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Urgency of the research. In the context of market uncer-
tainty, marketing research which serves as the information
basis in the system of business management becomes more
and more relevant. The question of assessing the effectiveness
of marketing research is important and identifies the feasibility
of their application.

Target setting. Marketing research requires considerable
financial resources, which should be justified. The effective-
ness of marketing research should be analyzed in order to
obtain objective information for making multifaceted managerial
decisions and effective investing in the appropriate marketing
activities. However, the question of assessing the effectiveness
of marketing research is not discovered yet.

Actual scientific researches and issues analysis. The
questions of assessing the effectiveness of marketing research
were studied by such foreign scholars as G. Assel, G. L. Ba-
hiev, O. V. Zozulov, I. O. Ziukova, V. P. Lysenko,
S. A. Solntsev, A. V. Fedorchenko etc.

Uninvestigated parts of general matters defining. To-
day there is no integrated system for assessing the results of
marketing research, which reduces the importance of these
marketing tools in the practical activities of an enterprise.

The research objective. The article is aimed at improving
the system of assessing the results of marketing research.

The statement of basic materials. A comparative analy-
sis of existing approaches to assessing the effectiveness of
marketing research has been conducted in the article. A me-
thodical approach to assessing the effectiveness of marketing
research has been developed. The offered approach provides
a method of calculation of marketing research effectiveness
indicator, also there have been provided indicators of as-
sessing their economic effect and offered calculation of eco-
nomic efficiency of marketing research.

Conclusions. It has been offered to identify the effective-
ness of marketing research using the indicators of effective-
ness and economic efficiency reflecting the direct and indirect
results of marketing research. The methods offered will make it
possible for enterprises to assess the results of marketing re-
search in their practical activities independently.

Keywords: marketing research, marketing research effec-
tiveness; informative value; economic efficiency; effectiveness;
managerial decisions.
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®OPMYBAHHA CUCTEMU OLIIHKUN
PE3YJIbTATIB MAPKETUHIOBUX
OOCNIAXEHDb

AkmyanbHicmb memu AocnidxeHHs1. B ymosax pUHKO-
80i" Hegu3sHayeHocmi ece binbwoi akmyarnsHocmi Habysaomb
MapkemuHz08i 00CrniOXeHHs, siKi sucmynaroms iHghopmauit-
Hum 6a3ucom e cucmemi yrpaesriHHS nidrnpuemcmeom. Baxiiu-
8UM € MUMaHHs OUiHKU eghekmusHocmi npoeedeHux Mapke-
muHaosux 0OocrioxeHb, WO eu3Hayae OouinbHiCmb ix 3a-
CMoCy8aHHsI.

MocmaHoeka npobniemu. [IposedeHHsI MapKkemuH208UX
docrniidxeHb nepedbayae 3HayHi hiHaHcosi sumpamu, sKi Mo-
8UHHI  6ymu  eunpaslaHumu. 3 MEmMow  OMPUMaHHs
06’ekmusHOI iHghopmauii Ons npuliHamms 6bazamoapaHHUX
yrpasriHCbKUX pilueHb ma eheKmueHO20 8KI1adeHHs Kowmie
y 8i0noeioHi mMapkemuHz08i 3axodu HeobxiOHo nposodumu
aHarniz eghekmusHocmi MapkemuHaosux docnidxeHb. OO0Hak,
Ha CbO200HIWHIU OeHb NMUMaHHs OUiHKU eghekmusHocmi map-
KemuHa208uXx 00CidxeHb € He0oCMmamHbO PO3KPUMUM.

AHaniz ocmaHHix QdocnidxeHb i ny6nikayii. Ha Oo-
CridXKeHHI mumarHs1 OUjHKU egheKmuBHOCMi MapKemuHa08uXx
docrioKeHb 3ynUHUMUCS maki 8imyusHsHi ma 3apybikHi Hay-
koesui sik I". Accenb, I. J1. baeies, O. B. 3o3ynbos, I. O. 3tokosa,
B. I1. JluceHko, C. A. ConHues, A. B. ®edopyeHko ma iHuwi.

BudineHHs1 HedocniOXeHUX 4YacmuH 3a2anbHOi npo-
6nemu. Ha cb0200HiWHIli OeHb He iCHye KOMIIIEKCHOI cucme-
MU OUiHKU pe3yrbmamie MapKemuHa08ux O00CnidxeHb, Wo
3MEHWYe 3Haqyumicmb 0aHo20 MapKemuHa08020 iHCMPYMEH-
mapito 8 npakmuyHit disinbHocmi nidnpuemMcmea.

lMocmaHoeka 3aedaHHsi. Cmammsi MoKuKkaHa YOOCKO-
Hanumu cucmemy OUiHKU pe3yribmamie MapKemuHzaoeux 0o-
Cr1iOX€eHb.

