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AHHOTAIINSA

Crarbsi MOCBsIIEHA aHAJIU3y B3aUMOCBSA3M MApKETUHIAa U MPEANpPUHUMATEILCTBA. MapKeTHHT
PacCMOTpPEH Kak HEOTheMJIEMasi YacTh NPEIIPUHUMATEIbCKONU JeATEILHOCTH.

Brinenena poias MapKeTHHra BO B3aUMOCBSI3H PEANPUHUMATENBCTBA U BHEPECHUU HHHOBAIUH.

[Tokazana ponb MapKeTHHTa, B MOWCKE MOTECHIMAIBHO BOCTPEOOBAHHBIX PHIHKOM WHHOBAIWN
Kak cdeppl JATEHTHBIX WM HEYIOBICTBOPEHHBIX MOTPEOHOCTAX mMokymareneit. Ilokazano
OTCYTCTBHE B COBPEMEHHOM MAapKETHUHIE CIEHUATBHOTO  MAPKETMHIOBOI'O MHCTPYMEHTapHs

JUISL TIPEAIIPUHUMATEIICH.

Translated into English with the help translate google http:/translate.google.com/#




Abstract

This article analyzes the relationship marketing and entrepreneurship. Marketing considered as
an integral part of entrepreneurship. Commit role in relationship marketing and
entrepreneurship innovation. The role of marketing in the search for potential market demand of
innovation as the scope of latent or unmet needs of customers. Shown the lack of marketing in

today's special marketing tools for entrepreneurs.
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MapkeTHHI ¥ IpEeANPUHUMATENBCTBO TPAAULUOHHO PACCMATPUBAIOT KaK JIBE OTACIIBHBIE
aKaJIeMUYeCKUe JUCHUIUIMHBL, XOTS CYIIECTBYIOT Hay4YHbIE IIKOJBI, OOBEIUHSAIONINE UX BMECTE.
N3yuyenue B3aMMOCBA3U MEXAY 3TUMHU JUCHUILUIMHAMMU SBJISICTCS BAXKHBIM IArOM JUIsl peLICHUs

MPAKTUYECKUX 3a/1a4 B MPEANPUHUMATEIHCKON TPAKTHKE

PasBuTHne Teopuu npeAnpruHUMATE/IBCTBA

HecmoTps Ha IIMTENBHYIO MCTOPHMIO M3Y4EHHs HpeanpuHuMarenscrBa [33, ctp. 106-
120] mepBasi mocienoBarenbHas TeOpus ObLIa MPEUTI0KeHa OTHOCUTENHHO HEIaBHO. DTa TEOpus
6bla IpeIokeHa aBeTpuiicknM sxoHomuctom WM. Ilymnerepom [35], 4TO OTMETHIN B CBOMX
paborax K. ®pumen|[11, ctp. 17-38.] u I1. dpyxep. [10].

M. Illymmerep mNpemioXuil THIOTE3y, COTIACHO KOTOPOHM OCHOBOH  Iporecca
SKOHOMMUYECKOTO Pa3BUTHS SIBISIETCS NMPEANPUHUMATENBCKAs AEATENBHOCTh. JpyruM Ba)KHBIM
3NIeMEHTOM, OTMeueHHbIM I.IIIymMmeTepoM, SBISeTcS INOHATHE WHHOBALMH, KOTOPOE OH
OmnpeAeaua O4YeHb €MKO, M KyJa [OMHUMO TEXHMUYECKMX HWHHOBAIMM BKIJIIOYMJ BCE BHJbI
HOBOBBEJICHHI (OpraHu3alMOHHbIE, YIIPABIEHYECKHUE, pbIHOUHBIE U 11p.). [1o ﬁ.mWneTepy
OpeanpuHUMATeNb - 3TO HE JOJDKHOCTh WJIM CIEHATbHOCTb, 3TO 0c00as, yHUKalIbHAas
CIOCOOHOCTh  6bIAGIAMbL W OpP2AHU308bI6AMb  TPOJABIKEHHE WMHHOBAIMA HA  PHIHOK.
COOTBETCTBEHHO, NpEANPUHUMATENL - 3TO HOBATOp, OOECHEeYMBAIOMIUK IOCTOSHHYIO

KOHKYPEHTHYIO PECTPYKTYPU3ALMI0 DSKOHOMHUKA U JKOHOMHUYECKMH poct. OpHako B



uccnenopanusx Y. Illymnerepa Ge3 oTBETa OCTaETCA BONPOC: 3a CUET, KAKUX 3HAHHIA, HHTYHIIHH
U TajJaHTa MpeIIpUHUMATENIO YIAeTCsl ONpeAeiHuTh cdepy yCHemHbXx uHHOBammii? Taxoke
HEMAJIOBAXXHBIM SIBJIIETCS BOIPOC:  MOXHO JIM HAY4YUTbCS BBISBIATH U OPraHU30BBIBATH
MPOABIKEHNE HHHOBAIUI, KOTOpbIe OyAyT BOCTpeOOBaHbI?

VHTepecHBIM TIPOIOIDKEHHEM B PA3BUTHE TEOPHH NpeanpuHuMaTenscta M. [llommerepa
CTaJIM CTATUCTUYECKHUE UCCIIEIOBAHUS IMHAMUKHU pocTa Maibix kommnanuii [{. bépua [2].

