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Abstract. The paper considers the aspects that cause the intensification of competition in the
market and create the need for strategic marketing planning of enterprises. The stages of strategic
planning of new product development are singled out on the basis of. It is proved that the
organization of the planning system at the enterprise should help increase the efficiency and
sustainability of production. In particular, current planning should include the development of
forecasts and risk assessment, provide for the development of marketing programs. Practically
confirmed the effectiveness of alternative planning for the future, which will allow companies to
obtain a reasonable basis for the formation and implementation of effective and flexible to
environmental changes marketing strategies.
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Introduction. Under today's market conditions, the effectiveness of economic
entities 1s achieved through increased investment flows, the introduction of modern
management methods, improving the organization of the production process,
improving working conditions and the introduction of transparent and effective
system of motivation to work, optimal financing, effective use of marketing
components and branching of the sales system.

These aspects determine the intensification of competition between market
participants, increasing consumer demand for products and services, the development
of scientific and technological progress and the globalization of economic relations
between counterparties in international markets. The variability and instability of the
market environment create the need for the systematic introduction of modern
approaches to strategic planning in the activities of enterprises.

Achieving and maintaining a certain level of competitiveness, which will
provide the company with an optimal position in the market, taking into account its
capabilities and the situation in the external environment, encourage domestic
companies to develop strategies for their future development. As a rule, under such
conditions, companies strive for the most efficient use of existing means of
production, the formation of competitive advantages in areas of activity in order to
expand the boundaries of existing markets and master new ones.

Thus, for the majority of domestic enterprises, which are concerned with the
stabilization of their market position and further increase of competitiveness, the
problem of finding innovative strategic directions of production and commercial
activity is extremely important. Under such conditions, strategic planning should play
an extremely important role in the effective management of the enterprise as a whole
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and its organizational and structural units in particular.

Basic text. Since, given the problems of our study, we aim to clarify the nature
and features of strategic marketing planning in the enterprise, we propose to consider
strategic marketing planning as a process of managing the balance between marketing
goals and capabilities of the enterprise and its resource potential.

It should be noted that the main task of strategic planning should be considered
to increase the profitability of activities and perform its most important functions:
marketing planning, productivity planning, innovation planning, human resources and
more.

According to the above, we state that at most enterprises the tasks of strategic
planning are: profit planning, in particular its positive dynamics; planning of volumes
of expense items, due to reduction of expenses of the business entity; growth of
absolute and relative market shares of the enterprise; improving his social policy.

It should be noted that strategic planning is one of the most important parts of
the planning system in the enterprise. In our opinion, strategic planning should be
considered as a tool used in the process of forming the goals of the enterprise and
helps to unite the staff of the enterprise to achieve them.

With the help of strategic planning "...the company weighs a set of problems
related to the purposeful reorientation of new products and assortment,
implementation and use of new technologies, marketing development, improving the
management structure of the enterprise, timely and quality training and retraining"
[1].

In our opinion, the most important task of strategic planning is revealed
precisely through the provision of innovations that are necessary for the viability of
the enterprise and its further economic growth.

In an unstable economy, there are no universal approaches to marketing
planning. Each company in the process of its activities uses a variety of methods and
techniques to maintain sales of its products and enter new target market segments,
pricing strategies and tools to optimize activities, because in this case everything is
individual and depends on the goals of the company, its market position and resource
provision [2, p.196].

However, in order to obtain the projected result of the implementation of system
planning, any company must strictly adhere to the consistent implementation of the
developed plans, adhering to control measures at each stage of the planning process
with the possibility of making the necessary adjustments and additions.

We are convinced that in order to achieve the set strategic goals, enterprises
must structure the mechanism of strategic planning of their marketing activities as
clearly as possible, determine effective means, methods and tools in forming each of
the points of the strategic plan. It should be borne in mind that the effectiveness of the
strategic marketing plan will be maximum if its development will rely on qualitative
and quantitative indicators will be specifically defined and clearly defined goals,
strategies and practical measures.

In general, companies will be able to get the maximum effect by using the
optimal structure of the strategic marketing plan, subject to the principles of:
complexity and completeness of the original data, which is determined by the
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maximum consideration of all important factors of influence; clarity and specificity,
display of planned indicators in numerical form with maximum accuracy; sequence
and coherence of actions in the planning process; the quality of planning functions,
such as coordination, systematization of work and its optimization; cost-
effectiveness, due to the optimal effective ratio of costs for the organization of
planning and profit from the implementation of planned activities.

