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1. INTRODUCTION

Marketing is an important factor for successful existence and development of
any enterprise, which makes it possible to select and understand target customer
groups for a certain company, and the factors, which contribute to its competitiveness.
Nevertheless, small and medium enterprises (SME) do not pay proper attention to
marketing. In many respects, such situation was caused by insufficient understanding
by the management and/or business owners of the role of marketing. In order to study
the role of marketing in small and medium enterprises, we need to focus on the
influence of marketing on SME development. And here we need to rely on two main
directions: the role of marketing in entrepreneurship and the influence of marketing at

various stages of the enterprise development. Focusing on the first direction, it is
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important to distinguish between the two terms: entrepreneurship and marketing
(Sidorchuk, 2009a). Miles, Russell and Arnold (Miles, Russell & Arnold, 1995)
compared the marketing-based and the entrepreneurship-based approaches. They
conclude that bias towards entrepreneurship results in improvement in the customer
satisfaction, focusing on the customer’s needs, summing the marketing-based
approach with innovativeness, pro-activeness and risk appetite. However, D. Carson,
Professor at the University of Ulster (Carson, 1993) believes that there are common
features and differences between the entrepreneurship-based approach to decision-
making as compared to formal marketing planning, management competence and
enterprise communications. Therefore, entrepreneurial decisions are viewed as
informal, occasional, creative, adapting and reactive, while marketing decisions are
formal, consistent, systemically oriented, organized and structured. On the other hand,
there are common features in existence and use of personal communications between
entrepreneurs and marketing managers. Some skills are equally necessary to
entrepreneurs and marketing managers, for example use of analysis, positiveness,
innovativeness and creative thinking. Professor Omura suggests his approach to the
issue of differences between marketing and entrepreneurship. In their research,
Omura et al (Omura, Calantone & Schmidt, 1994) considered the approach, which
assumes that marketing is present in entrepreneurship, though in different forms. In
their turn, Hills and LaForge (Hills and LaForge 1992) suggested that when defining
the mission of a new company, we need to take into account at least two factors,
which are located right on the border of marketing and entrepreneurship disciplines.
The first factor is represented by the impact of the entrepreneur’s personal aspirations
and goals on the company mission (Sexton and Bowman-Upton 1987), while the
second factor is represented by the role of the marketing concept (Kotler 1972).
While studying growing SME, Hills interviewed executive directors, who specified
the strongest factors, which affect successful development of a company: quality of

the commodity/service and openness to the customers’ desires (Hills and Narayana,
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1990). In his turn, Gardner (Gardner, 1983) studied the issue of the marketing
concept / creation of new enterprises based on the example of 15 existing companies
(with sales ranging from 1 to 30 million dollars). He concluded that distributors are
less eager to use the marketing concepts (which means that they are more reluctant to
take into account the customers’ needs and desires with their subsequent satisfaction)
as compared with other types of companies. Manufacturers know their customers
better and pay more attention to their requests. Peterson (Peterson, 1989) asked the
owners of small businesses to formulate the philosophy of their companies, using the
key indicators: marketing, sales and focus on the needs. Marketing focus was selected
mostly by retailers (50%), sales-based philosophy was chosen by service providers
(42%) and wholesalers (57%), manufacturing-based philosophy was chosen by
manufacturers (58%). This result brings us closer to the second direction — impact of
marketing on the company development. And here we need to pay attention to an
important aspect of “marketing management”. Marketing management can be defined
as the process, which provides to the company an opportunity to generate necessary
revenues in order to achieve its goals. Various factors of the external environment
represent an important group, which affects the company business operations, which
are often described by the cyclical nature. The nature and the society are described by
various cycles, which affect the company and the interaction between the elements of
the macro- and microenvironment. As you know, marketing strategy reflects
anticipated market development and changes in the market situation, and first of all
changes in the demand/supply ratio. In their turn, such interactions affect pricing and
investments in the company operations. When considering various ways of adaptation
of the company to external impacts and when determining the directions of changes in
the internal organization in order to ensure reasonable business operations, it is
necessary to establish a link between the development trends of the macroeconomic
processes with the operations and development of the company. Analysis of various

