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MECHANISM OF PROACTIVE MANAGEMENT
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The theoretical questions of forming of mechanism of proactive management strategic
marketing stability are investigational. The model of choice of scenarios of strengthening of
strategic marketing stability is offered by the economige — mathematical model of theory of
unclear judgements. Considered requirement in relation to forming of strategic marketing set
in accordance with the select scenario of strengthening of strategic marketingstability.
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Problem statement. At modern conditions
of market economy there appears necessity of
constant strategic development of companies
based on activation of innovation implementa-
tion, provision of flexibility and high speed of
management decision making. An important
aspect of general strategic company develop-
ment is constant fulfilment of processes of stra-
tegic marketing. Firmness of market position
of a company, positive dynamics of financial-
economic results, business success most of all
depend on the extent of company’s adaptation
to dynamic external changes. In this connec-
tion provision of marketing strategic firmness
in conditions of infirmness and unexpectedness
of business environment becomes the priority
strategic task.

Analysis of the latest researches and pub-
lications. To understand the essence of the cat-
egory ‘“strategic marketing firmness” clearly,
one needs, first of all to consider the content of
the notion “strategic firmness”, which in its turn
provides for necessity of analyzing different
scientific views of this issue. Let us determine
some of the scientists’ and researchers’ present
approaches to the essence of the category “stra-
tegic firmness of a company”. Thus, Dubrova
O. S. considers strategic firmness to be “a char-
acteristic of company’s activity, which reflects
its ability for stable development and achieve-
ment of objectives stated (with minimal accept-
able deviation from planned ones) regardless
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of dynamic environment’s influence, in which
uncertainty of future results and riskiness of
economic processes take place[1, p. 16]. Zait-
sev O. M. distinguishes internal firmness (char-
acterizes proportionality of all company’s struc-
tures, permitting to provide positive dynamics
of basic financial and economic indicators and
output expansion) and external firmness (char-
acterizes non-conflict interaction with sur-
rounding environment — consumers, competi-
tors, suppliers, etc.), which in their interaction
form firmness of company in whole [2, p. 11].
According to Mokhonko G. A., strategic firm-
ness is an ability of a company to preserve its
integrity, achieve mission and objectives stated,
function in a set mode at different internal and
external influence, preserving its integrity and
harmonic development [3]. In the scientific
paper by Derzhac N. O. [4] «strategic firm-
ness of an industrial company» is defined by
the author as «an ability to create, develop and
maintain competitive advantages in segmented
market for long time period, thus supporting
proper level of liquidity, paying capacity and
profitability of a company under the conditions
of changing external environment». As one may
notice, the basic condition of providing strategi-
cally stable work of an industrial company in
this approach determines its financial firmness.
We consider that a company is able to form its
strategic firmness gradually only by virtue of
maintaining proper level of financial and at the

Issue 2 ¢ 2015



Series: International Economic Relations and World Economy

same time of professional, technological, inno-
vational and especially marketing firmness.

Statement of earlier unresolved compo-
nents of general issue. Nevertheless, the com-
ponents of mechanism of proactive strategic
marketing firmness management are not enough
highlighted in scientific papers by the above
mentioned scientists.

Article’s objective. The main objective of
this paper is generalization of theoretical and
methodical approaches to using the model of
selection scenarios of strategic marketing firm-
ness strengthening.

Statement of the basic material. Basing
on the above mentioned theoretical views let us
define strategic marketing firmness as an ability
of a company to concentrate its efforts at pri-
ority directions of development of company’s
marketing activity strategy, to develop and pre-
serve strategically stable competitive advan-
tages at key, from the point of view of market-
ing success, activity directions in conditions of
dynamic marketing environment. I.e. the main
emphasis in defining this notion, as we consider,
should be put on strategic direction in achieving
priority marketing objectives and maintaining
market position of a company in balance dur-
ing constant unexpected changes in marketing
environment. A company, which differs from
others in higher marketing strategic firmness, is
able to form more competitive market position,
which is characterized by more stable market-
ing relations, more perfect marketing potential,
which is constantly developed on account of
intensification of company’s efforts concerning
identification and development of new market
opportunities and raising realization level of
present abilities, with more expressed key mar-
keting competence.

It should be mentioned, that strategic mar-
keting firmness of a company is conditioned
by considerable spectrum of internal factors-
activators, the most significant of which are:
formed competencies regarding preservation
of stable market position, available ability of a
company to achieve planned sales volume on
the basis of adequate assessment of present and
future expectations of target consumer market,
efficient system of adaptation to changes of
marketing environment, developed system of
marketing researches.

Thus, marketing strategic firmness is
dynamic, complex, complicated and multiform
notion, which requires reasonable approach to
determination of directions of its provision, fac-
tors-activators and key results of this process.

