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The ways to improve enterprise communication policy management to strength its market

position are proposed. It’s shown that in conditions of saturation of the markets as well as

oversaturation of information space the choice of effective tools of communication policy

will improve competitive position. The analysis of modern publications allowed to determine

the absence of both common approach to understanding of content and structure of

optimal communication policy and methods of its evaluation. The lack of direct correlation

between total expenses of enterprise spent to communication policy and amount of sales

is proved. The prominent role of optimizing the budgeting of communication process is

substantiated. The final goal of implementation of enterprise communication policy,

operating in B2B segment, is proposed. The usage of economic method to evaluate the

budget of promoting as an optimal method for industrial enterprise is substantiated. The

model based on regression method implementation is developed. It confirms the effect of

the law of marginal utility costs for communication with the external environment. An

algorithm for determining the optimal share of sales costs in revenue is proposed. An

algorithm to rationalize the cost structure directed to the tools of communication policy

within the calculated optimal budget using a multiple correlation coefficient, partial

correlation coefficients, regression analysis tools, optimization method is recommended.

An optimization model has been built, which allows to determine the share of expenditures

for certain communication activities in the overall budget structure. The approach to

calculation of influence of change of expenses structure on measures of communication

policy on dynamics of volumes of company’s sales is shown.
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Formulation of the problem
Modern market is characterized by the high

level of saturation with goods and services that
strengthens the competition and makes producers
to look for new leverages to affect the consumers.
On the other hand, the information space is over
saturated too, that complicates the impact on both
the demand processes formation and communication
impact on the consumers. An effective system of
company’s communications is aimed not only at
proposing to consumers the full information about
the characteristics and quality of goods or services,
sales conditions, specific features of competitive
proposition, but also at forming positive attitude of
targeted market, creating an atmosphere of mutual

understanding, friendly relationships and trust
between producers, consumers and society [1].

It leads to situation, when the effective
communication with the external environment
becomes a key factor of any company’s success. A
system of creating such communications is
determined by the communication policy of the
company, forming and managing of which a difficult
process is.

Eloquent in the context of substantiating the
importance of a balanced approach to the formation
and implementation of communication policy is only,
for example, the amount of costs that a modern
enterprise directs to advertising, which is an important
component of communication policy. In average in
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Ukraine, companies usually spend about 4% of their
annual revenue for different advertisement activities.
Small companies are advised to spend about 7–8%
of their annual revenue for communications with
external environment [2].

Despite the evident impact of communication
policy on the high indicators of efficiency and
effectiveness of the company most managers are still
underestimate the meaning of it. They don’t fully
use in the process of policy formation those modern
approaches which are developed by management
science, they also don’t introduce naturally the policy
to the general strategy of the company.

Analysis of recent research and publications
An information is a key element of the progress.

An objective necessity of using a system of
communications is determined by specif ic
peculiarities of modern stage of market relations
development, which much increase the sphere of
their implementation. For today, there are a number
of explanations for the term “communications”,
which is investigated by native and foreign
researchers. The term is originated from Latin and
means the process of information exchange (we mean
facts, ideas, attitudes, emotions etc.). In business
environment it worth to consider communications
as organization of the process of connections of
individuals and society through the counter-
persuasion and stimulation to create harmonica,
mutually beneficial socio-economic relations between
them. In its turn, marketing communications are a
complex of activities, that are directed to create two-
way connections between companies, organizations,
consumers and other market subjects with the help
of appropriate tools to improve the efficiency and
powerful activity in the market [1].

It’s worth to consider the work of Slusareva
L., where the author researched thoroughly the
difference between communication (the process of
exchange of any kind of information between two or
more individuals, based on mutual understanding

for further exchange of information, substantiating
a social cooperation and achieving common goals)
and marketing communication (the process of
efficient informational exchange between the
company and its contact audience to promote goods,
to ensure consumers awareness about company’s
activity, to form company’s positive image and to
create due to such activities a high level of
competitiveness) [6], that is presented in figure 1.

Slusareva L. considers communication policy
of the company as a complex of activities targeted
to effective and systematic performing marketing
communications to ensure achievement of company’s
marketing goals [6].

A special attention is payed to communication
policy tools, among which Andrushevich Z. separates
digitalization, which is explained by author as
implementation of digital marketing to ensure active
presence of the company in social networks [3]. Also
the author proves, that by digitalization the company
is able to solve a number of different tasks: new
values and orients for the business are being
determined; competitive advantages are being
formed; informational flows and communication
chains are being optimized; an existed technical and
technological basics of digitalization is being
developed; an informational support of definite
structural departments based on modern digital
technology and intelligent systems is being performed;
the competitiveness and quality of both goods and
services of the company is being improved. It seems
for us that such approach narrows modern meaning
of digitalization.