cyclical processes makes it possible to formalize forecasts to a certain degree.
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Therefore, in order to identify and take into account the factors, which determine the
impact of the market situation on the company operations, Aniskin and Moiseeva
(Aniskin, Moiseeva, 1996; Aniskin, 1998) suggest starting from the cyclicity concept.
Economic waves (cycles), which affect the demand and supply, result from interaction
between the cycles of various nature. Various cycles, which are present in the nature
and the society, affect the company as the manufacturing and distribution system
(structure, functions, ways of their implementation) and the interaction between the
elements of the macro- and microenvironment. The objective nature of oscillatory
processes in economics are confirmed by several studies, for example Schumpeter's
three-cycle scheme, which allows to combine in a consistent manner Kondratiev’s
cycles (50-55 years) with Juglar’s cycles in the banking and credit system (10 years)
and Kitchin’s cycles (3 years and 4 months). Impact of the factors, which determine
these cycles, may take various forms (Moiseeva, 2002):

» cyclicity of crises (which are described by mismatch between sales and
purchases in time and in space, gap between the links in the price of sales and
purchases etc.);

* structural crises (which result in price increases, excessive demand, lag
between demand and supply etc.), which are often do not coincide with the cyclical
crises;

* periodic crises (which are described by conflicts, collapse of systems etc.;
interacting with the two previous cycles, they play the main role).

Determining the current level of business activity, explaining its progress and
forecasting its further condition are possible only if the market situation and the
company lifecycle are viewed as the oscillatory system. Being under the influence of
changes in the macro- and microenvironment, companies have to assess critically their
opportunities, as well as new threats and risks, which slow down or accelerate
implementation of earlier plans and transformations. Comprehensive impact of the

factors of the internal and external environments creates risky situations, which result
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in unjustified losses. Various tools (and, first of all, marketing tools) may be used in
order to mitigate the market risks. They include marketing studies of the macro- and
microenvironments, marketing assessment of the company internal environments,
analysis of consumer preferences and their trends, analysis of the market situation.
The extent and efficiency of these tools are determined by the infrastructure and the
company internal specifications, which urges us to consider the marketing activities as
the element of business operations. We believe that the organizational development
cycles (which describe the creation and lifecycles of the companies) are most
important for small enterprises. Very often enterprises are compared with biological
organisms in the form of a sequence of events, during which organizations are born,
grow, get older and die. According to Semenkov (Semenkov, 2001), half of U.S.
companies cease to exist during less than 5 years, only 4 out of 10 companies operate
during 10 years, and only 3 out of 10 companies celebrate their 15th birthday. Even
50% of large corporations cease to exist before they are 40 years old. Long before the
complete collapse, the company may receive sufficient signals, warning of its moving
towards the crisis, but the company itself can not realize the threat. In order to
simplify the analysis of these problems, company organizational development stages
are often tied to the stages, which are similar to the lifecycle stages of the biological
organisms: formation, maturing, maturity, old age and death. This sequence of stages
is known as the company lifecycle. For the purpose of further analysis of the factors,
affecting business operations of SME, we need to consider the companies’ lifecycles.
The company lifecycle was initially developed by researchers as an extension and
adaptation of the product’s lifecycle concept from the marketing theory to analysis of
the companies' development. Later on, this direction became an independent area for
development of various approaches and theories. The company lifecycle in most cases
can be understood as the period of the company operations (Shestoperov, 2007). We
should mention that “cycle” implies recurrence of similar events. Despite the fact that

each company may have its own way of development, we may speak about the
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patterns of development, which are known as the company lifecycle. We believe that
the most successful model of the company lifecycle was suggested by Adizes (Adizes,
2007). He identifies three phases of the organization's development: growth,
stabilization and aging. Growth phase starts with the birth, followed by courtship,
infancy, go-go stage, adolescence. Stability stage means prosperity. And stabilization.
Third phase includes aristocracy, early bureaucracy, bureaucracy and death. We used
this model in order to study the impact of marketing on the lifecycle.

