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INFORMATION CYCLE OF STRATEGIC
MARKETING

The article analyzes the peculiarities of information support system for strategic
marketing decision making. According to the survey of trade enterprises management per-
sonnel, there is a discrepancy between the information need and its use. The importance of
developing strategic marketing information support system is substantiated. The information
cycle of strategic marketing of trade enterprises is considered. Within the information cycle
of strategic marketing of trade enterprises the levels of development of information support are
defined, namely: operational, consolidation, integration, optimization, innovative.

Keywords: information cycle, information supply of strategic marketing, infor-
mation needs, marketing strategy, marketing information.

/lyoosux T., Byuauykaa H., Caguyk A. Hnpopmayuonnslii yuki cmpamezuieckozo
mapkemunza. Ipoananusuposansvi 0CobeHHOCMU UHGOPMAYUOHHO20 00ECNEeHeHUs NPUHAMUS
cmpamezuyecKux mMapkemuneoevix pewierutl. Ilo pesyismamam onpoca ynpaeieH4eckozo nep-
COHANA NPeOnpUAMULL MOP2OGIU ONPEOeieHO HeCOOMEenCmeue Mexucoy nompeoHOCmAMU
6 ungopmayuu u ee ucnonvzosanuem. OOOCHOBAHA 3HAYUMOCHb PA3BUMUSL UHDOPMAYUOH-
HO20 obecneueHuss cmpame2uyecko2o Mapkemuteda. Paccmompen  ungopmayuonmwiii  yuion
Cmpame2uiecko20 MapKemuHea npeonpusimuil mopeoeiu. B pamxax ungopmayuonno2o yukia
onpeodenenvl YPOSHU PaA36UmMuUsl UHGOPMAYUOHHO20 0OeCnedeHUs, d UMEHHO. ONepamueHblll,
KOHCOMUOAQYUU, UHMe2PAYUL, ONMUMU3AYUYL, UHHOBAYUOHHDILL.

Kniouesvle cnosa: vHOOPMAIMOHHBIA LHKI, WHOOPMALMOHHOE OOeCIeYeHUE
CTPATETHUECKOT0 MAapKEeTHHTa, WH(POPMALMOHHBIE NOTPEOHOCTH, MapKETHHIOBAasl CTpare-
THsl, MAPKETUHIOBast HGOPMAILIUS.

Background. The strategic marketing information supply operation
is permanent; the collection, analysis and use of information are continuous,
due to the dynamic changes occurring in the enterprise environment and
possible changes in the strategic objectives of the enterprise. The strategic
marketing information cycle involves defining information needs and requests
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based on strategic marketing objectives and assessing the level of satis-
faction of the information needs of its recipients. Information interests can
be expressed through the specific objectives of the enterprise: economic,
marketing, socio-ethical, technological, organizational. Economic and marke-
ting goals are dominant for retail enterprises. Information interests provide
the definition of information purpose, taking into account the economic inte-
rests and marketing objectives of trade enterprises. Economic interests
of trade enterprises emerge from the necessity of continuous improvement
of financial and economic conditions and are determined by quantitative and
qualitative indicators: volume of goods turnover, profitability, income level,
etc. Quantitative indicators characterize the enterprise results, which can be
measured by calculation of data — these are reliable facts, the main charac-
teristics of which are truthfulness and objectivity. Qualitative indicators
characterize the level and characteristics of the processes development,
characteristics of phenomena that are difficult to quantify and compare,
since they reflect the long-term effect and are based on experience. In our
opinion, within the information cycle of strategic marketing, it is expedient
to consider the information request as the information requirements add-
ressed to the enterprise information system for the implementation of stra-
tegic marketing tasks.

An important condition for correct information requests production
is the knowledge about the essence and purpose of information. Information
interests are determined by speed and quality indicators of managerial
decisions, which is associated with the usage of different types of infor-
mation and methods of analyzing it. It is important to consider information
need, interest and requests as the basis for further collection, analysis and
interpretation of the necessary marketing information. Thus, strategy forma-
tion is not the result of a strategy workshop or the application of a strategy
method and extended analyses, or a formalized concept of an entrepre-
neurial vision, it is associated with permanent searching and interpreting
information by managerial personnel or entrepreneur [1, p. 362]. Marketing
information system can support managers in their marketing decision making
by providing them with internal linking and operational integration between
departments or business units. It can also increase the ability to respond to
the Organizational dynamic system environment, allows the most efficient
handling, and organize and store data [2, p. 331].

