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THEORETICAL ASPECTSOF MARKETING ACTIVITIESFROM
THE PERSPECTIVE OF AIR ENTERPRISES

The article deals with the terminology of "marketifirom the point of view
of scientists, as well as determined the spegffiarid the evaluation of marketing
activities of air transport enterprises to meetrtheds of modern air travel market.

Modern marketing is considered by many scientstise considered one of
the most important economic phenomena. In thealiiee there are thousands of
definitions of marketing, emphasizing its importanthe functional focus, purpose
and so on. However, at the same time, it indicaeseed to strengthen the
theoretical basis of marketing as a science. Basedhe above, consider the
definition of "marketing" in terms of ontology.

The world market for aviation services is rapid ntte towards its
development as an organization of air transpaahigmportant part of the transport
system of Ukraine. Modern air transport enterprigeerating under such an
environment, which tends to change rapidly. Infleesh by fierce competition and
rapid pace of innovation air transport company &hdocus on marketing. Thus,
marketing - is the sphere of entrepreneurial aeftvi aimed at full and
comprehensive to meet the needs and demands afrnens and profit from long-
term customer relationships. That possession magkénowledge and skills,
understanding of customers' needs enable businesaeselerate the development
of air transport air transport and maintain a soatde competitive position on the

market of air transportation.



Airlines Ukraine, in order to stabilize and steamperation of the income
used marketing tools for a long time, but theiog are uncoordinated and do not
have a systematic character. But comprehensiveg/gnized marketing activities
of companies is effective and has a large impaadtsosuccess and development.
Therefore, it was necessary to analyze and studyntarketing of air transport
enterprises.

Marketing of modern aviation enterprise - is, fist all, such a new
entrepreneurial philosophy, which is based on $oetaical and moral standards
of business communication, international codesrates of fair business aviation
companies, the interests of consumers and so@etywaole.

In the marketing of air transport enterprises & éfffective tool that allows
you to sell commercial purposes airlines to meeat tteeds of modern air
transportation market. It is an essential eleméthe market economy mechanism
aviation enterprises of Ukraine, which aims to nteetneeds of consumers, and its
use means a systematic approach to the manageraatiaties with clearly
intended purpose, detailed set of measures toachie

The presented findings are the basis for more lddtaesearch on the

economic support marketing of air transport entsgst.

References

1. “Marketing”, available at: http://ru.wikipedia.org/wiki/MapkeTuHr

2. Joe Black (2000), Ekonomika. Tlumachnyi slovnyk [Economy. Explanatory Dictionary], edited : Osadchaia
I.M., "Infra-m", Vydavnytstvo "Ves Svit", Moscow, Russia, 546 p.

3. “The new dictionary of foreign words”, by EQWART, (2009).

4. Harkavenko, S.S. (2002), Marketynh [Marketing], textbook, Libra, Kyiv, Ukraine, 712 p.

5. Berezin, |.S. (1999), Marketing i issledovaniye rynkov [Marketing and research of the markets], Russkaya
delovaya literatura, Moscow, Russia, 416 p.

6. Popov, A.V. (2001), “Integrated marketing communications: theory and practice”, Marketing i
marketingovyye issledovaniya v Rossii, no. 5(35), pp. 33-38.

7. Kotler, F. (2007), Osnovy marketinga [Basics of marketing], I1zdatelskiy dom «Vilyams», Moscow, Russia,
656 p.

8. Golubkov, Ye.P. (2005), Marketingovyye issledovaniya: teoriya, metodologiya i praktika [Marketing
research: theory, methodology and practice], Izdatelstvo «Finpress», Moscow, Russia, 464 p.

9. Kardash, V.Ya. (1999), Tovarna innovatsiina polityka [Trading innovation policy], tutorial, KNEU, Kyiv,
Ukraine, 124 p.

10. Praude, V.R. and Bilyi, O.B. (1994), Marketynh [Marketing], tutorial, Vyshcha shkola, Kyiv, Ukraine, 256 p.

11. Pankrukhin, A.P. (2005), Marketing [Marketing], Gildiya marketologov, Omega-L, Moscow, Russia, 656 p.

12. Azoyev, G.L. (1996), Konkurentsiya: Analiz, strategiya i praktika [Competition: analysis, strategy and
practice], Tsentr ekonomiki i marketinga, Moscow, Russia, 206 p.

13. Beyker, M.Dzh. (2002), Marketing — filosofiya ili funktsiya? [Marketing - philosophy or function?], Piter, St.-
Peterburg, Russia, 1200 p

14. Lambin, Jean-Jacques (2005), Menedzhment, oriyentirovannyy na rynok [Market-Driven Management],
translated from English, edited by V.B. Kolchanova, Piter Kom, St.-Peterburg, Russia, 800 p.



15. Brimson, D. and Antos, D. (2007), Protsessno-oriyentirovannoye byudzhetirovaniye. Vnedreniye novogo
instrumenta upravleniya stoimost'yu kompanii [Process oriented budgeting. The introduction of new management tool
of the cost of the company], Vershina, Moscow, Russia, 336 p.

16. Volkov, A., Kulikov, M., Marchenko, A. (2006), Sozdaniye rynochnoy stoimosti i investitsionnoy
privlekatelnosti [Creation of market value and investment attractiveness], Vershina, Moscow, Russia, 194 p.

17. Pavlenko, A.F., Voychak, A.V. (2003), Marketing [Marketing], KNEU, Kyiv, Ukraine, 246 p.

18. Danko, T.P. (1997), Upravleniye marketingom (metodologicheskiy aspekt) [Of marketing management
(methodological aspect)], tutorial, INFRA-M, Moscow, Russia, 280 p.

19. Lambin, Jean-Jacques (1996), Strategicheskiy marketing [Strategic marketing], Nauka, St.-Peterburg,
Russia, 752 p.

20. Zavialov, P.S. (2002), Marketynh v skhemakh, rysunkakh, tablytsiakh [Marketing in the schemes, figures,
tables], tutorial, INFRA-M, Moscow, Russia, 496 p.