2. PROBLEM DESCRIPTION

The impact of marketing on the lifecycle of small businesses requires further
research (Sidorchuk, 2009b).As part of our research conducted in 2010, we analyzed
some SME with various specifications. The purpose of the study was to determine the
role of marketing in existence and development of small businesses Our survey
covered 400 managers and owners of small businesses in various parts of Russia:
Moscow and Saint Petersburg, as well as in Moscow, Novgorod, Novosibirsk,
Sverdlovsk, Tomsk and Chelyabinsk oblasts, and Krasnodar Krai. Selection of the
above regions for the survey was caused, mostly, by availability of significant data,
which makes it possible to identify small enterprises. We did not try to achieve
regional or industrial representation. We also did not distinguish between the form of
incorporation (JSC, CJSC, LLC, sole proprietor) and the type of small enterprise
(small enterprise or macro-enterprise). The main criteria for making the selection
included the quantity, year of creation, annual turnover (up to 400 million roubles)
Additional limitation, which is connected with formation of the sample, is represented
by the companies’ electronic communication means (website and/or email), which is
caused by the need to conduct research using electronic communications. We should
mention that the issues, which are considered as part of the research, belong to
professional competencies of the small business manager/owner. Therefore, the
manager/owner of a small business may be viewed as an expert. We may assume that,

when making his or her judgment, an expert relies on a group of causal factors, which
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operate in terms of a certain scenario, estimating the probability of their realization
and their probable effect on the studied indicator (Golubkov, 2000). Expert judgments
are widely used in marketing studies. They are often used for studies, if statistical data
are insufficient. They are also used for quantitative measurement of such events,
which can not be measured in any other way, for example when estimating the
importance of goals and preferred organizational conditions of enterprises. In other
words, methods of expert estimates are used both for quantitative measurement of
present events and also for forecasting purposes. Business Card Companies Database
was used to create the sample. Creation of such database implies personal
involvement of the companies’ representatives in providing the data on their
companies. Besides, the data from this database are checked for their validity on a
regular basis. 13,100 companies meet the main criteria according to the Business Card
Companies Database. Only 7,954 companies out of them provided director’s email.
The managers’/owners’ reluctance to participate in the survey became a serious
restriction in this research. Due to the above reason, the research did not include
special restrictions based on the quantity of enterprises, their specifications and
business areas (except for the above parameters) in the sample. Answers were
provided by 327 managers/owners of the companies. After reviewing the provided
questionnaires, only 300 questionnaires were used for research purposes. The
remaining questionnaires were rejected for their non-compliance with the research
criteria or for their incompleteness (less than 80% of answers to the questions).

3. DESCRIPTION OF THE RESULTS

The variables, which were used in the research, include: quantity of employees
of a small business at the time of study; main operation; period of the business'
existence; Adizes development stage; key business competence, selected by the
enterprise; marketing business strategy; enterprise’s growth rates; market growth
rates. The survey gave us answers to the questions, and such answers were processed

using SPSS software. Since it was a multipurpose survey, we will analyze the
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answers regarding the hypotheses of a link between the lifecycle stages of a small
company and some marketing parameters. Such parameters include a link between the
chosen key competence and the marketing strategy, on one hand, and the small
enterprise's lifecycle stage on the other hand. We believe that the standard profile of a
company is determined by 4 parameters: quantity of employees, period of the
company existence, type of operations and taxation system.