As today innovations cover all directions and spheres of activity of the
marketing-oriented enterprises, we suggest to heads of such enterprises to concentrate
planning of all innovations of their commodity nomenclature in the uniform complex
plan of innovative development of the enterprises.

Innovation planning in the enterprise management system is a relatively
independent subsystem (i.e. a holistic system for its constituent elements), containing
a set of specific tools, rules, structural bodies, information and processes aimed at
preparing and ensuring the implementation of innovation plans [3, p. 247].

The process of planning innovative developments should include three main
stages, namely setting the task, developing the actual plan and implementing the
management decision formed according to the developed plan. Given the above, we
offer companies to plan the development of innovations in terms of product range to
carry out a model that reflects the main stages of this planning process (Fig. 1).

According to the above algorithm for planning the development of new
products, the central place belongs to the development of an effective plan for
product upgrades. We must emphasize the management of enterprises that planning
the development of new products should include not only technical development of
innovations, but also supported by a number of organizational and economic
measures, the main focus of which should be to meet consumer demand and increase
efficiency.

Based on the above, the planning of innovations should be considered one of the
most important tools for developing the production program of enterprises, given that
the planning itself plays a key role in the process of its economic justification.

The above proposals for strategic planning and a thorough analysis of the
environment allowed, taking into account the identified impact of each of the factors
in the planning process, to build for the research object LLC "RPC" Grace -
Engineering "", which develops and implements innovative technologies and carries
out developments with the subsequent introduction to the market of innovative
products in terms of its product range, several versions of scenarios in the future to
form effective and flexible to change environmental functional strategies in terms of
the overall strategy "Maxi-maxi" aimed at strengthening existing positions. It is
proposed to develop three main scenarios of external environment development on
the basis of SWOT analysis: optimistic, pessimistic and realistic.

When compiling an optimistic scenario, it is proposed to select the factors and
indicators that have the greatest positive impact on the enterprise. When developing a
pessimistic scenario, the tendencies that negatively affect the development of the
business entity should be taken into account as much as possible. Predicting a
realistic scenario should be based on trends that are more likely to occur, regardless
of the potential strength of the positive or negative effects.
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Fig. 1. Stages of strategic planning for the development of new products
Source: supplemented by [4, p. 66]

According to the method of extrapolation, we forecast the total amount of net
income from sales of enterprise products and the indicator of net income from sales
in foreign markets. The forecasting was carried out for a five-year period, taking into
account that the implementation of the planned actions in terms of the strategy
"Maxi-maxi" requires some time (Table 1).

According to the obtained forecast indicators, according to the realistic scenario,
we forecast a gradual increase in net income from sales of products both in general at
the enterprise and from the work of RPC "Grace - Engineering" on the foreign
market. We expect average annual growth of 7.44% and 8.15%, respectively. These
figures are slightly lower than the actual - by 1.7 percentage points and 2.55%,
respectively, due to the less volatile nature of the forecast data due to the more
coordinated operation of the enterprise according to a certain structure of the strategic
- marketing plan. As a result, the projected average indicators in the realistic scenario
should exceed the actual Wednesday value of net sales revenue by UAH 46,511.44
thousand and UAH 41,309.86 thousand in accordance.