For a modern company strategic marketing
firmness provision based on reasonable complex
of management actions is an extremely timely
issue. We consider that the highest effectiveness
in this process can be achieved by using proac-
tive approach to management.

In scientific literature on management and
marketing one may find such notions as reac-
tive and proactive business behavior. At reac-
tive behavior companies show their activity as
reaction to any given phenomena of external
or internal nature (action), without foreseeing
changes or influencing them. As opposed to this,
companies with proactive behavior carry out, as
a result of observations and analytic work, fore-
cast of future actions, aiming at their preven-
tion. Basic objections of proactive management
conception are: detection and identification of
signals at the stage of latent (hidden) crisis,
and also forming further model of company’s
behavior, taking into account implementation of
anti-crisis measures [5, p. 374].

One should assent to opinion of N. V. Kar-
tohina that “proactive management of mar-
keting actions is a process, based on preven-
tive management actions, taking into account
occurrence of negative results of marketing
activity” [6, p. 198].

Thus, one may state that using proactive
management of marketing actions, aiming at
provision of strategic marketing firmness, a
company elaborates its own vector of marketing
development and regardless of circumstances
acts in the direction chosen. Elaboration of
such vector, therefore, is based on the actions,
which are carried out simultaneously: company
elaborates new marketing measures according
to objectives stated regarding strategic market-
ing development; company corrects the elabo-
rated marketing plans and programs, taking into
account minimization of risks of their fulfill-
ment and aiming at leaving competitors behind.

Proactive approach to strategic marketing
firmness management provides for constant
monitoring of marketing environment, aiming
at timely detection of changes, occurring in it,
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forecasting their future influence on compa-
ny’s marketing activity, elaboration, using this
knowledge, of timely relevant measures for pro-
vision of preventive development according to
dynamics of consumers’ needs and competitors’
challenges.

Proactive management of processes of stra-
tegic marketing firmness provision has con-
siderable advantages as compared to reactive
management. Using proactive approach, a com-
pany, instead of reacting after occurrence of a
problem, reduces probability of marketing risk
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occurrence by implementing elements of moni-
toring and strategic control.

Proactive management of strategic market-
ing firmness is based upon the following prin-
ciples:

- integratedness with general system of com-
pany’s marketing management;

- clear notion of company’s strategic objec-
tives in the direction of strategic marketing
development provision;

- active reaction to changes in marketing
environment;
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Pic. 1. The model of selecting among possible scenarios
of strengthening strategic marketing firmness
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- readiness for correction of marketing strat-
egies aiming at timely adaptation to new market
opportunities and prevention of marketing risks;

- concentrating attention at elaboration and
using qualitative instruments of reasoning man-
agement solutions in conditions of uncertainty
and risk.

Mechanism of proactive strategic marketing
firmness management includes four important
processes:

- Proactive analysis provides for complex
analysis of marketing environment factors aim-
ing at assessing the level of its infirmness. The
object of this analysis may be potential market-
ing risks and also signals of marketing environ-
ment infirmness. At this stage it is reasonable
for companies to concentrate efforts on increas-
ing quality of information support of strategic
marketing management processes. For this pur-
pose it is necessary to activate work of market-
ing system of strategic supervision.

- Proactive diagnosis is aimed at detection of
causal connections between the identified mar-
keting risks (infirmness signals) and results of
marketing activity of companies. At this stage
numerous dependencies between poor signals
of potential possibilities or forecasts and future
marketing activity results are determined, e. g.:
market share, goods turnover, profitability, level
of satisfaction and loyalty of consumers, etc.

An important task at this stage is assess-
ment of strategic reaction of a company, which
reflects level of company’s readiness for taking
marketing risks (or signals of infirmness) and
for implementation of corresponding proactive
measures. Conclusions as to adequacy of stra-
tegic reaction of a company can be made bas-
ing on assessment of the following indicators:
marketing strategic position, taken by company;
marketing activity, which is characterized by
rate of using strategic marketing potential and
level of marketing competence development.

- Proactive prognosis is aimed at modelling
marketing strategic behavior in terms of gener-
ating and selecting the most rational scenario of
strengthening strategic marketing firmness. The
scenario approach to marketing firmness man-
agement will permit a company to determine
possible and necessary ways of influencing
marketing processes, so that they lead to accept-
able for company results.

The model of selecting among possible
scenarios of strengthening strategic marketing
firmness is shown in Pic. 1.

In accordance with this model, a company,
depending on strength of influence of marketing
risks or signals of infirmness it has in its marketing
activity and depending on its strategic reaction,
may be in three strategic zones: strategic vulner-
ability, strategic rest, and strategic strength.