Diagrams 1, 2 and 3 describe frequency distributions of these variables for these
companies, which were involved in the research. In order to determine the link

between the indicators, we used y (chi)

H 51-100
persons,; B 50rless persons
16% 14%
B 16-50 N
persons; 5-15
30% persons,;
40%

Diagram 1. Number of employees of small businesses, which are involved in the study

- Simplified taxation  Simplified
- revenues ;
® Other (6%) taxation

- Revenues
less expenditures
(15%)

Regular
taxation -

B patent

Diagram 2. Taxation, applied to the employees of small businesses, which are involved in the study
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squared ([12) and ¢ (phi) significance coefficients. If chi squared is less than 0.05,
then we may say (with 95% probability), that the hypotheses regarding absence of the

link between the variables, is rejected; therefore, a link between these variables exists.

Other:

Miscellaneous services

Communication services

Transactions with real estate

Transportation and logistical services

Retail trade

Wholesale trade

Construction

Manufacturing of consumer goods

Manufacturing of industrial goods and equipment

0 5 10 15 20 25

Diagram 3. Distribution by type of operations of small businesses, which are involved in the study

Based on the analyzed data, we may say that there is no link between the
following variables (Table 1). We used phi coefficient in order to measure the strength
of the statistical link between the variables. Phi values range from 0 to 1. Table 2
presents the results of the analysis. Interpretation of data from table 2 shows no link
between the period during which the business exists and the key competence. An
important aspect, revealed in this study, may include absence of the link between the
key competence, chosen by the company, and types of the company operations. We
may assume that the specifications, which distinguish the respondents from
competitors (i.e. their distinguishing competence) may be successfully used in various
industries in terms of the suggested options. Analysis of data in Table 2 is also

interesting.
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Table 1. Variables, between which a link exists

Variable 1 Variable 2
Period during which the business exists Key competence
Operations Key competence
Operations Stage of the company development
Company growth rates Period during which the business exists

The revealed link between the number of employees and the company
development stages, as well as the strong link between the market growth rates and
the company growth rates point to obvious dependency of these indicators. This may
be used as an indirect proof of other revealed links. One of the most important links is
represented by the link between the variables of the company development stage with
the marketing strategy and selected exceptional competence. Taking into account
strong  correlation between the company growth rates and the selected exceptional
competence, we may speak about the impact of marketing on the company lifecycle

stage and (which is not less important) on its growth rates.

Table 2. Results of the analysis of links between the variables

: : Phi -
Variable 1 Variable 2 coefficient Interpretation
Moderate link
Quantity Stagz of the company 0,593 between the
evelopment .
variables
: . . Strong link
Period dprmg Whmh the Stage of the company 676 between the
business exists development .
variables
Stage of the company . Strong link
development Marketing strategy 0,908 between the
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variables

Stage of the company
development

Company growth rates

0,583

Moderate link

between the
variables

Stage of the company
development

Key competence

0,796

Strong link
between the
variables

Market growth rates

Stage of the company
development

0,690

Strong link
between the
variables

Market growth rates

Company growth rates

0,758

Strong link
between the
variables

Market growth rates

Key competence

0,715

Strong link
between the
variables

Company growth rates

Key competence

0,672

Strong link
between the
variables

* All ¢ (phi) coefficients have at least 95% significance levels.

Therefore, we may assume that if a small enterprise implements marketing function,
especially in the area of selection of the marketing strategy and the company
exceptional competence, high growth rates of a small company may be achieved, and
they may affect the company lifecycle stage and the company development. One more
proof of the role of marketing may include the revealed strong link between the
market growth rates and the selected key competence. This link shows to us the
importance of implementation of the marketing’s research function in small

companies. More detailed results of the study are described in my monograph

(Sidorchuk, 2012).

www.marketing-mba.ru

11




Kypnan Mapkernnr MBA. MapkeTHHroBoe ynpapJjeHHe IPeInpHsTHEM. 2012, Bepmyck 3
Journal Marketing MBA. Marketing management firms. 2012, issue 3

References:

Adizes, 1. (2007) Managing Corporate Lifecycles.- Moscow: Piter.

