, BO3MOXKHOCTb.
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