- Proactive improvement secures hold-
ing necessary marketing measures of adaptive
nature, directed to preservation of both inter-
nal and external marketing flexibility. Based
on the specified at the previous stage scenario
of strengthening strategic marketing firmness
a company elaborates relevant set of market-
ing strategies, which will contribute to the best
achievement of strategic marketing objectives.
Such approach will permit the companies,
which strive for stable marketing development,
to secure protection from basic threats of mar-
keting environment.

The choice of the most expedient scenario
of strengthening strategic marketing firmness
is proposed to be carried out with the help of
economic and mathematic model of fuzzy sets
theory. At the first stage one must conduct indis-
tinct multicriteria analysis of variants of scenar-
ios that will let by the defined criteria to select
the best scenario for introduction into effect of
concrete company.

Let S=1S,,5,,...,5,} — set of scenarios,
which are subject to multicriteria analysis,
K= {Kl K\ Kn} — set of criteria, by which
the elaborated scenarios are assessed.

The task of multicriteria analysis is to assess
accordance of elements of the set S with the
determined criteria from the set K.

Let  py (Sj) — be number in range [0,1],
by which certain scenario S, € S by criterion
K, € K : is assessed: the more number 4, (S,

, 18, the more rational scenario Sj by criterion K,
i=1,...,n, j=1,..,m.

Then concrete criterion K, can be repre-
sented as fuzzy set K, at universal set of sce-
narios S [8, 9]:

K, = Jl/uK, (Sl)/SluuK, (Sz)/Sza'“uuK, (Sm)/Sm}7 P (1)

where s, (S j) — is degree of belonging of
element Sj to fuzzy set K.
To resolve this sum one should use the
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scheme of mixed point of extremum (minimax
criterion) of Bellman-Zadeh.

The most rational scenario shall be the one,
which is the best by all criteria at the same time.
Fuzzy solution R is found as cross-up of par-
tial criteria [8,9]:

R=K,nK,n..NnK, ={min z1,.(5,)/S,,

i=l,...,

)

Correspondingly, the scenario, which has
the highest degree of belonging should be con-
sidered the best scenario of strengthening mar-
keting firmness:

R = arg max(u, (S,), 11 (S))sees 14(S,,)). . (3)
If the criteria, by which comparison is car-
ried out, have different values, degrees of
belongings of scenarios, which are assessed, to
fuzzy set R are found as follows [8,9]:
(S ) = min (s (S, J =L,

=l,..,n (4)

where A, — is coefficient of relative impor-

tance of criterion K; the sum of coefficients

equals one. This coefficient as an indicator of

degree 4, in the formula (4) concentrates fuzzy

set K, inaccordance with the degree of signifi-
cance of criterion K.

To determine coefficients of relative impor-
tance of criteria and degrees of expediency of
fuzzy set it is reasonable to apply the method
of paired comparisons according to Saaty scale
[7]. To assess scenarios of strengthening strate-
gic marketing firmness it is proposed to use the
following criteria:

K, — orientation to leveling external threats;

K, — orientation to realization of market
opportunities;

K, — expected economic influence on com-
pany’s activity;

K, — expected speed of implementing ade-
quate strategic changes;

K, — uniqueness of strategic solutions;

K, — complementarity of strategic connec-
tions.

Experimental check-up of the proposed
methodic approach concerning selection of
rational scenario of strengthening strategic
marketing firmness was carried out at the
researched company of format «Brick-and-
mortar» — Commercial Group «Foxtroty. As
a result of conducted complex research it was
determined that the company is at the zone of
strategic rest, has medium level of adequacy
of strategic reaction, medium level of market-
ing activity, which is characterized by medium
level of development of marketing competen-
cies (46,24 %) and medium level of use of
strategic marketing potential (45,4%). That is
why four scenarios of strengthening market-
ing firmness should be considered as alterna-
tive ideas: «Marketing internal mobilizationy,
«Marketing progressive improvementy», «Mar-
keting integrative pressure», «Marketing inno-
vation breakthrough». Let us denote these sce-
narios correspondingly S, +S,. Generalized
conclusions of expert assessment of scenario
in accordance with the selected criteria are
represented in the following matrixes of paired
comparisons:

AK) = 31 2 3 AK,) = b3S A(K):1/5 115 3
5 12 1 2 3 13 1 3p Yl os 17
713 12 1 5 15 13 1 73 Y7 1.
1315 13 113 1/3 1/5 oy 37

A(K4)=3 bzl A(K5)=3 L3 A(K(,)=7 .
52 1 3 3 13 33113
301131 5 2 1. 71 3 1
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Using the formulae of fuzzy multicriteria

In accordance with the formulae (1, 2) coef-

analysis of scenarios we obtain the following ficients of relative importance of criteria K,

fuzzy sets:
K, = {0,59/5,,0,22/8,,0,12/S,,0,07/S,} .