Aniskin, Y.P. (1998). The Concept of the Organizational and Economic Mechanism
of Managing Business Activities by Financial and Industrial Groups // Organizator

Proizvodstva, no. 2. —P. 30-34;

Aniskin, Y.P., Moiseeva, N.K. (1996). Cyclicity in Innovations and Development of

Organizations // Organizator Proizvodstva, no. 1. — P. 33-41.

Carson, D. A (1993) Radical Approach to Marketing Education in Small Firms,
Research at the Marketing\ Entrepreneurship Interface, edit G.Hills, R. LaForge,
D.Muzyka, Institute for Entrepreneurial Studies, Chicago, p. 407-420

Donald, L. Sexton, Bowman-Upton (1990) A growth model of the firm
based on market, owner, and strategic factor, Research at the Marketing/
Entrepreneurship Interface, pp 285-300

Kotler, P. (1972) A Generic concept of marketing, Journal of marketing , 36(2), 46-54
Garden D.M. (1983) The marketing concept: its dimensions for the big small firm in
Marketing and small business/ entrepreneurship:Conceptual and Research directions,

Washington D.C., nternational Council for small business

Golubkov, Y.P. (2000). Marketing Studies. Moscow: FINPRESS, pages 282-302

www.marketing-mba.ru

12



Kypnan Mapkernnr MBA. MapkeTHHroBoe ynpapJjeHHe IPeInpHsTHEM. 2012, Bepmyck 3
Journal Marketing MBA. Marketing management firms. 2012, issue 3

Hills, G. E., and R. W. LaForge (1992) Research at the Marketing Interface to
Advance Entrepreneurship Theory, Entrepreneurship Theory & Practice 16(3)

Miles, M.P., Russell, R. R., & Arnold, D. R. (1995), The Interrelationship Between
the Marketing Orientation, the Entrepreneurial Orientation, and the Quality
Orientation: an Exploratory Study, Illinois at Chicago / American Marketing

Association, and latterly the Academy of Marketing Symposia Hills et al , p.97-109

Moiseeva, N.K. Marketing Technologies in the Organization’s Business Activities.

http://vasilievaa.narod.ru/ptpu/16_6 02.htm

Moiseeva, N. K., Konysheva, M. (1999). Marketing Activities as the Factor of the
Firm’s Competitiveness // Marketing, no. 6, pages 22-34;

Omura, G. & Calantone R., & J. B. Schmidt, (1994), Entrepreneurism As A Market
Satisfying

Mechanism In A Free Market System, in Research at the Marketing /
Entrepreneurship Interface, edited by Hills, G. E. and Mohan-Neill, S. T, Chicago, IL:
The University of Illinois at Chicago, p.161- 171.

Semenkov, I. (2001) Organization’s Development Stages // Personnel Management,
no. 9.

Sidorchuk R.R. On the marketing concept and some of its features in the power \ \
Industrial Energy. -2007. - Ne 9

Sidorchuk R.R. Marketing a small business \ \ Marketing. - 2007. - Ne 5.

Sidorchuk, R.R. (2009a) Entrepreneurship and Marketing// Vestnik REA, no. 4(28)

Sidorchuk, R.R. (2009b) Fundamentals of Management Consulting. Marketing

www.marketing-mba.ru

13



Kypnan Mapkernnr MBA. MapkeTHHroBoe ynpapJjeHHe IPeInpHsTHEM. 2012, Bepmyck 3
Journal Marketing MBA. Marketing management firms. 2012, issue 3

Approach. Moscow: Sputnik +.

Sidorchuk, R.R.  (2012) Marketing Management for Operations of Small and

Medium Enterprises. (monograph) . Moscow: Sputnik +.