B cepeaune 70-x rogos JI. bépu mpucTynua K UCCIENOBAaHUIO BIHSHUS IEPEMELICHUS
KOMIIaHMM U3 IITaTa B INTAaT HA YPOBEHb 3aHATOCTH. B cBoux wuccienoBanusx Jl. bépu
MCII0JIL30BaJl KAPTOTEKY OIIEHKH KpeauTocrnocooHocTu Jlana u bpaacrpura (credit rating files of
Dun and Bradstreet) [33, ctp. 106-120]. B sT1o0it 6a3e maHHBIX (PUKCHPOBATHCH OCHOBHBIC
XapaKTePUCTUKU KaKJOM KOMIIAaHUM B HEKOTOpPOM 0a30BOM TOJYy U MPOCIECKUBAINCH €€
MECTOIOJIOKEHHE U pa3Mep Ha MPOTHKEHUH Mocieayromux BocbMu aet. J[. bépu  ¢ukcuposan
pasMepHBIii Ki1acc, K KOTOpOMY MpHHAJIeKalla Ta WIK UHast KOMIIaHUS B OA30BBIH 01, a 3aTeM
BCE M3MEHEHMs YPOBHS 3aHATOCTH B KOMIIAHHWHU B MOCIJIEAYIOLIME TOJbl HE3aBUCUMO OT TOTO, B
KaKHe KJIacChl JaHHas KOMIIaHWs IOTOM PEabHO Nepexoauia. B pesynbrare MCHojb30BaHUsA
3TOTr0 MeToAa OBUIO YCTAHOBJICHO, YTO 32 UCCIIeAOBaHHBIN nepuos ¢ 1969 no 1976 r. 82% BHOBD
00pa3oBaHHBIX PA0OYMX MeCT ObUIM CO3/IaHbl MaJbIMU KoMmmaHusMu. ( K kareropuu Manbix oH
OTHEC KOMIIAaHUU C YUCIIOM paOOTHUKOB MEHEE CTa.) JanpHeiimue  uccnenoBanus — [3]
MOKa3aJid, 4YTO OOJBUIMHCTBO HOBBIX pPa0OYMX MeECT B JEHCTBUTEIHLHOCTH CO3JAETCs
OTHOCHUTEIIbHO HEOOJBIION TOPCTKON OBICTPOPACTYIIMX KOMIIAHUM - HE 0053aTeNbHO MAabIX,
XOTS Majble Cpeau HUX NPEJCTaBICHbl 3HAUMUTENbHO IIMpPE JApPyrux. OITa rpymnna
OBICTpOpACTYIIUX KOMIAHUH, cocTaBistomias He 6onee 3% Bcero 6usneca CIIIA, 6puta Ha3BaHa
“razenamu”. JIBe apyrue rtpynnbel mo kinaccupukanmu J{. bépua mpencraBnsioT Menkue
KOMITaHUY - “MBIIIN" U KPYITHbIE CTATHUPYIOIINE KOMIIAHUH - “‘CJIOHBI".

Baxxno otmertuts, uyto cornacHo ucciaenoBanuto . bépua, 97% Bcex “razeneit’” BXoadaT B
CTaJMI0 WHTEHCHBHOTO pPOCTA, MMEs IUTAaTHYIO YHCJICHHOCTb MeHee cTa paboTHHKOB. OHHU
HAUMHAIOT KaK “MBIIIK”’, IPUYEeM KOMITaHUS MOXET CTaTh '"Ta3zenbio” B JIIOOOH MOMEHT CBOEH
#u3HU. CrenyeT OTMETUTh, YTO MPEANPHUATHAM JOCTaTOYHO TPYAHO MAOJIO HAXOIUTHCA B
kareropun «['azenu» M OKOJIO MOJOBUHBI U3 HUX €KETOAHO MEPEXOAT B KATETOPUU  «MBILIN
WU «CIIOHBD).

HNanbuetimue uccienoBanuss (M. Kupswep , b. Kupxrodd, JI. Cosrte, P.
Kamnmuuckuit u ap.) pasBwm unenm bépua. Tak, Kupxrodd [17, ctp. 39-59] passun
JMHAMHUYECKYIO Kiaccu(uKauuioo koMmranuil bépua, mpeanoxuB, MOMHMO MOKa3aTens pocTa,
UCTOJb30BaTh €lle M TeMI BHeApeHUs HHHOBauui. Kupxrodd Bblaenser yeTbipe THIA

koMmmanuit ("cepoyesunnvie” {core), "vecmonrodusvie” {ambitious), "r3¢pcpexmuvie” {glamorous),



"cmecnennvie” {constrained)). JI. Coate [26, cTp. 319-340] mokazan, 4yTO WHHOBAIIMOHHAS
aKTUBHOCTH CBf3aHa C pa3MepaMH KoMmmaHuil, ogHako 3atem P. Kammnckuii [15, ctp. 39-59]
BBISICHWJI, YTO 9Ta CBSI3b MMEET AMHAMUYECKYIO MPUPOAY U 3aBHCHUT OT (a3bl IUKIA JIEIOBOU
aKTUBHOCTH. TeM He MeHee, TIIOCTABJIICHHBIM BBIIIE BOMPOC O BhIOOpEe chephl YCIEUTHBIX
WHHOBAIMi He ObuT pemed. Kak He ObUIO JaHO OOBSICHEHHE, 328 CYeT KaKuX

nNpCAIPpUHUMATCIBCKUX yCI/IJII/II\/'I KOMIIAaHUU TICPCXOJAT B KATCTOPHUIO «T'a3CJIn).

CBsI3b MapKeTHHIA M IPEeANPMHUMATEILCTBA

OTBeT Ha IOCTABJIEHHBIM BBILIIE BOMNPOC, HA HAIl B3IJIAJ, JIGKUT B HU3Y4EHUU pOJIU
MapKeTHUHIra B NPEIIPUHUMATEIbCTBE. IIpu »>TOM HeEnb3s cMemMBaTh JBa TOHATHUSA:
IIpEeIIPUHUMATEILCTBO U MapkeTHHI. Tak, ucciaenosarenu Mwin, Paccen u Apnousbg [21, cTp.
97-109] mnpoBenu cpaBHEHHME MAPKETUHIOBOTIO M MPEANPUHUMATENBCKOIO Moaxona. B cBoux
BBIBOJIAX OHM 3aKJIHOYAIOT, YTO MPEIIPUHUMATENIBCKAs OpPUEHTALNS MPOSIBISIETCS B MOBBIIIEHUN
YIIOBJIETBOPEHHOCTH KJIHMEHTa, (OKYyCHPYSACh Ha €ro  MOTPeOHOCTAX, CYMMHUPYS MOJIXOM
MapKETUHIOBOI OPUEHTALIMM BMECTE C MHHOBALIMOHHOCTBIO, IPOAKTUBHOCTBHIO U CKJIOHHOCTBIO
K puckam. B To e BpeMss ¢ HUMH He corjiaceH npodeccop Onbcrepckoro yHusepcutera /.
Kapcen [25, ctp. 407-420] KOTOpBIH CUMTAET, YTO €CTh OOLIME YEPTHI U PAZTUUUS MEXITY
NPEINPUHIMATEIBCKUM MOJIX0JA0M B TPHUHATUU PEHIeHUs C (popMaibHBIM MapKETHHTOBBIM
IUIAaHUPOBAHUEM, KOMIIETEHIIMEN YIPABICHUS U KOMMYHHMKAIUEH NPeANIpUsATHUS.