Using informal information, from personnel networks of the business
entity, may assure a faster response to new events. The ability to learn from
the experiences of employees at all level is important for strategies to emerge
and effective strategic decisions making from a communicative interaction
among relevant organizational members [3; 4]. Employees may have a very
active role in the strategy formation process encouraged by communication
with the small business manager [5]. The external environment moderates
the strategy formation performance relationship and expects that dynamic
industries offers opportunities that can exploited more easily by emergent
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strategists while in stable industries a planned strategy is required consi-
dering in advance the actions of various factors determining competition [1].
While some stages of strategic marketing process repeated, appears holistic
judgment which is based on the previous experience of the decision maker,
and is analogous to "making holistic associations" [6, p. 42]. Faced with
higher storage costs and burgeoning data growth, the concept of information
life cycle management has emerged to help management understand their
information needs and to structure their storage spending in a way that
meets those needs [7]. Automated decision technologies affect organiza-
tional performance by facilitating routine tasks [8, p. 30]. The automation of
routine and often tedious tasks allows a decision maker to explore a problem
more thoroughly [9, p. 723].

It is important to determine information needed for managerial
decision making. Information needs are considered as a need for infor-
mation or activities, eliminating the imbalance between the present and
desired state of the subject information environment [10]. Any information
needed in the management process is a formal description of the task and
ways of its successful solution, as well as recommendations for the result
application in different situations [11, p. 41] The reliability of information
refers to the fact that this information must be accurate and precise. Some
researchers consider the information need as a form of manager’s attitude to
the information needed to solve a specific task. The information needs
formation is significantly influenced by the type of management activity and
the peculiarities of the functions performed [12]. It should be noted, that
information needs are divided into conscious and unconscious. Information
interest is a conscious information need, which is an incentive for searching
and using of information resources. Information interests of trade enter-
prises are strongly connected with their economic and marketing objectives.
Investigation of information needs and requests is an important task for
managerial personnel of trade enterprises.

Analysis of recent research and publications. Different scientists
have studied the role of information processing and economic environment
investigation for marketing strategy formation. Some authors investigated
the necessity of regular monitoring of the functioning process of the marke-
ting information management system in order to find out whether it corres-
ponds to general aims and tasks of the enterprise [13, p. 53]. Marketing
information is regarded as one of the main factors for holding leading posi-
tions in the market segment of the enterprises.

The information systems development and implantation should start
from clarifying its strategic, tactical and operational objectives (long, medium
and short term) [14].

The relationship between systematic collection and analysis of pub-
licly available information about consumers, competitors, and developments
in the marketplace and gaining competitive advantage was investigated by
scientists. The results of the analysis showed that there is a relationship
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between the major components of marketing information system like inter-
nal records, marketing research, and marketing intelligence towards achie-
ving a competitive advantage. Therefore, marketing intelligence explores
the usefulness of the use of information technology in achieving competitive
advantage [15].

Some authors have also suggested that there is a significant relation-
ship between all the sub-constructs of marketing intelligence, such as inter-
nal records, competitors’ sales data, marketplace opportunity, competitive
threat and competitive risk to business competitive advantage. Therefore,
above average returns can be maintained if a company gains business
competitive advantage in the market over time, and all these are attributed
to the amount of market information and intelligence a company can gather,
store and utilize to the best of its advantage. Such information and marke-
ting intelligence enable enterprises successfully acquire more profit, expand
its branch network, perform better than its rivals in the market and increase
its competitive advantage [16, p. 53].

A large number of existing studies in the broader literature have
examined seeking, collection and use of information, as well as information
needs, interests and queries, but they were not considered within the com-
pany’s information cycle.

The aim of the article is to investigate the information needs of managerial
personnel of enterprises and to develop strategic marketing information cycle.