Sidorchuk R.R. Franchise and competitiveness of small and medium enterprises \ \
Economics and predprinimatelstvo. 2012. - Ne 3

Sidorchuk R.R. The concept of marketing for small businesses and its impact on
business activity in the stage of "crisis" life cycle \ \ RISK. 2012. - Ne 2

Sidorchuk R.R. The role of marketing in an integrated approach to the assessment of
business enterprises \ \ Business in zakone. 2012. - Ne 3

Sidorchuk R.R. Clusters of small businesses, as a catalyst for innovative marketing
concepts \ \ Practical marketing. 2012. - Ne 5 (183)

Sidorchuk R.R. The concept of small business in the context of marketing \ \ Russian
entrepreneurship. - 2012. - Ne 10 (208)

Sidorchuk R.R. Challenges and barriers to small business in the process of
modernization of the Russian economy \ \ Creative ekonomika. 2012. - Ne 5

Sidorchuk R.R., Musatova Zh.B. Klientinga concept in marketing sales management
of small and medium enterprises in the maturity stage \ \ Marketing and marketing

issledovaniya.-2012.-June (special issue).

Sidorchuk R.R., Shtyhno D.A. Relationship marketing and the stage of "becoming"
the life cycle of a small business \ \ Initiative XXI.-2012. - Ne 2

Sidorchuk R.R. The modern concept of marketing for small business \ \ Diskussiya.
2012. - Ne 6 (24)

Sidorchuk R.R. Marketing impact on business activities of small enterprises \ \
Theory and Practice of Social Development (scientific journal). -2012. - Ne 6

Sidorchuk R.R. Marketing consulting small businesses \ \ Outlook nauki. 2012. - Ne
6

www.marketing-mba.ru

14



Kypnan Mapkernnr MBA. MapkeTHHroBoe ynpapJjeHHe IPeInpHsTHEM. 2012, Bepmyck 3
Journal Marketing MBA. Marketing management firms. 2012, issue 3

Sidorchuk R.R. Analysis of marketing for SMEs in the life cycle "growth" \ \
Predprinimatelstvo. 2012. - Ne 2

Sidorchuk R.R., Golubkova E.N. Features of the modern paradigm of marketing for
small businesses in a heterogeneous market \ \ Practical marketing. 2012. - No 11
(189)

Sumaria Mohan-Neill, Chem Narayana and Gerald E. Hills (1990) Strategic
Amoeboid Model for Entrepreneurship: A  Theoretical Framework for

Entrepreneurship, Research at the Marketing/ Entrepreneurship Interface, pp 285-300

Shestoperov, O.M. (2007) Lifecycles of Small Enterprises. — Moscow: Moscow:
NISPP, Liberal Mission Fund, page 16.

bubiauorpadpuyecknii CiuCoK:

1. Amuzec WM. YnpaBineHue )kM3HEHHBIM HUKJIOM Koprnopanuu.- M.: "[Tutep", 2007..

2. Auuckun IO.II. KoHuemnuuss OpraHu3alMOHHO - 3KOHOMHYECKOTO MEXaHHM3Ma
yOpaBl€HUS JIeIOBOM AKTUBHOCTHIO  (DPMHAHCOBO-IIPOMBILIUIEHHBIX — TPYIHIL.//
Opranuzatop npousoacTBa, Ne2, -1998r., Ctp. 30-34;

3. Aunwnckun [O.II., Mounceea H.K. [[uknn4HOCTP B HMHHOBAMSAX W PA3BUTHH
opranm3anuii. /Opranuzatop npousBoacTBa, Ne 1.-1996r., ctp.33-41.

4. Carson D. A (1993) Radical Approach to Marketing education in small firms,
Research at the Marketing\ Entrepreneurship Interface, edit G.Hills, R. LaForge,
D.Muzyka, Institute for Entrepreneurial Studies, Chicago, p. 407-420

5. Donald L. Sexton, Bowman-Upton (1990) A growth model of the firm
based on market, owner, and strategic factor, Research at the Marketing/
Entrepreneurship Interface, pp 285-300

6. Kotler P. (1972) A Generic concept of marketing, Journal of marketing , 36(2), 46-
54

7. Garden D.M. (1983) The marketing concept: its dimensions for the big small firm

www.marketing-mba.ru

15



Kypnan Mapkernnr MBA. MapkeTHHroBoe ynpapJjeHHe IPeInpHsTHEM. 2012, Bepmyck 3
Journal Marketing MBA. Marketing management firms. 2012, issue 3

in Marketing and small business/ entrepreneurship:Conceptual and Research
directions, Washington D.C., International Council for small business