Kovalchuk S. in [5] also pays a special attention
to the tools, which author separated based on classical
approach into traditional (advertising, personal
selling, propaganda, public relations, direct
marketing) and non-traditional (“word of mouth”
radio; noise, viral marketing; community marketing;
local, preaching marketing, product sampling;
influence marketing; causal marketing; creating

Fig. 1. Connection between communications and marketing communications of the company

Source: improved by authors based on [6]
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interesting messages; blogs about the brand; positive
feedback programs; guerrilla marketing; horror
marketing; provocative marketing; parasitic
marketing; flash mob; road show; living
accommodation; scandalous strategies). Meanwhile
the researcher recommends to form communication
policy, encompassing the current crisis conditions.

Besides Slusareva L. all the tools of company’s
communication policy separated in three big groups:
basic (advertising, personal selling, sales stimulating,
public relations, propaganda, direct marketing);
syntactical (exhibitions, branding, sponsorship,
integrated marketing communications in the sales
place); new (trend-setting, WOW-technology, Buzz-
marketing, Event-marketing, Product-placement,
Life-placement, provocateur-marketing,
Entertainment-marketing) [6].

Pomaz O. in [7] researched communication
policy methods among which he determined such,
as: Internet-marketing; event-marketing; holistic
(integrated) marketing; story telling (a technology
of creating a story and transmitting due to it a
necessary information); tryvertising (a consumer has
possibility to try goods before buying it); sensitive
marketing; identifying marketing (based on
peculiarities of the brand); inbound marketing
(mailing of useful for target audience content through
blogs or e-mail);  marketing of influence.

Based on [8] Internet and social media usage
have changed consumers behavior and their
cooperation with companies. Social and digital
marketing propose a number of possibilities for
companies due to costs decrease, improve the brand
awareness and increase in sales.

The same results are proved in [9]: the high
level of usefulness, simplicity of implementation have
positive impact on company’s activity after usage of
modern communication management tools. Thus
facilitating conditions have insignificant impact

whereas cost significantly  negative affects to usage
of a number of tools.

A large number of modern publications proves
that the topic is sound and it requires implementing
a system approach to manage a communication
policy of the enterprise.

Purpose of the article
The purpose of the article is to substantiate the

recommendations about the directions to improve
enterprise’s communication policy management to
improve indicators of its efficiency and effectiveness.

Presenting main material
The importance of the evaluation of

communication policy efficiency is stressed out by
the fact that based on the results of it enterprises’
managers are able to reject the usage of inefficient
communication tools, to increase the probability to
create a productive feedback with target audience,
to improve communication activity and due to it to
achieve marketing objectives with less expenses.

To get a clear understanding about the
efficiency of communication policy it is necessary
to use dual approach: it means its evaluation from
enterprise and consumer of goods and services point
of view. The criteria of efficiency in this case is the
improvement of competitiveness, formation of
positive image, increase in sales volumes, the
correlation between costs of communication policy
and increase in sales volume of goods and services.
The last criteria is significantly important in the
context of cost policy optimization, implementation
of managerial accounting basics to improve the
process of budgeting of communication policy.

Based on the materials of the native industrial
company, which operates in B2B segment and
produces trailed agriculture machinery, trend model
that reflects compared dynamics of company’s sales
volume and sales costs, is built (Figure 2).

Proposed correlation proves, that the increase

Fig. 2. Compared characteristics of dynamics of company’s sales volume and sales cost

Source: formed by authors
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in sales costs in terms of current communication
policy doesn’t lead to relevant changes in sales
volume: the increase in costs directed on sales in
2017 by 50.7% leaded to the increase in revenue
only by 15.7%, and in 2020 despite the increase in
costs by 55.8% the revenue dropped by 42.1%.

It was shown, the strengthen in communication
between the company and its external environment
would improve consumers attitude to the company,
enhance company’s market share and boost
consumers loyalty. On the other hand, price usually
considers as an important competitive factor, it is
impacted by costs, so optimization of their structure
and volume is an important task to substantiate the
high level of company’s indicators of performance
and efficiency. Communication process budgeting
is complicated procedure that should encompass a
number of factors and criteria. It is directly connected
with development of media strategy: decisions about
Mass media choice; determination of coverage and
frequency of contacts is directly affected the volume
of the budget that must be invested to implement
communication policy. Thus, the functions of budget
planning and media planning should be implemented
in parallel. The calculation of the total budget that
the company will spend on communication with the
external environment should be preceded by a
preparatory stage, a list of key actions and decisions
of which are presented in Figure 3.