Materials and methods. For the purpose of the research, we applied
the methods of analysis and synthesis in order to study the peculiarities of
strategic marketing information support system, questionnaires to investi-
gate the selection of information sources used by consumers and identify the
level of information needs satisfaction of management personnel.

Results. Thus, the study of information needs and requests of manage-
ment personnel in accordance with the target audience of enterprises is
a matter of urgency (fable I). First of all, we investigated with questionnaire by
"Google Forms" regarding the influence of information on customers
buying decisions. Due to results of this investigation, the Internet posts
(experts’ reviews, blogs, and forums), online-stores, web-sites, comparison
sites and social networks information proved to be the most significant of all
the information sources, which influence the decisions of customers — to
buy or not to buy goods in stores.

According to table I, the main source of information about the com-
pany for most consumers is the feedback from experts, bloggers and the
information in social networks and on the site of the company. Thus,
tracking consumer information from online resources can be used by retail
enterprise when strategic decision making about communication and price
policy and should be taken into account while marketing strategy develop-
ment. To develop recommendations about information cycle, we investi-
gated the level of information in the course of developing and implementing
a marketing strategy on retail enterprises.
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Table 1
The sources of information which influence
the respondents buying decision in stores, %

Age of respondents
Information sources 16-19 | 2029 | 30-39 | 40-55 56 and

more
Experts and bloggers messages 54.6 69.6 42.6 53.1 37.5
Relatives, friends, colleagues referrals (word of mouth) 21.9 21.6 17.6 18.8 43.8
Corporate web-site (company, brand or product) 31.9 36.8 30.6 46.9 75.0
Price comparison web-sites 45.4 52.8 40.7 65.6 37.5
Advertising background in stores 7.6 6.4 10.2 21.9 18.8
Online news sources 10.9 14.4 13.0 40.6 56.3
Salesman recommendations 1.7 2.4 4.6 12.5 12.5
Printed advertising 10.1 7.2 15.7 15.6 37.5
Enterprise information in social networks 46.2 36.8 32.4 53.1 43.8
TV and radio advertising 4.2 8.8 16.7 25.0 56.3
Customers information on forums 32.8 34.4 25.9 34.4 31.3
Online advertising in search engines 37.8 28.8 20.4 28.1 25.0
Online advertising in social networks 23.5 27.2 25.0 25.0 50.0
Online-stores web sites 42.9 38.4 29.6 59.4 37.5
Printed chapbooks/catalogues 3.4 5.6 10.2 15.6 12.5
E-mail advertising dispatch 16.0 15.2 13.0 25.0 31.3
Manufacturers’ online-stores 10.9 14.4 14.8 59.4 50.0

Source: authors investigations, samples — 400, statistical error — 0.945
doesn’t exceed 0.055 (5.5 %).

The authors conducted a survey of directors, deputy managers, marke-
ters and commercial directors of trade enterprises in Ukraine. Sizes of inves-
tigated enterprises are large and medium, according to quantity of employees
and annual income. As the research showed, despite the availability of infor-
mation needs, the level of information use when performing strategic
marketing tasks varies. The lowest level of information usage is observed in
the study of the influence of the macro environment, the state and trends in
the market, consumption trends, forecasting the future development of the
enterprise and monitoring the efficiency of marketing strategy. The obtained
results prove the need to develop recommendations for the external
information collection, analysis and evaluation of the marketing strategy
efficiency (table 2).

The complexity of gathering information about the environment may
be due to the limited access to information resources that characterize the
activities of competitors and the lack of market research opportunities.
Insufficient information in the study of the marketing strategy effecti-
veness depends on the accuracy of the selected indicators for its eva-
luation, as well as the possibility of identifying the causes that affect the
obtaining of such results. Forecasting the development of an enterprise is
complicated by the volatility and dynamic changes of the environment at
micro and macro levels.
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Table 2

Level of information needs for the implementation of strategic
marketing tasks by retail enterprises, %

