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Peculiarities of development of marketing in Russia

The opportunities and efficiency of application of marketing substantially depend on a type of the market, features of produced and sold products, level of competition. In this way it is possible to say that comprehensing amplifies that there are no universal, standard recommendations for application of the concept of marketing; all in sphere of practical marketing is extremely various and personalized.

And if five - six years ago in Russia the "total" approach to application of marketing concept prevailed, nowadays various approaches are widely used, and this tendency will increase.

Depending on a degree of involvement of organizations in marketing it is possible to identify three levels of this concept:

1. Activity of organization as a whole is oriented on marketing as the concept of market management, that predetermines not simply creation of marketing services, but also change the whole philosophy of management, when each chief and expert conducting divisions of organization (marketing, industrial, supply, sale, economic, etc.) plans and estimates the activity through a prism of a market situation and needs and wants of the consumers.

2. In organization separate complexes are used (groups of interconnected methods and means) of marketing activity (development and production starting with study of demand and market condition, after-sale service etc.).

3. In organization separate elements of marketing are  isolated (advertising, promotion, pricing, etc.).

In conditions of formation the market relations it is possible to allocate the following factors interfering application of marketing:

1. The dictatorship of the manufacturer (monopolism), especially in sphere of raw and power resources.

2. Psychological barriers on ways to the market.

3. Criminal character of the market relations.

The first factor, first of all, is shown in imposing to the consumer products, necessary for him for the high prices. However we have already enough examples, when monopolizm was quickly destroyed - by opening a domestic market for imported production. For such changes the investments are not required, and the situation on a home market can considerably change during a period of time. 

The psychological barriers on ways to the market are expressed, first of all, in absence of market motivation at a significant part of  managers, experts and population. We traditionally used to receive from the state the salary, habitation, help in the decision of many problems (in sphere of education, public health services, rest).

The backwardness of market mentality is a serious brake in comprehension of necessity of use of the concept of marketing.

Now in Russia, owing to dominant legal nihilism, development of gray market and criminal conditions, many organizations and enterprises (and most likely, their owners and managers) remain afloat and even achieve success frequently by infringement of the laws, evasion from payment of the taxes etc., instead of effective management, including use of marketing. This circumstance essentially reduces an interest to it, as, however, and to other legal approaches and methods of increase of efficiency of activity.

There are also wide use of methods of the unfair competition connected to infringement of norms and rules, accepted in the market. Such methods as: the control of competitor’s activity with the purpose of the discontinuance of this activity; abusing by a prevailing situation in the market; imposing discriminating commercial conditions; an establishment of dependence of deliveries of the concrete goods or services from acceptance of restrictions concerning manufacture or distribution of the competing goods, etc.

Peculiarities of development of marketing activity at Russia enterprises

Period of transition in Russia is characterized by variety and consequently the analyzed problem can’t be explained with the help of one approach. 3 various approaches to marketing activity can be allocated as: 

1. Planned approach; 

2. Network approach; 

3. Approach focused on action.

The planned approach to marketing is conventional. Most of the marketing literature is written with this approach. The marketing planning includes two basic stages: realization of marketing researches and formulation of the marketing plans. A general purpose of planning is to find balance between internal environment of a company and by environment being "external" in relation to the enterprise.

The network approach. According to the Network approach the market represents totality of the concrete, independent participants of the market, which by means of daily interaction create long-term communication with the consumers described by presence of mutual trust, allowing to lower transaction costs and to create a basis for using resources together. According to the Network approach, marketing strategy and organization aren’t the result of planning.

The approach focused оп action. It is difficult enough is exact то characterize the manager focused on action. The businessman is characterized by high ability то use opportunities arising in the market, the impatience advanced by intuition and high ability to action. If one idea appears impracticable, it(he) passes to following. According to the Approach focused on action, planning in the organization plays an insignificant role. Instead the company should have high ability to action. 

Correlation of three approaches for marketing. Correlation of marketing planning (realization of researches and development of plans) and to the organization of marketing activity promotes clearer understanding of the designated distinctions.

There are exist enterprises of which presence of the strong organization and intensive process of development and realization of plans is typical. These enterprises are put as an example in most textbooks on management. Along with them exist enterprises that are successfully carrying out planning, but having difficulties with realization of the produced plans. 

Besides, there are exist enterprises characterized by a low level of planning and the strong organization. Force of the organization can consist in ability of the enterprise to create long-term relations with other companies, i.e. available the big human recourses. And finally there are enterprises with a low level of development of planning and the weak organization.

It is necessary to note, that three mentioned approaches to marketing are not mutually exclusive. Use of positions of the Network approach does not exclude planning. In practice given approaches can coexist. 

Conclusion

It is possible to note, that in process of Russia’s entry to civilized market, comprehension of a role of marketing as a tool to increase the efficiency in solving various problems of life in society the role of marketing will amplify, and its tools will adapt more and more for concrete market conditions and specificity of activity of the separate organizations.
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