Buknad ocHoeHo20 Mamepiany. Y cmammi nposedeHo
ropieHsiNbHUU aHarni3 icHyto4ux nioxodie Ao oujiHku eghekmus-
Hocmi MapkemuHeosux docridxeHb. Po3pobreHo memoduy-
Hul rioxi0 00 OuiHIOBaHHST egeKmuBHOCMI MapKemuH208UX
docriokeHb. B mexax 3arpornoHogaHo2o Mnioxody HasedeHo
MemoOuKy po3paxyHKy MOKa3HuUKa pe3yribmamugHocmi map-
KemuHa0o8ux 00CIidXeHb, HagedeHO MOKa3HUKU OUIHIO8aHHS iX
©KOHOMIYHO20 echekmy, 3arporoHO8aHO PO3PaxyHOK €eKo-
HOMIYHOI egheKmuBHOCMIi MapKemuHe08UX OOCITIOXEHb.

BucHoeku. EpexkmusHicmb mapkemuHz08ux 00CiOXeHb
3anporoHo8aHo eu3Hayamu 3a OOMOMO20K0 MOKa3HUKie pe-
3yfbmamugHOCMi ma eKOHOMIYHOI eghekmusHocmi, siKi 8i006-
paxatomb npsiMi ma Henpsivi pe3yribmamu MapKemuH208UX
docridxkeHb. 3arnporioHosaHi 3axodu 0o38onsmb  nidNPUEM-
cmeam camocmiliHo 30iliCHro8amu OUjHKY pe3ynbmamig rpo-
8e0eHUX MapKemuHa08ux OOC/IOXeHb 8 C80Il MpakmMuyHil
OisinbHOCMI.

Knroyoei crioea: mapkemuHeosi OocrnioxeHHs; echekmus-
Hicmb MapkemuHaosux O0CriOXeHb; UiHHICMb  iHgbopmauir,
EeKOHOMIYHa egheKmueHicmb; pe3ynbmamusHiCmb; yrpaesniH-
CbKi PILUEHHS.
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Urgency of the research. Marketing research is required by a dynamic market environment. This
helps identify existing threats and opportunities for the development of business activity. The results of
marketing research play a crucial role in making multifaceted managerial decisions, and that is why
the question of the system of their assessment is so important.

Target setting. Marketing research is a part of the marketing activities of a company. As a part of
economic activities, marketing research should have an established system of assessment of effec-
tiveness.

Actual scientific researches and issues analysis. The following domestic and foreign scholars
studied the problems of assessing the effectiveness of marketing research: G. Assel, G. L. Bahiev,
O. V. Zozulov, I. O. Ziukova, V. P. Lysenko, S. A. Solntsev, A. V. Fedorchenko etc. However, it should
be noted that in modern scientific literature no consistent approach of identification of the effectiveness
of marketing activities as a whole, and its structural elements, in particular exists.

Uninvestigated parts of general matters defining. However, to date, there is no universal ap-
proach to economic evaluation of its results. The complexity of this issue is in the very nature of mar-
keting research, the result of which is information, that is, a qualitative value. Of course, any infor-
mation has its value, but it is difficult to evaluate it from the economic point of view. Today, when every
hryvnia invested should generate profit, the issue of assessing marketing research effectiveness re-
sults remains open.

The research objective. The article is aimed at improving the system of assessing the results of
marketing research.

The statement of basic materials. Assessment marketing research effectiveness is a controver-
sial issue. Domestic scientist V. P. Lysenko proposes to define the effectiveness of marketing re-
search at a company as the effectiveness of the managerial decisions that were made based on it [1].

To resolve the issue of evaluating marketing research effectiveness, it is necessary to make sense
of its key components. Thus, as noted above, the result of marketing research conducted is infor-
mation. Thus, ideally, to calculate marketing research effectiveness, it is necessary to determine the
value (worth) of the information received. To date, the best known approach to assessing the value of
information received is the Bayesian one, according to which, the value of information is defined as
the difference between the financial results of a company in the case of conducting marketing re-
search and in the case of not conducting it [2].

According to I. O. Zyukova, "the estimated value of marketing information constitutes the difference
between the expected profit based on full information and profit (loss) based on initial information; it
this case, profit taking is possible if the maximum value of informing consumers is less than the margin
added to the product” [3].

However, the value of information is a more abstract concept, and it is insufficient to get any ac-
ceptable result calculating marketing research effectiveness. One should remember that the ultimate
goal of the activities of a company is getting positive results on the basis of marketing research con-
ducted. Therefore, evaluation of the marketing research effectiveness should be viewed as evaluation
of marketing research results. A direct result of marketing research is information; an indirect one is
the economic result of the activities of a company. Marketing research results and their assessment
are shown in Figure 1.

Thus, to evaluate the direct result of marketing research (information), it is necessary to use the in-
dex of productivity; and to evaluate the indirect result (the economic result of the activities of a compa-
ny) - the index of economic efficiency.

Marketing research productivity is the degree of conformity of marketing research results to the
goals set. The economic efficiency of marketing research is the ratio of the additional profits earned
through marketing research conducted to the costs of its organizing and conducting.
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Fig. 1. Assessment of marketing research results
Source: created by the authors

To evaluate marketing research productivity, a corresponding system of criteria which, through the
interval scaling method based on expert evaluation, were ranked (the significance of criteria ranges
from 1 to 10, where 1 is the lowest significance of a criterion, and 10 is the greatest significance of a
criterion), is proposed. The resulting ratio of the consistency of expert opinion was 0.98. The system of
criteria for assessment of marketing research productivity is presented in Tab.1.