Need Use
Type of information Large | Medium | Large | Medium
enterprises | enterprises | enterprises | enterprises
Condition and prospects of economic development 100.0 95.1 61.0 76.0
Macro;conomlc factors }nﬂuence on the imple- 100.0 92 R1.0 480
mentation of the enterprise marketing strategy
Purchasing power of the population 100.0 98.1 94.0 90.0
Market conditions and trends 90.3 84.5 71.0 52.4
Competitors research 100.0 95.1 84.0 54.4
Current and future needs of consumers 100.0 75.7 87.0 84.5
Trends in consumption 80.6 854 55.0 35.9
Projections of the enterprise development taking
into account internal possibilities and influence 90.3 75.7 64.5 34.0
of external factors
The effectlvepess of the marketing strategy 100.0 36.4 83.9 476
of the enterprise

Source: authors investigations.

Among the areas for improving the information provision of strategic
marketing in order to increase the level of information security, it is appro-
priate to note the application of various methods of analysis and forecasting,
as well as the use of information and communication technologies. It is
important to take into account the previous level of information security
with its further collection, as the development of information provision for
strategic marketing has an iterative nature. Iterative models were considered
earlier by scientists for software engineering [17]. This model constructs
a partial implementation of a total system. Then, it slowly adds increased
functionality. Therefore, each subsequent release will add a function to the
previous one until all designed functionalities are implemented [18, p. 99].
The information cycle of strategic marketing of retail companies is consi-
dered as a period of information resources usage at each stage of strategic
marketing management: from the emergence and awareness of information
needs, the formation of information interests and requests by the manage-
ment of the company to exercise control over its implementation, on itera-
tive basis of this process. The type of information, the frequency of its
collection, and the source may be different, but some of the steps involved
in filling the strategic marketing data base are repeated within the strategic
marketing information cycle (figure).

We distinguish the following levels of development of information
support system within the strategic marketing information cycle of trade
enterprises: operational, consolidation, integration, optimization, innovation.

Based on the Iterative Development approach, the project, in our case
marketing strategy, is divided into small parts. This allows demonstrating
results earlier on in the process and obtaining valuable feedback from
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system users. Often, each iteration is actually a process with the feedback
from one phase providing vital information for the design of the next phase.
The level of information supply development is connected with the nece-
ssity of using different information at each of its stages, depending on the
level of information support from the existing information needs and their
changes. The emergence of information needs with developing new marke-
ting strategies involves the beginning of a new information cycle, taking
into account the current base of strategic marketing data.
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Strategic marketing information cycle

The operational level involves the creation of database about the enter-
prises internal environment, the accumulation of the enterprise performance
indicators values used to assess the level and nature of enterprise development.

At the consolidation level, information is collected and marketing re-
search that allows obtaining initial data about the external environment of the
enterprise can be conducted. At this level the relationship and trends of changes
in the external and internal environment of the enterprise are determined.

The integration level involves analytical processing of information
with expert methods and intelligent analysis of data usage. The main task of
this level is to convert the collected information into knowledge.
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The optimization level involves the effective usage of knowledge gai-
ned during the previous levels, when making strategic marketing decisions.

The innovative level involves usage of modern information and commu-
nication technologies for large volumes of data analytical processing and the
software and automated decision technologies, which provide the ability to
forecast the enterprise development in the long-term period. It should be
noted that the achievement of the innovative level is desirable, but not all
enterprises achieve it.

Information technology on retail enterprises provides opportunities for
collecting information from different channels of sales, monitoring and eva-
luation of consumer preferences of different segments, analysis of large
volumes of data, but their introduction requires the attraction of significant
financial resources, technical readiness of the enterprise, and relevant skills
of its staff. The achievement of a certain level of development of the
information support of the trading company in fulfilling the objectives of
strategic marketing depends on the intensity of various resources use. Using
the model of strategic marketing information cycle allows us to choose
further directions of information security improvement on the basis of
determining the existing level of information.

Conclusion. Information needs of managers during the implement-
tation of strategic marketing tasks form information interests that can be
represented by the objectives of the enterprise. Improving the process of
meeting the information needs of individuals who make strategic marketing
decisions involves consideration of the information cycle of strategic
marketing, which is the basis of the formation and development of infor-
mation provision. Identifying information needs at different stages of strate-
gic marketing and developing recommendations for providing the necessary
data for their satisfaction will allow the adoption of reasonable management
decisions. Increasing the efficiency of marketing strategy implementation is
possible through monitoring changes in enterprise performance before,
during and after the implementation of each strategy.