CBoli moaxoxa K mpodiemMe pa3iauuus B MOHATHUSAX MAPKETUHI U MPEAIPUHUMATEIBCTBO
Obu1 M3n0KeH npodeccopom Omypa. B cBoux uccnenosanusix Omypa u ap. [24, ctp. 161-171]
paccMOTpeNnud  MOAXOJA, KOTOPbI  ONpeAenser, 4YTO MApKETUHI  IPUCYTCTBYET B
NpEeINpPUHUMATENbCTBE, XOTS U B pa3iuyHbIX (popmax. B atoil pabore OBUIO MpemIoKeHO
paccMaTpuBaTh poJIb MAPKETUHIA B MPEANPUHUMATENILCTBE YEPE3 MATPUILY, HCIOJb3YIOIIYIO
mkanel Y. [lymnerepa u W. Kupsuepa.

Tak, no M. Illymnerepy, NpeANpUHEMATEND SKCILTYaTHPYET GOJIBIIME «IEpPETOMBD) B
SKOHOMUYECKOM KM3HU U BBINIOJIHAET, IO KPAaHEN Mepe, OTHO U3 CIEAYIOIINX JCHUCTBHM:
- IPOU3BOIUT HOBbIE, THHOBALIMOHHBIE TOBAPHI
- UCTIOJIb3YET HOBBIE, HMHHOBAIL[MOHHBIE TEXHOJIOTMHU IIPOM3BOACTBA
- CO3JAET U IKCIUTYaTUPYET HOBBIE PBIHKU
- UCHOJIb3y€ET HOBbIE HCTOYHUKH CHAOXKEHHUs
- 3aHMMAaETCs peopraHu3alel IPOMBIIIIEHHOTO IIPOU3BOICTBA

[Mpennpuanmarens, o W. Kupsuepy [16], ¢ omHON CTOpPOHBI pabOTaeT Ha pHIHKAX,
KOTOpBbIE HAaxXOAATCd B  HEPAaBHOBECHOM COCTOSSHUM, M MCHOJb3yeT HEOCBEIOMIIEHHOCTD

MIOKyIaTeNnsl ¥ npojaBLa. A ¢ Apyroil CTOPOHBI, 3TO — NPEAIPUHUMATEND, KOTOPbII NOHUMAET



HEOCO3HAHHBIE IMOTPEOHOCTH MOTPEOUTENs M TMpeayaraer Uil HMX YIOBJICTBOPEHHS HOBBIC
TOBapbl U YCIIyTH.

Ha pucynke | mpuBeneHa Matpuia, Mcronb3yromas mkanel W.Iymmerepa u H.
Kup3uepa.

3/1ech MOYKHO BHJETh, YTO B KBajapaHTe (A) BO3MOKHOCTb IPEINPUHUMATEIBCKON
NEeATeNbHOCTH OTpaHUYEHa, TaK KaK TMOTPEOMTENIbCKHE MOTPEOHOCTH XOPOIIO HW3BECTHBI U
PBIHOK HaxoguTcs B cocTosHMM paBHOBecus. C Touku 3peHus mnpodeccopa Owmypa
MapKETHUHIOBasl COCTABJIAIONIAs IPEANPUHUMATENBCTBA (IIPEIANPUHUMATEIbCKUN MapKETHHT)

371ECh CTAHOBUTCSA OECCUIBLHOM.

Cmenensv cmpykmypuposannocmu peiuka (on Schumpeterian)

HECTPYKTYPUPOBAHHBIN CTPYKTYPUPOBAHHBIN
N3yuennbie TpaauuroHHbBIN Crparernueckuit
Cmenens
[ToTpebHOCTH  |MapkeTunr(A) MapkeTuHr(B)
U3yueHHocmu
nompeonocmeii
(on Kirznerian) .
Heunzyuennbie |KOHBIOKTYpHBINH Yucroe
MOoTpeOHOCTH mapketusr (C) npeAnpuHUMaTensCTBO (D)

Pucynok 1. Posib MapkeTHHra B peInpuHAMATEIbCTBE

B kBagpante (D) mpoucXOoasST MOCTOSHHBIE W3MEHEHHsS PbIHKA M PHIHOK B IIEJIOM
HeCTpyKTypupoBaH. [loTpeduTenbckie NpearnouTeH s 34eCh WIM HE U3YYEHBI UM U3MEHSIOTCS
4ype3BbIUaitHO ObICTPO. COOTBETCTBEHHO, Y MPEANPHUATHIA, CYMEBIINX BBISIBUTh U UCIIOJIH30BAThH
3TH TOTPEOHOCTH, OTKPBIBAIOTCS OOJBIIME MEPCHEKTHBBI HA TaKOM, HE CTPYKTYPUPOBAHHOM
poinke. CrenoBaTeNbHO, Y MapKeTHHTa 3/1eCh €CTh Topasfo OoJble BO3MOXKHOCTEH, YTOOBI
UrpaTh AaKTUBHYIO POJIb.

Kpome ocobeHHOCTEHl pBIHKA, BIMAIONIMX Ha NPEANPUHUMATEIBCKUNA MapKETHHT,
BOXHBIM aCIEKTOM SIBIISIETCS TO, HACKOJIBKO OH 3aBHUCUT OT MHIUBHIYaJIbHBIX OCOOCHHOCTEH
npennpunuMarens. Mccnenoanue, BoinonHeHHoe HapBunom u Cistepom [23, crp. 20-35]
MOKa3aJI0, YTO MPEANPHUHUMATENN C CHWIBHBIM (DOKYCOM Ha MapKeTHHI BEAYyT CBOM Ou3Hec
yeremnee.  OIHUM M3 acMEKTOB  OOECIEUYMBAIONIMX CHIBHYIO B3aWMOCBS3b  MEXKIY
MapKeTUHIOM U TPEANPUHUMATEIbCTBOM SIBISIETCS TO, YTO M B MapKeTUHre M B
IpeNPUHUMATENHCTBE IEHTPATbHBIMU, BAKHEHIIINMU 3JIEMEHTaMU SBIISIFOTCS PHIHKH M KITHEHTHI.