Table 1

System of criteria for assessment of marketing research productivity
Significance of

Value of a productivity assessment criterion

Productivity assessment criteria (k) an index
(rank) (I')
Goals of research 3- attaining all goals set; 10

2- attaining basic goals;
1- goals are not attained
Tasks of research 3- accomplishing all tasks set; 8
2- accomplishing basic tasks;
1- tasks are not accomplished
Time of executing research 3- early execution of research; 6
2- timely execution of research;

1- the deadlines of the execution of research are
not met

Place of conducting research 3- full conformity with the plan of research; 2
2- partial conformity with the plan of research;
1- non-conformity with the plan of research
Representativeness of sample 3- representative; 9
2- partly representative;
1- not representative

Compliance with the standards of ESOMAR. | 3- full compliance; 4
Compliance with national legislation. 2- partial compliance;

1- non-compliance
Technical level of research (correspondence of | 3- high; 1
technical means to current achievements of | 2- medium;
technology) 1- low
Methodological level of research (correspond- | 3- high; 3
ence of methods of research to current | 2- medium;
achievements of science) 1- low
Budget of research 3- budget saving; 5

2- budget adequacy;
1- budget overdraft
Relevance and significance of research results 3- high; 7
2- medium;
1- low

Source: created by the authors
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Then, marketing research productivity is calculated according:
n
R=E K, <r, | )
1

where R is marketing research productivity;

k is a criterion for assessing marketing research productivity;

r is the rank of a criterion for assessing marketing research productivity;

n is the number of criteria for assessing marketing research productivity.

According to the calculations carried out, the ratio of marketing research productivity can take val-
ues from 61 to 165 in the following range:

1) 61-95 — low level of marketing research productivity;

2) 96-130 — medium level of marketing research productivity; and

3) 131-165 -- high level of marketing research productivity.

If the productivity level is high enough, it can be affirmed that management of marketing research is
effective.

Assessment of the economic efficiency of marketing research is a complex and unresolved issue.
The complexity of this issue lies in the specifics of marketing research, namely:

- a direct result of marketing research is neither a material product nor a financial result, but infor-
mation, which represents a qualitative value;

- the impact of marketing research results on the financial results of a company is mediated by de-
cisions made;

- there is a time lag between conducting marketing research and obtaining the final result of the ac-
tivities of a company.

In other words, the economic efficiency of marketing research can be described through the follow-

ing function:
Emr :f(Pmr’Emd’t) (2)

where E_, is the economic efficiency of marketing research;
P.. isthe productivity of marketing research, P, — max (max = 131-165);

E. ., is the effectiveness of marketing decisions made based on marketing research, E,, — max;

t is the time between the marketing research conducted and the obtained result of a company,
t > min.

According to the results of the activities of a company obtained based on marketing decisions
made, the economic efficiency of the research conducted is evaluated. The economic effect of market-
ing research conducted should be measured through overall productivity indices of marketing activities
which in practice will include quantitative and qualitative indices:

+ quantitative indices provide for direct value evaluation of the results of the activities of an enter-
prise obtained through marketing research conducted;

+ qualitative indices are based on non-value evaluation of the results of the activities of a company;
in practice, they are difficult to formalize, but they are also obtained through marketing research con-
ducted.

The system of indices to evaluate the economic effect of marketing research conducted is present-
ed in Fig. 2.
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Indices of assessment of the economic effect of marketing research
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Fig. 2. Productivity indices of marketing activities which define the economic effect of marketing re-

search
Source: created by the authors

It is proposed to carry out calculation of the economic efficiency of marketing research based on
the classical approach to the definition of efficiency:

Al

Emr
B +B,+B,+B

x100%
+ Brlhs + Bo ’

rirs

where E_, is the economic efficiency of marketing research;

ATl is additional income earned through conducting marketing research;

B, is the cost of research tools;

B, is the cost of collecting information;

B, is the cost of processing and analyzing information;

ip

B.,,. is the cost of remuneration of labor of regular staff involved in the research process;

B.s is the cost of remuneration of labor of hired staff;

Bo represents other organizational costs.

That is, it is proposed to define the economic efficiency of marketing research as the ratio of addi-
tional income obtained through the marketing research conducted to the cost of its organizing and

conducting.

3

Conclusions. The issue of assessing marketing research effectiveness that performs a coordinat-
ing function in the process of making appropriate management decisions is very important at the cur-
rent stage of the development of the domestic entrepreneurship. In theory and practice, there is no
single approach to evaluating their effectiveness under modern conditions which are characterized by
high dynamism of parameters of the market environment and a variety of resource constraints. The
proposed methodological approach to evaluating marketing research effectiveness using indices of
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productivity and economic efficiency that reflect its direct and indirect results will allow enterprise man-
agement systems to make informed management decisions based on objective information obtained.
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