This research provides data about the information usage at different
stages of strategic marketing process. Investigation of the information needs
level for the implementation of strategic marketing tasks by retail enterprises,
showed that there is discrepancy between the need and usage of information.

These findings should be viewed in light of some limitations. The
sample set of enterprises in this study can be wider. Small enterprises and
enterprises of other industries might be investigated too.

Further research about the impact of using information obtained on the
speed, accuracy and efficiency of adopting relevant strategic decisions can
increase their effectiveness in the future. However, theoretical conclusions
require empirical studies. It is advisable to identify several ways of research.
Firstly, the strategic marketing information cycle was considered, albeit in a
simplified form, and in the future it would be necessary to analyze the sy-
nergy effect for various strategic marketing programs, taking into account
the rotation of some processes. It is advisable to consider separately the
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extent of the impact of Internet sources on the information cycle and pecu-
liarities of information needs on other types of enterprises. Research on
these practical issues will allow empirically confirm the theoretical conclu-
sions regarding the use of the information cycle of retail enterprises.
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yboeux T., Byuauvka I., Casuyx A. Ingpopmauiiinuit yuxn cmpameziunozo
MApKemuHzy.

Ilocmanoexa npobnemu. YOockoHanerHs npoyecy 3a0080eHHs IHOPMAYIIHUX nompeo
0cib, AKI npulmMaroms cmpameziuni MapKemuH208i piulenHs, nepeddbauae posenao iHgop-
MAayitiHO20 YUKy CIMPAmMe2iyH020 MapKemuHey, wo € OCHOBOK (OpMYB8AHHI MA PO3GUMK)
ingopmayiinozo 3abesneuenns. Came GUAGIEHHS THOOPMAYITHUX NOMPed HA PI3HUX emanax
CmpameziyHo20 Mapkemunzy ma opmyniosants pekomMeHoayiti w000 HAOAHHS HeOOXIOHUX
OaHux 015 ix 3a0080eH s 0A0YMb 3MO2Y NPUUMAMU 0OTPYHMOBAHT YNPABGIIHCHKE PIUUEHHSL.

Ananiz ocmannix oocnioxncensv i nyonikayin noxaszas, wo ingopmayitine 3abesne-
YeHHsL CYMMEBD BNIUBAE HA OOCASHEHHS KOHKYPEHMHUX nepesaz ma po36UmoK NiONpuemcme
y cmpameziynili nepcnexmusi.

Mema cmammi — @ueyeHHs pisHs IHGOpMayitiHux nomped YRPaGIiHCLKO20 Nepco-
Hany NiONpUEMCms ma po32isio IHPOPMAyiiHO20 YUKITY CIMPAmMe2iuH020 MapKemuHey.

Mamepianu ma memoou. Buxopucmaro memoou ananizy ma cunmesy 011 00CHi0-
JHcenHs ocobaugocmetl iHOpMayiliHo20 3a0e3neyeHHs CmpameiuHo20 MAPpKemMUHzey, aHKe-
MY8aHHA — 01 00CI0NHCEeHHS 0dcepen IHopmayii, uwo UKOPUCMOBYIOMbCA CNONCUBAYAMU,
ma 8U3HAYEHHs PIBHS 3a0080A€HOCMI IHOPMAYIUHUX NOMPeb KepiBHO20 NePCOHATY.