OOIenpu3HaHHO, YTO caMoe OOJBIIOE pa3lIMuie MEXAYy MAapKETHMHIOBOM (DYHKIMEH U IPyrUMHU




GYHKIMAMH B paMKax OpraHu3alyu (Hanpumep, (GUHAHCHI, IEPCOHAN U T.II.) SBISIETCS TO, YTO
MapKEeTHHT JIOJDKEH BBICTYIIUTD 6He OPraHU3alliH, TO €CTh Ha phIHKE. MapKeTUHToBast QYHKIMS 3TO
CBSI3YIOILIEE 3BEHO OPraHU3aLUHN MEX1y € BHYTPEHHHUMHU CUCTEMaMH U €€ KIMEHTaMM; 3TO - MOCT
MEXy NEPCIEKTUBOM OpraHM3aluy U MEPCIEKTUBON KIMEHTA U PbIHKA. DTOT BHEIIHUN LEHTD -
€CTECTBEHHOE H3MEpeHHe MNPeaNpPHHUMATENIbCTBA, TaK KaK MpPeANpPUHUMATENILCTBO - 3TO IO
CYLIECTBY OKCIUTyaTallMsi BO3MOXHOCTeW pblHKA. MHTepec mnpennpuHumarens OyneT
CTUMYJIUPOBAThCS €CTECTBEHHBIM 00pa3OM TOJIBKO BO3MOKHOCTSIMH COBITa, OCHOBAaHHBIMU Ha
AKCIUTyaTallud OOCTOSITENbCTB /WM KaK pe3ynbTaT IudQy3ud HHHOBAIMA KOHKYPEHTOB.
[IpennpuHUMAaTeNb TOJBKO HE3HAUUTEIBHO OOECIIOKOGH BHYTPEHHHMM MEXaHH3MaMu B
opraHuzauuu Ou3Heca, 1 00ECIIOKOEH UMH TOJIBKO KOTJIa BHEIIHUE W3MEHEHUS MOATAKUBAIOT €ro
K 3TOMY.

B TO e BpeMs CyIIECTBYIOT CYIIECTBEHHbIE OTPAaHMUYCHHS JJIsI HCIOJIb30BAHUS

MHCTPYMEHTApHsi MapKETUHTa B IIPEANPUHUMATEIILCTBE.

MapkeTHHI B NPeANPHHUMATEIbCKHX CTPYKTYPaX M B KPYINHBIX KOMIIAHUSAX
CunbpHbBIM daxTopom, OrpaHUYUBAIOLIIM MapKETUHTOBYIO AaKTUBHOCTh
IIpeAIIpUHUMATENEH, SIBISIETCS OTCYTCTBHE CIIELMAIbHBIX MApPKETUHIOBBIX HWHCTPYMEHTOB U
noaxonoB. Tak mpodeccop Xwmic [13, ctp. 99-112] ormewaer, dTO aMepUKaHCKas
MapkeTuHroBas accouuarmst (AMA), kak Bexnymias akajgeMmMudeckas W IpodeccHOHanbHas
accolyanys, COCpeAOTOYHJIa CBOM YCHWJIMS Ha MCCIEIOBAHUAX MPEUMYIIECTBEHHO OOJBIINX,
OoraTtelx pecypcaMH  KOPIOpPATHBHBIX  OpraHM3allMdi W  NPOUTHOPUpOBANA  Majble
IIpeIIPUHUMATEIbCKAE OpraHu3alui. JTo0 MHEHHe Xwica nogaepxxusaor Mwiic u [lapou [22,
ctp. 485-501]. OHM MNOOYEPKUBAIOT, YTO TaKas HEJAIbHOBUJHAS MOJUTUKA HMEET CBOUM
CIIEICTBUEM TO, 4YTO MpHU Pa3pabOTKe MAPKETUHTOBBIX MHCTPYMEHTOB YIIYCKAIOTCSI BaKHbBIE
0COOEHHOCTH MaJIbIX MIPEIIPUATHIL:
1. CymecTBymoomue OrpaHMYEHHMs] PECYPCOB NPEAIPUHUMATENEH, MalblX WU CPEOHMX
MPEANPUATHI;
2. OrpaHuyYeHHYIO CIIOCOOHOCTh K POCTY MaJIbIX MPEANPHHUMATEBCKUX OPraHU3aluii;
3. JlenoBble 1ienu npeanpUHUMAaTENEH;
4. OcoOeHHOCTb OpraHHU3allMIOHHOM CTPYKTYpBI 00JIb1Iero KOJINYECTBA
IIpEAIIPUHUMATENBCKUX PEANPUATU;
5. VYMeHus, HaBBIKH M  PECypChl, KOTOpble MOTJIM Obl OBITH  HCHOJB3YEMBI
NpeANpUHUMATEIIMA MaJloro OM3Heca B MHCTPYMEHTAJIbHOM MapKETHHTE.
B 10 xe Bpems B onpeneneaun mapketunra 2004 r AMA, cornacHo 3amevanuto Keiida,

[20, cTp. 17-18] umeTbcs B HEABHOM BHJIE OTIMYME B MApPKETHUHIE MEXAY KOMIAHHUSIMH C



Pa3IMYHBIMU OpraHU3alMOHHBIMU (opmMamHu. B 3ToM ompeneneHun choOpMyIupOBaHO, 4YTO
MapKETHHT:

« . . OpraHu3anyoHHas QYHKIOUS W pPsJI TPOLECCOB, HANPABICHHBIX Ha CO3JaHHeE,
KOMMYHHKAIIMIO ¥ MPEJOCTaBICHUE MOTPEOUTEIbCKOW IIEHHOCTH KIMEHTaM, a TaK e JJis
YIpaBJICHUSI B3aUMOOTHOIICHUSIMH C KIHMEHTaMH CIIOCO0aMM, KOTOpbIE MPHHOCIT MOJIb3Y
OopraHusainuu u ee Buajgensuam.» [30] B maHHOM omnpeneneHuM coiepkarcs HNpeanoChbUIKa, YTO
€CTb OIpEeeNICHHBIN OpraHU3alMOHHBIN (hOopMaT MapKETHHTA U YTO CO3JIaHHE MOTPEOUTENbCKOM
LIEHHOCTH €CThb  pEe3yJAbTaT  OIpPEACICHHBIX  MApKETUHIOBBIX  IIPOLECCOB M ITOrO
OpraHmu3airoHHoro Gopmara. B cBoto ouepeny 1. Kapcon u I'mnmop [7, ctp. 27-35]
IIPEIOoIaranT, 4YTO HeOOoNbIINE TMPEANPUHUMATENbCKHE KOMIAHHM C  Pa3IMYHBIM
OpraHu3alMOHHBIM (opMaToM (CTPYKTYpO) M  aJMHHUCTPATHBHBIC (KpPYIHBIC) KOMIIAHHH
UMEIOT pa3IMYHYI0 [IEPCIEKTUBY OpraHu3auu MapkeTuHra. bosnee toro, Kapcon u I'mamop [8,
cTp. 1-7] ormMeTnny, yto "... IpUpOIa MAPKETHUHIA MAJIOr0 U CPEAHETO NPEAIPUHUMATENBCTBA —
B TOM, UYTO OH  HaxoJUTCA BO  BJIACTH  BPOXXJCHHBIX  OCOOEHHOCTEH
IpeAnpUHIMATENs/BIIaAeblla/MEHEKEPa ... BPOXKACHHBIX OTPAHUYCHUN Majoro M CpeaHero
ousHeca». A Xunman u bepk, [4, cTp. 15] oTMeTHnu, 4T0 MapKETUHT B MPEAIPUHUMATEIbCTBE
ABJIAE€TCA '"MApKETMHIOM MAJIEHBKMX KOMIIAHUH, pacTyIUX dYepe3 MpealpUHUMATENbCTBO".
Amnanornyno bepuen u np. [1] ormeTnnu, yto He Bce "0ObIUHBIC MPUHIIMIIBI, TPEANUCAHHBIC B
MapKEeTUHTOBOM JHTEpaType”, MOTYT WIH JaXe TOJDKHbI OBbITh NMPUMEHEHbl MapKETUHIOM B
npeanpuHumarensctse. [lo cyru, npeanpuarus, AEHCTBYIOIIME B paMKaxX MajlorO U CPEIHEro
OusHeca (C HpPEANPUHUMATENBCKON, a HE aJAMUHHCTPATUBHOW CTPYKTYpOW YIpaBJICHHUs) HE
UMEIOT HEOOXOJUMOW TEOpeTHUeCKOoW ©a3bl W MPAKTUYECKHX HMHCTPYMEHTOB MAapKETHHTa,
00eCreYnBaroIero CBI3b MEXIy "TOCHOJACTBYIOMKUM" MapKETUHIOM U MPEANPUHUMATEIHCTBOM
(Xunc u Jlagopxk, [12, cTp. 33-59], a tak xe lllunaxert u ap. [27, cTp. 4-26]). DTO Tak xke
MOJATBEPXKIATHCSI TEM, YTO B MIMPOKO PACHPOCTPAHEHHBIX y4YEOHUKAX IO  YNPaBJICHUIO
MapKeTHUHIOM, Hanpumep, Takux kak Kornep m Kemnep [18, ctp. 258], Tonbko 04eHb KpaTko
3aTparuBaercs mnpolieMa MapKeTHHra MalbIX HpeANnpHsATHH. 31ech ke B HEIBHOU (opme
OTMEUYAETCs, YTO Majlble U CPEIHUE NPEINPUITHS WUTHOPUPYIOT YHUKAJIbHBIE BO3MOYKHOCTH,
CTpaTeruy, NpOLECChl M METOAbl MapKETHHra, W 4YTO NPEAIpUATHS, ACUCTBYIOIIHUE B
NOpEANPUHUMATEIBCKOM KOHTEKCTE, MOIJM Obl MX HCIIOJIB30BaTh, YTOOBI A(PQPEKTUBHO
KOHKYpPHUPOBATh C OOJBIIMMHU KOPIOPATUBHBIMH KOMIAHUAMHU. Tak k€ B JUTepaType MOXKHO
BCTPETUTh YIOMHMHAHHE O TOM, YTO Y MpPEINPUHUMATEIbCKMX KOMIAHUNA HAa0Op KOMIIETEHIUN
MapKeTUHTa OOBIYHO BKJIIOYAET MOHMMAHUE MOTPEOHOCTEH KIMEHTAa, PHIHOYHBIX TEHACHIUH U
pacnionoxenus peiaka (Cmapt u Konant [28, ctp. 28—-38] ). Tak xe B yka3aHHOM UCCJIEI0BAHUHI

ACIaCTCA MPCAIOJIOKCHNUE, YTO MATCpUAJIbHO YCICHIHBIC, MPCANPHUHUMATCIILCKUC MAJIbIC U



CpPEIHHUE MPEANPHUITHS MOTYT HCIOJIB30BaTh MApKETUHI KakK IYThb CO3JaHHUsS IPEUMYIIECTB
CBOMX TOBAapOB, YCIYyI M KOMIIAaHMH B II€JIOM, OCHOBBIBasCb Ha auddepeHunanuu ux
MapKETUHIOBOM MpOrpamMMmbl, YCHIINBAsi U3y4EHHE KIMEHTOB, PIHKOB U TEXHOJIOTH.
3nech caenyeT IpUBECTH Pe3yabTaThl HCCIEI0BAHMUS, KOTOPOE OBLIO MPOBEACHO XHICOM