According to our proposed approach to the optimistic and pessimistic scenario
of LLC "RPC" Grace - Engineering "" within the strategy "Maxi-maxi" we calculate
the forecast values of net income from sales in general and from the operation of the
enterprise in the foreign market (Table 2 ).
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Table 1
Actual and forecast values of net sales indicators in a realistic scenario
. Forecast values of net income
Actual values of net income from sales in a realistic
Actual from sales, thousand UAH Forecast X
periods ' ' periods scenario, thousgnd UAH
Total net incl. in the Total net incl. in the
income foreign market income foreign market
2015 75,132.00 56,649.50 t+1 116,260.28 93,682,58
2016 77,065.00 59,263.00 t+2 125,924.76 102,301,66
2017 75,814.00 58,452.60 t+3 135,589.24 110,920,74
2018 110,782.20 88,625.80 t+4 145,253,72 119,539,82
2019 106,595.80 85,063.50 t+5 154,918,20 128,158,90
Average annual Average annual
arowth rate % 109.14 110.70 arowth rate.% 107,44 108,15
On average for On average for
five years, 89,077.8 69,610.88 five years, 135,589,24 110,920,74
thousand UAH thousand UAH
Author's development
Table 2
Forecast values of net income from sales in optimistic and pessimistic scenarios,
thousand UAH
Optimistic scenario Pessimistic scenarios
Forecast
periods Total net sales incl. in the Total net sales incl. in the
revenue foreign market revenue foreign market
t+1 122,073.29 98,366.71 110,447.27 88,998.45
t+2 132,220.99 107,416.74 119,628.52 97,186.58
t+3 142,368.70 116,466.78 128,809.78 105,374.70
t+4 152,516.41 125,516.81 137,991.03 113,562.83
t+5 162,664.11 134,566.85 147,172.29 121,750.96
On average for five
years, thousand UAH 142,368.70 116,466.78 128,809.78 105,374.70

Author's development

The calculated indicators of net income from sales in realistic, optimistic and
pessimistic scenarios give an idea of the degree of probable fluctuations due to
deviations from the planned measures within the strategy "Maxi-maxi" and
unregulated impact on the company's environmental factors.

The result of an effective process of marketing strategic planning is to obtain the
desired amount of income. This approach, in our opinion, helps to maximize the
solution of all current problems to increase the competitiveness of the enterprise. If
the development scenario will meet the needs of customers in the range of products
and its quality parameters; determining the main competitive advantages in
accordance with the market situation, bringing to market the planned innovative
products, introduction of innovative technologies into the production process and all
this with the optimal organization of effective management decisions, the company
has every chance to achieve the goal.

Summary and conclusions. The prerequisites for the need for strategic
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planning of marketing activities of modern enterprises were considered. It 1s proved
that to obtain the projected result of the implementation of system planning, the
company must strictly adhere to the consistent implementation of the developed
plans, adhering to control measures at each stage of the planning process with the
possibility of making necessary adjustments and additions. It is recommended to the
management of the enterprise to concentrate planning of all innovations of its
commodity nomenclature in the uniform complex plan of innovative development of
the enterprise. It is proposed to plan the development of innovations in terms of
product range to carry out a model that reflects the main stages of the planning
process.

The forecast values of net income from sales were obtained in realistic,
optimistic and pessimistic scenarios. It is substantiated by practical confirmation that
the implementation of alternative planning for the future will allow companies to
meaningfully study the impact of the most important environmental factors for them
and build several versions of scenarios for future developments. It is noted that
according to the results of the proposed method of analysis, the management of
enterprises will have reasonable grounds for the formation and implementation of
effective and flexible to environmental changes marketing strategies.
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Anomauis.

B cmammi 3a3naveno, wo MiHaugicme ma HecmadOiIbHICMb PUHKOBO20 Cepedosuyd
CMBopIIomMsb HeOOXIOHICMb 011 CUCMEMHO20 3ANPOBAONCEHHS CYYACHUX NIOX00i8 cmMpameiuHo2o
NIAHYBAHHS 8 OISLIbHOCMI NIONPUEMCMS.

3anpononosano  cmpameciune  NIAHYB8AHHA — pO32NAOAMU  AK  IHCMPYMEHmM, WO
BUKOPUCTOBYEMBCL 8 npoyeci opmysanns yinel OisIbHOCMI NIONPUEMCMBA mMA  CHPUsie
00 €0HAaHHIO NEePCOHANLY NIONPUEMCINGEA 3A0JISL iIX OOCACHEHHS.