8. I'omy6koB E.Il. Mapketunrossle uccienoBanus. - M.: « ®UHIIPECCy.- 2000r.,
cTp. 282-302

9. Hills, G. E., and R. W. LaForge (1992) Research at the Marketing Interface to
Advance Entrepreneurship Theory, Entrepreneurship Theory & Practice 16(3)

10.Miles, M.P., Russell, R. R., & Arnold, D. R. (1995), The Interrelationship Between
the Marketing Orientation, the Entrepreneurial Orientation, and the Quality
Orientation: an Exploratory Study, Illinois at Chicago / American Marketing
Association,and latterly the Academy of Marketing Symposia Hills et al , p.97-109

11.Mouceea H.K. MapkeTuHroBble TEXHOJOTHU B OOECIEYEHUH JEJIOBOM
aKTUBHOCTH opraHuzanuu http://vasilievaa.narod.ru/ptpu/16 6 02.htm

12.Mouceea H., KoubimeBa M.MapketunroBass AKTHUBHOCTh Kak (DaKTop
KOHKYpeHTocnocoOHocTH (upMmbl // Mapketunr, Ne 6.-1999, ctp. 22-34;

13.0mura, G. & Calantone R., & J. B. Schmidt, (1994), Entrepreneurism As A
Market Satisfying Mechanism In A Free Market System, in Research at the
Marketing / Entrepreneurship Interface, edited by Hills, G. E. and Mohan-Neill, S.
T, Chicago, IL: The University of Illinois at Chicago, p.161- 171.

14.CemenkoB U. Craauu pa3Butus opranuzaunuu. //Ynpasienue nepcoHanoM.2001.-
Ne 9.

15.Cunopuyk P.P. O koHuenmusx MapKEeTHUHTa U HEKOTOPHIX €ro OCOOCHHOCTSX B
anextpodHepreruke \\ [lpoMeiniennas suepretuka. -2007.- Ne 9

16.Cunopuyk P.P. MapkeTtunr B manom 6usnece \\ Mapkerusr. - 2007. - Ne 5.

17.Cunopuyk P.P. (2009a)llpennpunumaTenscTBO U MapkeTHHT\\ BecTHuk POA,
Ne4(28)

18.Cunmopuyk  P.P.  (2009b)OcHOBBl ~ ympaBIEHYECKOTO  KOHCYJBTHPOBAHUSI.
MapkeTuHroBsiil noaxoa. - M.: «CryTHHK+»

19.Cunopuyk P.P. (2012) MapkeTHHroBo€ yIpaBlICHHE JEIOBON aKTHBHOCTHIO

www.marketing-mba.ru

16



Kypnan Mapkernnr MBA. MapkeTHHroBoe ynpapJjeHHe IPeInpHsTHEM. 2012, Bepmyck 3
Journal Marketing MBA. Marketing management firms. 2012, issue 3

NpEeANPUITUNA MaJloTo U cpeaHero ousneca (MoHorpadus) . - M.: «CnyTHUK+H»

20.Cunopuyk P.P. ®panyaii3uHr 1 KOHKYPEHTOCIIOCOOHOCTh MaJIbIX U CPEIHUX
npeanpusaTuit \\ DKOHOMUKA U MPeANPUHUMATENBCTBO.-2012.-No3

21.Cunopuyk P.P. Konunenius MapkeTuHra cyoObeKTOB MaJIOro Ou3Heca U €€ BIUSHUE
Ha JIEJIOBYIO0 aKTUBHOCTD B CTa/IMM «KpHU3KCay ku3HeHHoro nukia \\ PUCK.—
2012.-No2