B 1984r. B CIA [14, cTtp. 43-54]. bbuin onpomieHsl 14 ONBITHBIX BEHUYYPHBIX MHBECTOPOB,
MHBECTUPYIOUIMX B HOBBIE MaJble NMPEANPUATUS C BBICOKOM JOJEH pHUcKa. DTH MUHBECTOPHI B
COBOKYITHOCTH HMeNu Jeno ¢ Oomee yem 200 HOBBIX INPEANPUATHA U COTHIMU
npennpuHuMareneii. Ilo pesynpTaTaM NpPOBEAECHHBIX HCCIENOBaHUI ObUTM  TIOJTYYEHBI
CJIEYIOIUE PE3yIbTaThI:
(1). NuBecTophl, BKIaAbIBAIOIIME JACHBIM B HOBBIE PHUCKOBAHHbBIE MPEANPUATHS, OLEHUIH
BAKHOCTH YNPABIEHUS MApKETHMHIOM JUIsl TOCTHXKEHUS YCIeXa B 3TUX MpeanpusaTus B 6.7
6amna ( B mkaine ot 0 1o 7 6amios).
(2). VHBecTophl  COTNIACHMIIMCh, YTO PHCKH Pa30peHUs ITHX MPEANPUATHH MOIJIM Obl OBbITh
YMEHBIICHbI, BO3MOXHO, Ha 60 IpPOIIEHTOB, B ciIydae 0oJiee TIIATEIBHOTO aHaJIN3a PHIHKA 3THX
PEANPUATHI.
(3). Tpu yeTBEpTH MHBECTOPOB NPEANOJIOKUIN, YTO MPEANIPUHUMATEIIN UHBECTUPYEMBIX UMU
OPEaNpUATHI  UMEIOT TEHICHLMI0O MUTHOPHPOBATh OTPULATEIbHYI0 WH(GOPMAIMIO O PHIHKE H
CONPOTUBIISAIOTCA IOJYYEHHIO BCECTOPOHHEN KapTHHBI pPbIHKA, KOTOpas MIET Bpas3pe3 C MX
IpEAIPUHUMATENBCKON UICEH.
(4). MHBecTopbl ONpPENENMINM HECKOJIBKO YHUKAJIBbHBIX M CBA3aHHBIX C MapKETUHIOM
OMACHOCTEM, KOTOpbIE CTOST IEpe] HAUYMHAIOUMMU MPEANPUHUMATENAMH, TaKUMHM Kak:
HECTIOCOOHOCTh MPAaBHIBHO CIPOTHO3MPOBATH 3aTpaThl HAa peKiamy, OrpaHHYEHHE JOCTyma K
3G PEKTUBHBIM TUCTPUOBIOTOPAM U KaHalaM cObITa, a TaK XKe CI0KHOCTh MOTYYeHHs JOCTYIa K
MECTY Ha IOJIKE B PO3HHYHBIX Mara3uHax. Cxokue mpoOJieMbl, CBS3aHHbIE C PHIHOYHBIMH
OMACHOCTSIMM ¥ BO3MOXXKHOCTSIMU CYLIECTBYIOT M Yy POCCHUMCKMX MaJbIX HpeanpusaThil. [34]

Takum 00pa3oM, MOXXHO BHJIETb, YTO BHEAPEHHE TEOPETUUYECKUX METOJOB U IOJIOKEHUM
MapKeTUHIa B TMPAKTUKY MPEAIPUHUMATEIbCTBA MOYKET CHU3UTh PHUCKUM HMHBECTHULMHM B

HWHHOBAaIuu.

BreiBOABI

Baxneiiiel 4acTbl0  IPEANPUHMMATENBCTBA  SBISETCA  BHEAPEHHE  MHHOBALUM.
PaccmarpuBass HMHHOBAaLlMM Kak OCHOBY, pa3pa0OTUMKH TEOPHUHM MPEIIPUHUMATENbCTBA HE
CMOIJIM OOBSACHUTH NPUYMHBI YCIIeXa BHEAPEHHMS OJHMX MHHOBAlMM M Heymad JIpyrux. B

I[ﬁHbHGfII.HPIX HUCCIICAOBAHUAX BBLJICJIMB HCKOTOPBLIC XapaKTCPHUCTUKU 6BICTpOpaCTy1L[I/IX



KOMIaHUH, TaK >X€ He OBbUIO MpEeIIOKEHO OOBICHEHWH, 32 CUeT KaKuX OPTraHU3allMOHHBIX
pECYpPCOB KOMIIAHMU MEPEXOJAT B CTATYC «ra3eiau» U TepsArT ero. Kak u moyemy xomMmaHUHU
MMEIOIIME CTaTyC «MBIIIN» MOTYT CTaThb «ra3ejIAMU» WIH pa3opuThbes. IIo Hamemy MHEHUIO
OTBET HA 3TOT BOIPOC JIEKUT B poiu MapkemuHnza B IPEeIIPUHUMATENLCTBE. Mapkemunz MOXET
OBITb PACCMOTPEH KaK HeombeMIeMds 4acmsy npeonpunumamensckol oeamenvhocmu. C oHON
CTOPOHBI, TIOUCK MOTEHIIMAIFHO BOCTPEOOBAHHBIX PHIHKOM MHHOBAIMN JISKUT B cepe MouckKa
JATEHTHBIX WM HEYIOBJIETBOPEHHBIX IMOTPEOHOCTAX TIOKyNaTesneld, ¥ B HTOM KOHTEKCTE
BaXHOCTh MAapKETUHIA B MPEANPUHUMATENBCTBE oueBUIHA. C Ipyroil CTOPOHBI, BCE KOMIIAaHUU
JOJDKHBI PacTd WM U3MEHSTHCS, YTOObI BBDKUTH. POCT M M3MEHEHHE KOMIAHMU 3TO TO, YTO
BEJIET €€ K HCIOJb30BAHMIO MAPKETHHIa, TaK KaK POCT M\WJIM M3MEHEHHS OCHOBBIBAIOTCS Ha
HOBBIX IIPOJIayKax, UM HOBBIX NPOAYKTAX, WM HAa HOBBIX KJIMEHTax. [IpennpuHuMaTenbCKuii
CTHJIb JCUCTBUM, IPOAKTUBHOCTD U TAKUE MOHATUA, KAK TBOPYECKUU MOTCHIMAI COBMECTUMBI C
OCHOBHBIMM MAapKETHHIOBBIMU I0JIOKEHUSAMH. Clle[JOBAaTENbHO, Ba)XHOCTb MAapKETHHra B
npeaenax INpeAlpUHUMATEIbCTBA SBISETCS €CTECTBEHHOW U BPOXKIEHHOM. B TO Xe Bpems
CYLIECTBYIOIIMA MapKETUHIOBBIM WHCTPYMEHTApUH HE COOTBETCTBYET OlPAaHUYECHUSIM H
BO3MOJKHOCTSIM TIpeANIpUHUMATENeH. DTO OCOOCHHO BaXXHO, B CBETE MPEINOJIOKECHHS, 4YTO
OCHOBOM YBEIWYECHHUS MPEANPUATUN KATETOPUHU «Ta3eilu» CIEAyeT pacCMaTpuBaTb Majble
NPEINPUATHS, YIA4HO BbIOpaBIIME M YCIEIIHO BHEIPHBIIME MHHOBAIMU (B CaMOM IIHPOKOM

CMBICJIE ATOTO CJIOBA).
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Entrepreneurship and marketing