Ob6rpynmoeano, wo 3a0is OMPUMAHHA NPOSHO308AHO20 pe3yabmamy OIAIbHOCMI  8i0
3aNpoBAONCEHH CUCMEMHO20 NIAHYB8AHHA 0VOb sIKe NIONPUEMCMBO MAE YIMKO OOMPUMYBAMUCS
NOCNIO08HO20 BUKOHAHHS PO3POOIEHUX NIAHIE, 000EPAHCYIOUUCH KOHMPOIbHUX 3AX00i8 HA KOHCHOMY
3 emanis NIAHOB020 Npoyecy 3 MOACAUBICMIO 30iliICHEHHs HeOOXIOHUX KOpUZY8aHb MA GHECEHHs.
odonosHeHv. Brazano, wo nionpuemcmea 3a018 00OCACHEHHSA NOCMAGNEHUX CMpPAMe2iuHux yineu
Maoms  MAKCUMANILHO YiMKO 30IUCHIO8AMU CMPYKMYDYBAHHS — MEXAHI3MYy  CMmpame2iyHo2o
NJIAHY8AHHS  CBOEI  MAPKeMUH2080i, 30Kpema I[HHOBAYIUHOI OIAILHOCMI,  BUHAYUMUCH 3
epexmusHuMu 3acobamu, Memooamu ma iHCMpymeHmamuy npu opmy8aHHi KOHCHO20 3 NYHKMIG
cmpameziyno2o niaHy. AKkyenmoseano yeazy Ha me, WO e@DeKMusHiCmb CmpameiuHo2o
MApKemuH208020 NiaHy 6yoe MaKCUMAaibHo0 AKWO 8 1020 PO3POOKY NOKNA0AMUMYMbCS AKICHI ma
KIIbKICHI NOKA3HUKU, OYOYymb KOHKPEmHO SU3HAYEHI ma 4imKko cghopmynb08aHi yini, cmpameeii ma
NPAKMUYHI 3aX00U.

3aznaueno, wjo 3a Cy4acHux PUHKOBUX YMO8 O0COONUBOI 3HAYYWOCMI HADYBAE NIAHYEAHHS
OisiibHOCMI cy6 €KMi8 20Cno0apro8ants Ha 00820cmpoxosy nepcnekmugy. Opeanizayis cucmemu
NJIAHY8AHHS HA NIONPUEMCMBI MAE Chpusmu  NiOBUWEHHIO eheKMUBHOCMI ma  CMIUKOCmi
suUpobHuymea. 3okpema, nNomoyHe NAAHYBAHHS MAE BKIIOYAMU PO3POOKY NPOSHO3I8 Ma OYIHIOBAHHS
PU3UKi6, nepedbauamu CKIAOAHHA MapKemuH208ux npoepam. byno ompumani npoerno3mi 3HaueHHs
NOKA3HUKIE  uyucmo2o 00x00y 6i0 peanizayii 3a pearicmuyHum, ONMUMICMUYHUM MA
necumicmuyHum cyenapiamu. OOIPYHMOBAHO 34 NPAKMUYHO20 NIOMBEPONHCEHHS, W0 30IUCHEeHHs
ANbMEPHAMUBHO20 NJAHYB8AHHA HA NEPCHeKmusy 0036014Mb nionpuemMcmeam  3MiCmogHo
00CnioxHcy8amuy  6NAUE HAUOINbUL 3HAUYWUX ONS HUX (DAKMOPI6 306HIUHBLO2O cepedosuwa ma
Oyoyeamu OeKiibKa 6epcill CyeHapiis po3sumky nooil y maubdymuvomy. 3a3HaueHo, wo 3d
OMPUMAHUMU  PE3VIbMAMAMU NPONOHOBAHOI MemOOUKY aHANi3y, KepPiBHUYMEOo  NiONPUEMCME
mamume 00TPYHMOBAHT niocmasu OJisi YOPMYBAHH MA 6MINEHHS eqheKMUBHUX MA SHYUKUX 00 3MIH
0mMouYI04020 cepedosuyd MapKemuH208Ux cmpame?ziil.

Pexomenoosano kepisnukam nionpuemcme 30cepeoumu NIAHY8AHHA 6CIX HOB088€0€Hb iX
MoBaApHOI HOMEHKIamypu 6 €OUHOMY KOMHIEKCHOMY CMpAmeiuHoMy NiAaHi IHHOBAYIUHO20
PO3BUMKY RIONPUEMCNE.

Kniouogi cnosa: mapxemune, mapxemunzoge cepeoosuwye, NIaHy8aHHs, CmpameiyHull niam,
iHHOB8aYil, cmpamezis, cyeHapii po3sUmKy, eKCmpanoiayisi, NPocHO3, PUHOK, PUSUK, eheKm.
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