K, ={0,39/5,,0,39/5,,0,15/5,,0,07/S,} :
K, =1{0,42/5,,0,11/8,,0,42/5,,0,05/S,} :
K, ={0,08/5,,0,23/S,,0,48/5,,0,21/S,} :
K, ={0,08/5,,0,23/5,,0,48/5,,0,21/S,} :

K, =1{0,06/5,,0,40/S,,0,14/5,,0,40/S,}

As one may see, different scenarios have
advantages at particular criteria, that is why for
continuation of analysis the degrees of criteria
importance were determined. Calculation of
coefficients of relative criteria importance was
also conducted in terms of expert method of
paired comparisons.

Expert expression, which was obtained,
accords with the following matrix of paired

K,,...,K, were found:
A =016, 4, =033, 4, =026, 7,=005 . A5 =013, 2, =0,07

that indicates higher degree of importance of
criteria K, and K, while taking administrative
decisions.

Finding coefficients of relative criteria
importance permitted to obtain fuzzy sets from
the formula (1).

Degrees of expedience of fuzzy solution
were obtained in terms of cross-ups of fuzzy
sets:
£x(S,) = min (0,919,0,732,0,797,0,894,0,717,0,813) = 0,717
1,(S,) = min (0,784,0,732,0,552,0,936,0,813, 0,938) = 0,552;
14, (S;) = min (0,490, 0,723,0,797,0,969, 0,823,0,871) = 0,490 ;

44, (S,) = min (0,409, 0,667,0,456,0,933,0,909,0,938) = 0,409 .
This permitted to obtain fuzzy set:
K ={0,717/8,,0,552/5,,0,490/S,,0,409/S,}

Given fuzzy set points to advantages of sce-

comparisons: nario §,, which was selected by CG “Foxtrot”,
; 1/1 3 1/2 2 2 ; 2 over other scenarios.
2 y2 1 s 2 3 To accept the most reasoned decision
A=lya 6 s 1 13 12 rggarding selecting concrete scenario, let us
1 13 12 3 1 2 give fuzzy sets, which show how fully sce-
3 1/5 1/3 2 1/2 1 narios S +S, accord with criteria K+K, asa
Table 1
Elements of fuzzy sets of full accordance of scenarios of strengthening
marketing firmness with the denoted criteria
Criteria
_ A ) ol e
o S MIE_ZE g2 X | & 3
Tiulsfsgsed |iEiv ze:| Ggd
Scenarios of strengthening SE ~ |[EIXEIg 8= 7ok 4 288 = e
. 32 |ENEE|SE2wn o E2S| 28RS @ e .8
marketing firmness =R |e=8¢& SUN|d oot 28% EEE
EY¥C |ESEEZEr |cE2EE S5 25¢8
225 5555855 |2E22| 55E | B2 S
Sga—a ° 2 Q_g.sg x:f“ = o g Eog
= g' gj 8 ®e 'g 8 8 ©
fgketmg internal mobiliza- 919 10732 [0797  [0894 |0717  |0813
Marketing progressive 0,784 0,732 0,552 0,936 0,813 0,938
improvement
Marketing integrative pressure | 0,490 0,723 0,797 0,969 0,823 0,871
Marketing innovation break-— 1 109 10667 0456 (0933 (0909  [0938
through
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Pic. 2. Values of the function of expediency of fuzzy sets, which accord with scenarios
of strengthening strategic marketing firmness

table of elements of sets and chart of expedi-
ency functions (table 1, pic. 2).

The chart reflects how fully the scenarios
§,+S, accord with the criteria K +K . As deter-
mined above, when a decision concerning
choice of concrete scenario of strengthening
marketing firmness is made, criteria K, and K,
are of the highest level of importance.

L.e. with the help of economic mathematic
model of fuzzy sets theory it has been proved,
that scenario of strengthening marketing firm-
ness «Marketing internal mobilization» in the
fullest degree matches criteria K, — orientation to
realization of market opportunities, K, — expected
economic influence on company’s activity.

Strategic marketing set, in accordance with
the selected scenario of strengthening strategic
marketing firmness should comply with the fol-
lowing requirements (table 1).

Strategic marketing set, in accordance with
the selected scenario of strengthening strategic

marketing firmness should comply with the fol-
lowing requirements:

- to include clear objectives, achievement of
which is decisive for securing strategic market-
ing development;

- to concentrate main efforts at proper time
in proper place;

- to foresee such flexibility of marketing
behavior, which would permit to use minimum
resources for achieving maximum result;

- to secure coordinated management;

- to make allowance for correct order of
marketing actions.

Conclusions and recommendations. Prac-
tical implementation of the offered model of
selecting scenarios of strengthening strategic
marketing firmness will permit management
boards of companies to introduce changes in
strategic marketing programs timely, so that
they can adjust themselves to changing condi-
tions of marketing environment.
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