Marketing and entrepreneurship are traditionally regarded as two separate academic disciplines,
although there are schools of thought, combine them together. Studying the relationship between these

disciplines is an important step for the solution of practical problems in business practice

Development of the theory of entrepreneurship

Despite a long history of entrepreneurship studies [33, p. 106-120] the first coherent theory has
been proposed relatively recently. This theory was proposed by the Austrian economist Schumpeter [35],
which  noted in their works K. Freeman [11, p. 17-38] And P. Drucker. [10].
Schumpeter proposed the hypothesis that the basis of economic development is entrepreneurship.
Another important element highlighted by Schumpeter, is the concept of innovation, which he defined
very capacious, and where in addition to technical innovations including all types of innovations
(organizational, managerial, market, etc.). For Schumpeter the entrepreneur - is not a position or
specialty, is a special, unique ability to identify and organize the promotion of innovation on the market.
Accordingly, the entrepreneur - is innovative, providing a constant competitive restructuring of the
economy and economic growth. However, in studies Schumpeter unanswered question remains: by what
knowledge, intuition and talent entrepreneur can determine the scope of successful innovation? Also of
no small importance is the question: can we learn to identify and organize the promotion of innovation,
which will be needed?

An interesting continuation in the development of the theory of entrepreneurship J. Shompetera
have statistical studies of the dynamics of growth of small firms D. Birch [2].
In the mid 70-ies D. Burch began to study the influence of moving companies from state to state on the
level of employment. In his studies, D. Burch used a card index of creditworthiness of Dan and Bradstreet
(credit rating files of Dun and Bradstreet) [33, p. 106-120]. The database recorded the main
characteristics of each company in a base year, and traced its location and size over the next eight years.
D. Burch, fixed dimension of the class to which she belonged to a company in the base year, and then all

the changes in employment in the company in subsequent years regardless of what classes are in the
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company and then a real shift. As a result of using this method it was found that for the investigated
period from 1969 to 1976, 82% of the newly formed jobs were created by small companies. (The category
of small, he took the company with fewer than a hundred.) Further studies [3] showed that the majority of
new jobs actually created by a relatively small handful of fast-growing companies - not necessarily small,
although the smallest among them are much wider than the others. This group of growing companies,
amounting to no more than 3% of all U.S. businesses, was named "gazelles." Two other teams on the
classification of D. Burch represent smaller companies - a mouse and large stagnant company -
"elephants".

It is important to note that according to research by D. Burch, 97% of all gazelles are entering a stage of
intensive growth, with staff number less than one hundred employees. They begin as a mouse, and the
company can become a "Gazelle" at any point in their life. It should be noted that the companies it is
difficult for a long time to be in the category of "the Gazelle" and about half of them each year pass into
the category of "mouse” or "elephants"

Further investigation (I. Kirzner, B. Kirchhoff, L. Soete, R. Kaplinsky, and others) developed the idea of
Birch. Thus, Kirchhoff [17, p. 39-59] developed a dynamic classification of companies Birch, suggesting,
in addition to growth rate, to use more and pace of innovation. Kirchhoff distinguishes four types of
companies ( "medullary" (core), "ambitious" (ambitious), "spectacular" (glamorous), "constrained"
(constrained)). L. Soete [26, p. 319-340] has shown that innovation activity is related to firm size, but then
R. Kaplinsky [15, p. 39-59] found that this relationship has a dynamic nature and depends on the phase of
the business cycle activity. Nevertheless, the above question about choosing the scope of successful
innovation has not been resolved. There was no explanation given, by any efforts of entrepreneurial
companies are moving into the category of "gazelles".

Relationship marketing and entrepreneurship

The answer to the above question, in our view, lies in studying the role of marketing in business. This is
not to confuse two concepts: business and marketing. Thus, researchers Miles, Russell and Arnold [21, p.
97-109] compared the marketing and business approach. In their conclusions, they conclude that
entrepreneurial orientation is manifested in increased customer satisfaction, focusing on its needs,
summarizing the approach of marketing orientation, along with innovative, proactive and prone to risks. At
the same time disagreed with them, Professor University of Ulster AD Kars [25, p. 407-420] who believes
that there are similarities and differences between the entrepreneurial approach in the decision with a
formal marketing  planning, competency management and communications  company.
His approach to the problem of differences in terms of marketing and entrepreneurship was presented by
Professor Omura. In his studies, Omura et al [24, p. 161-171] considered approach, which determines
that marketing is present in business, albeit in different forms. In this work, it was proposed that the role of
marketing in business through a matrix that uses the scale of Schumpeter and Kirzner IM.
Thus, according to Schumpeter, the entrepreneur operates a large "fractures” in the economic life and

performs at least one of the following:

- Produces new, innovative products

- Uses new, innovative manufacturing technology
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- Creates and exploits new markets
- Uses new sources of supply

- Engaged in the reorganization of industrial production

The entrepreneur, according to |. Kirzner [16], on the one hand operates in markets that are in
disequilibrium, and uses the ignorance of the buyer and the seller. On the other hand, it is - a
businessman who understands the unconscious needs of the consumer, and invites them to meet the

new products and services.

Figure 1 is a matrix, using the scale of Schumpeter and Kirzner IM.
Here you can see that in the quadrant (A) the possibility of entrepreneurial activity is limited, as consumer
needs are well known and the market is in equilibrium. From the perspective of Professor Omura

marketing component of the business (Business Marketing) here becomes impotent.

The degree of structuring the market (on Schumpeterian)

structured unstructured

Studied Traditional Marketing (A) Strategic Marketing (B)
The degree of scrutiny Requirements

needs

(on Kirznerian)

Unexplored needs | Konyukturny ~ Marketing Net Entrepreneurship (D)
(C)

Figure 1. The role of marketing in business

In quadrant (D) there are constant changes in the market and the market in general structured.
Consumer preferences are or are not studied or changed very rapidly. Accordingly, the enterprises that
have managed to identify and use these requirements, opening up great prospects for this are not
structured market. Consequently, in marketing there are many more opportunities to play an active role.
In the market, its impact on entrepreneurial marketing, an important aspect is to what extent it depends
on the individual characteristics of the entrepreneur. The study, conducted Narvinom and Slater [23, p.
20-35] has shown that businesses with a strong focus on marketing conduct their business successfully.
One aspect of ensuring a strong relationship between marketing and entrepreneurship is that in
marketing and entrepreneurship in the central, essential elements are the markets and customers. It is
recognized that the biggest difference between the marketing function and other functions within the
organization (eg, finance, personnel, etc.) is that marketing needs to speak outside the organization, it is
in the market. The marketing function is a link between the organization of its internal systems and its

customers, it is - a bridge between the prospect of the organization and the prospect of the client and the
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market. This external center - a natural dimension of entrepreneurship, as well as business - is essentially
a operation of market opportunities. Interests of entrepreneurs will be encouraged in a natural way only a
potential market, based on the exploitation of the circumstances and / or as a result of diffusion of
innovation competition. Entrepreneur only slightly concerned about the internal mechanisms in the
organization of business and is concerned about them only when external changes are pushing him to do

so. At the same time, there are significant limitations to the use of marketing tools in entrepreneurship.