22.Cupopuyk P.P. Ponp MapkeTHHIa B KOMIIJIEKCHOM MOJAXOAE K OLIEHKE JAEI0BOM
akTuBHOCTH nipeanpustuit \\ buznec B 3akone.-2012.-Ne3

23.Cupopuyk P.P. Knactepsl ManbIX NpeaANpUsATHN, KAK KaTaIU3aTOP UHHOBAIMOHHOU
KkoH1enuu Mapketuara \\ [Ipaktudeckuit MapkeTHUHT.-2012.-Ne5(183)

24.Cupopuyk P.P. ITonsatne Manoe npeinpuHUMATENLCTBO B KOHTEKCTE MAapPKETUHTA
\\ Poccuiickoe npeanpuHumatenbcTBo.- 2012.-Ne10(208)

25.Cunopuyk P.P. 3agaun, npoGiaemMbl U 6apbepbl MaJIOro MPEANPUHUMATEILCTBA B
MpoIecce MOASPHU3ALNH POCCUHCKOM AKOHOMUKH \\ KpeaTnBHas SKOHOMUKA. -
2012.-No5

26.Cunopuyk P.P. , Mycarosa ’K.b.KoHuennus KIMeHTUHra B MAPKETUHT OBOM
yIpaBJIEHUU NMPOAAKAMU MAJIBIX U CPEIHUX MPEANPUATUN HA CTAAUHU 3PETOCTH \\
MapkeTHHT U MapKETUHTOBbIE ucciaeqoBanus.-2012.-utoHb (crienuanbHbINA
BBITYCK).

27.Cunopuyk P.P., llITeixHo JI.A.CBsI3b MAapKETHUHIA U CTAIUN «CTAHOBJIICHUE»
AKU3HEHHOTO 1ukia manoro npeanpustus \\ Mannuatusel XXI1.-2012.-No2

28.Cunopuyk P.P. CoBpemeHHbIE KOHLIENIIUA MAPKETUHIA B MaJIOM
npeANpPUHUMATENbCTBE \\ quckyccus.-2012.-Ne 6(24)

29.Cunopuyk P.P. MapkeTHHroBO€ BIMSHUE HA JE€JIOBYI0 AKTUBHOCTh MAJIOTO
npeanpustus \\ Teopus u npakTuka 0OIIECTBEHHOTO Pa3BUTHS (HAYUHBIHA
KypHai).-2012.-Ne6

30.Cunopuyk P.P. MapkeTHHroBO€ KOHCYJIbTUPOBAHUE MAJIbIX MPEAPUATHIL \\

ITepcnexTuBbl HaAyKU.-2012.-Neb

www.marketing-mba.ru

17



Kypnan Mapkernnr MBA. MapkeTHHroBoe ynpapJjeHHe IPeInpHsTHEM. 2012, Bepmyck 3
Journal Marketing MBA. Marketing management firms. 2012, issue 3

31.Cunopuyk P.P. Ananuz mapkeruara MCII Ha cTaanu >KM3HEHHOTO ITUKJIA «POCT»\\
[TpennpuauMaTenbcTBO.-2012.-No2

32.Cunopuyk P.P. 'onyoxoBa E.H. Oco0eHHOCTH HCTIONIb30BaHUS COBPEMEHHOM
napajgurMbl MapKETUHTa HA MPEINPUATUSIX MAJIOro OU3HEca B YCIOBHUAX
HeogHopoaHOTO phiHKa \\ [IpakTrueckuit mapkeTunr.-2012.-Nel11(189)

33.Sumaria Mohan-Neill, Chem Narayana and Gerald E. Hills (1990) Strategic
Amoeboid Model for Entrepreneurship: A Theoretical Framework for
entrepreneurship , Research at the Marketing/ Entrepreneurship Interface, pp 285-
300

34.IlectonepoB O.M. (2007) Xuznenasiit 1iukia maioro npeanpustus. M.:HUCTIII,

®onp «JImbepanpHas muccus», - 2007 r., ctp.16.

www.marketing-mba.ru

18