Pe3ynomamu 0ocnioxicennsa. 3a Oanumu ONUMYSAHHA YNPABIIHCbKO20 NEPCOHANLY
NIONPUEMCME Mopeieii U3HAYEHO, WO ICHYE He8iON08iOHIicmb Midc nompebamu 6 iHgop-
Mmayii ma ii suxopucmanusam. OOTpyHmosano HeoOXiOHiCmb 8PAXYBAHHS YUKTTUHOCI PO3-
UMKy iHpopmayitinozo 3a6e3neyents, wWo nog a3ano 3 nompeboio BUKOPUCIANHS PIZHOT
iH(hbopmayii Ha pi3HUX emanax cmpameziuHo20 MApKemuHZy, il HAKONUYeHHS ma 3MIHU
iH(hopmayitinoeo cmany nionpuemcmea. 3 020y Ha ye, po3enaHymo iHQOPMAYIUHUL YUK
CMpameziyH020 MapKemuHey 1K nepioo 8UKOPUCMAHHS IHQOPMAYIUHUX PeCypPCi8 HA KOdC-
HOMY 3 emanie YnpasniHHi CMmpame2iuHumM MApKemuHeoM. 8I0 6UHUKHEHHS U YCBIOOMIeHHS
iHGhopmayiunoi nompebu, Gopmysanus iHpopmayitiHoco iHmMepecy ma IHEOOPMAYiiHO20
3anuUmy KepigHUYymeom niONpueEMcmeda npu GU3HA4eHHi Memu po3pooKu ma eubopy mapke-
muH2080i cmpamezii nionpuemcme mopeieni 0o Konmpointo ii peanizayii. ¥ mescax ingop-
MayitiHo20 YuKIy CMmpameiynoeo MapKkemuney niOnpucmcme mopeieii po3eisiHymo pieHi
Po36umKy iH@opmayitino2o 3abe3neyents, a came: onepamushull, KOHcoioayii, inmezpa-
yii, onmumizayii, iHHoOBaYitiHU.

Bucnoeku. Bukopucmanms mooeni inopmayitino2o yukiy cmpameiuHozo mapxe-
MUH2y 0ae 3M02y obupamu nooarbuli HanpPSMKU 600CKOHANEHHS IHGhopmayiinozo 3ab6e3ne-
yenns. Iliosuwenns egpekmusHocmi peanizayii MapkemuHz080i cmpamezii MOXNCIUee 3a805KU
MOHIMOPUHEY 3MiH Y OISUIbHOCIE RIONPUEMCMEA 00, NiO Yac ma NiCsi peanizayii cmpamezii.

Hooanvwi 0ocniodcenHss eniugy SUKOPUCMAHHS THOpMAayii, OMpUMAHoi Ha WeUO-
Kicmb, MOYHICMb MA eeKxmusHiCINb NPULHAMMSL GIONOBIOHUX CIMPAMEZIYHUX DIlUeHb, MOJICYIb
niosuwumu ix egexmusnicmo y maubymuvomy. OOHAK MeopemuuHi SUCHOBKU NOmpe-
b6ytome  emnipuyHux O0ocaiodcens. JoyinbHo SU3HAUUMU KilbKA CHOCO0I8 OO0CHIONCEeHHS.
Iepeoycim, inpopmayitinuil Yuki cmpameziuHo2o MapKemuHay po3eiiaodascs y CnpoujeHil
Gopmi, i Haoani HeobXiOHO npoaHanizysamu egexkm cunepeii 0N PISHUX CIMpameiyHux
MAPKeMUH208UX NPO2PaAM 3 YPAXY8aHHAM pomayii Oeakux npoyecis. J{oyinbHo posenaHymu
OKpeMo CmyniHb 6naugy inmepnem-odcepen Ha IHGOpMAyiuHul Yuki ma 0coOaueocmi
inopmayitinux nompeb Ha HWUX 8UOAX NIONpUEMCMG. J{OCTIONCEHH YUX NPAKMUYHUX
nUMans HA0A0YMb MONCIUBICIb eMAIPUYHO NIOMEEPOUmU MeoPemuyHi 6UCHOBKU U000
BUKOPUCMAHHS THHOPMAYITIHO20 YUKILY NIONPUEMCME PO30PIOHOL MOpei6ill.

Kniouogi croea: indopmaniitnuii nukd, iHdpopmaliiiHe 3a0e3nedeHHs cTpaTeriy-
HOT'O MapKeTHHTY, iH(OpMaLliliHi HOTpeOH, MapKETHHIOBA CTpATErist, MApKETUHIOBa iH(opMartis.
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