Marketing in business organizations and large companies

A strong constraint on the marketing activities of entrepreneurs is the lack of specific marketing tools
and approaches. So Professor Hills [13, p. 99-112] notes that the American Marketing Association (AMA)
as a leading academic and professional association focused primarily on studies of large, resource-rich
corporate entities and ignored the small business organizations. This view is supported by Mills and Hills
Daroch [22, p. 485-501]. They emphasize that such short-sighted policy has the effect that the
development of marketing tools overlook important features of Small Business:

1. Existing resource constraints of entrepreneurs, small and medium-sized enterprises;

2. Restricted growth of small business organizations;

3. Business objectives entrepreneurs;

4. The peculiarity of the organizational structure of the larger number of business enterprises;

5. Skills, skills and resources that could be used by entrepreneurs in small business marketing tool.

At the same time in the definition of marketing 2004, AMA, according to Remark You're not relaxing,
[20, p. 17-18] be an implicit difference in marketing between companies with different organizational
forms. This definition stated that a marketing:

". . . organizational function and a number of processes for creating, communicating and providing
customer value to customers, as well as for customer relationship management in ways that benefit the
organization and its owners. "[30] In this definition contains the premise that there is a certain
organizational form marketing and the creation of customer value is the result of certain marketing
processes, and this organizational format. In turn, DA Carson, and Gilmore [7, p. 27-35] suggest that
small entrepreneurial companies with different organizational format (structure) and administrative (large)
companies have different perspectives of marketing organization. Furthermore, Carson and Gilmore [8, p.
1-7] pointed out that "... the nature of marketing for small and medium-sized businesses - that he is in the
power of innate characteristics of the entrepreneur / owner / manager and ... innate limitations of small
and medium-sized businesses. "But Hilman and Burke [4, p. 15] pointed out that marketing in business is"
marketing small companies growing through entrepreneurship. "Similarly, Birch et al [1] noted that not all
the" normal principles prescribed in the marketing literature, or can even be applied in the marketing
business. In essence, the companies operating within the small and medium business (with business,
rather than administrative management structure) do not have the necessary theoretical basis and
practical marketing tool, providing us between "dominant" marketing and entrepreneurship (Hills and
Laforzh, [12, p. 33-59], as well as Shindhett and others [27, p. 4-26]). It also confirmed the fact that
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widespread textbooks on marketing management, such as Kotler and Keller [18, p. 258], only very briefly
address the issue of marketing for small businesses. Here, in an implicit form of notes that small and
medium-sized businesses to ignore the unique opportunities, strategies, processes and methods
marketing, and that companies operating in the business context, they could use it to effectively compete
with large corporate companies. Just in the literature can be found mention of the fact that entrepreneurial
companies a set of competencies of marketing usually involves understanding customer needs, market
trends and location of the market (Smart and Konant [28, p. 28-38]). Also in this study, the assumption
that material success, entrepreneurial small and medium-sized businesses can use marketing as a way
to create the benefits of their products, services and companies in general, based on the differentiation of
their marketing program, strengthening the study of customers, markets and technologies.
This should bring the results of a study that was conducted Hills in 1984. in the U.S. [14, p. 43-54]. Were
interviewed 14 experienced venture capital investors, investing in new small businesses with a high
degree of risk. These investors collectively have dealt with more than 200 new businesses and hundreds
of entrepreneurs. The results of the research were as follows:

(1). Investors who put money into new ventures, appreciated the importance of marketing management
for achieving success in these enterprises of 6.7 points (on a scale from 0 to 7 points).
(2). Investors agreed that the risks of bankruptcy of these enterprises could be reduced, perhaps by 60
per cent in the case of a more thorough analysis of the market of these enterprises.
(3). Three-quarters of investors speculated that entrepreneurs invested their businesses tend to ignore
negative information about the market and resist getting a comprehensive picture of the market, which is
consistent with their business idea.

(4). Investors have identified several unique and related to the marketing of the dangers faced by budding
entrepreneurs, such as: the inability to correctly predict advertising costs, limiting access to efficient
distribution channels and distributors, as well as the difficulty of obtaining access to a place on the shelf in
retail stores. Similar problems related to market risks and opportunities exist for Russian small
businesses. [34] Thus, one can see that the introduction of theoretical methods and the provisions of the

marketing practices of businesses can reduce the risks of investment in innovation.

Conclusions

The most important part of entrepreneurship is innovation. Looking at innovation as a basis, the
developers of the theory of entrepreneurship could not explain the reasons for the success of the
introduction of some innovations and failures of others. In further studies highlighting some of the
characteristics of fast-growing companies, the same was not offered an explanation, at the expense of
any organizational resources, companies are moving into the status of "gazelle" and lose it. How and why
the company having the status of "mouse" can become "gazelles" or go under. In our opinion the answer
to this question lies in the role of marketing in business. Marketing can be considered as an integral part
of business. On the one hand, the search for potential innovation is demanded by the market in search of
latent or unmet needs of customers, and in this context the importance of marketing in business is
evident. On the other hand, all companies must grow or change to survive. Growth and change the
company is that it leads to the use of marketing, as well as growth and / or changes based on new sales

or new products or new customers. Entrepreneurial style of action, and proactivity concepts such as
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creativity are compatible with the basic marketing terms. Hence, the importance of marketing within the
business is a natural and innate. At the same time, the existing marketing tool does not comply with the
limits and capabilities of entrepreneurs. This is especially important in light of the assumption that the
basis for increasing the business category "gazelles" should be considered small businesses, well-

targeted and successfully implemented innovations (in the broadest sense of the word).
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