To achieve the best effect of communications
between company that operates in B2B segment and
its external environment it is necessary to use
multichannel communications. The ultimate goal of

communication policy implementation is to be
informing consumers about useful properties, high
quality of company’s products, guarantees, terms of
cooperation. As a result, the company could increase
the level of awareness of the target audience about
its products and increase sales to the level that meets
market conditions. In addition, an important task
that should be solved in terms of communication
policy is to keep constant clients from moving to
the competitors, to turn occasional consumers in
constant ones.

As a rule in terms of budgeting such approaches
as cost and investment are differentiated. Based on
investment approach a budget for implementation
of communication policy is considered as
investments, so the politic itself must have investment
effect and economic efficiency.

A critical analysis of calculating the budget of
promotion as optimal for industrial enterprise allows
to recommend implementation of economic method
of calculation, that  propose to link the size of the
budget to the share of turnover. It is recommended
to make this link flexible: it means that the share
must be not a constant but it should be given in the
form of analytical dependence. Such approach allows
taking into account dynamic impact of internal and
external factors that affect company’s activity in any
time. To obtain analytical dependence regression
method is proposed to use.

Figure 1 presents obtained model that reflects
the dependence between product sales volume of
researched company in real terms and share of cost
for sales in company’s revenue. The type of obtained

Fig. 3. Algorithm of the preparatory stage of budgeting of the communication process of an industrial enterprise

Source: improved by authors based on [10]
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dependence for the constructed model confirms the
law of marginal utility: to a certain extent, the increase
in communication policy costs will increase sales,
but after crossing, the threshold additional investment
in communication with the environment does not
lead to a corresponding increase in sales. Therefore
to get the best results from investments in
communication policy the point is calculated, where
the function will acquire the maximum value is
calculated:

y (x)=–ax2+bx+c;

dy/dx=–2ax+b;

dy/dx=0;

–2ax+b=0;

x=b/2a,

where y – sales volume, x – share of sales costs.
For the researched company the relevant

calculations have been performed. It allowed to
determine that the optimal from the point of revenue

maximizing is communication policy cost share 1.5%
from turnover. In terms of value it is 440.1 thousand
of UAH. Actual costs amounted to 614 thousand of
UAH. Thus, the potential savings under the condition
of rational use of the limited budget is 173.9 thousand
UAH (–28%). The forecasted sales volume will be 1
486 units (+6.4%).

At the same time, it should be borne in mind
that in order to maximize the effectiveness of the
use of investments aimed at communication policy,
cost reduction alone is clearly not enough: such an
approach can lead to a reduction in the return on
resources involved. [9] To increase the return on
resources invested in communication policy, it is
recommended to follow the algorithm presented in
Figure 5.

Media planning as an important stage
company’s communication policy development is a
strategy process brand’/ good’s/ service’s  advertising
activities development as a result of which the most
suitable to determined goals communication channels
are being chosen, a budget is being optimized, a
communication brand plan is being created. In
general it is possible to state it out that media planning
is the process, which allows to manage the contacts
of the audience with the brand in an efficient way
[11].

The goal of external company’s
communications on B2B market is establishing
partnership, search for reliable suppliers for own
production. The main task of communications is
promotion of commercial propositions the content
of which are means of production as well as related
goods and services, which directly or indirectly serve
production process at relevant stage of products
lifecycle.

To determine an optimal cost structure for
communication policy tools limited by calculated
optimal budget it worth to implement multiple

Fig. 4. Regression model of dependence of sales volume on the

share of sales cost

Source: obtained by authors

Fig. 5. The sequence of stages of improving the communication policy of an industrial enterprise

Source: improved by authors [6]



110 ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2021, ¹ 2(14)

Grosheleva O., Ivanova M., Usatenko O.

correlation coefficient that reflects the linear bond
density between dependent variable and the range
of independent variables (regressors, predictors). As
a dependent variable (y) volume of sales in real terms
is chosen. As independent variables (x1,…,xn), the
connection of which with the dependent variables
must be proven, shares of cost for relevant tools of
communication policy in total volume is being
chosen. Calculations are performed in Excel App.
To determine multiple correlation and determination
coefficients pair correlation coefficients are calculated
using the built-in function, based on which the
correlation matrix Q is being formed. Multiple
determination coefficient R2 is being calculated,
which demonstrates the share of sales volume
variation (y), which is determined because of
changing in a set of factor variables.

Calculations which were made based on the
materials of the researched company, allowed to
determine the 85% of variation of company’s product
sales volume that depends on efficiency of
communication policy are due to variation of cost
shares of the tools, which were considered.
Meanwhile the multiple coefficient of variation was
0.922 that indicates a strong correlation between the
resulting and factor variables.

Pair correlation coefficients measure the
strength of connection between the resulting
(dependent) variable (y) and factor variables (xi),
taking into account a suggestion that the whole
variation in y is determined by influence of xi.
Nevertheless, it is not true in reality: y variation is
being affected not only by variation in xi but also by
a number of other factors. That’s why a true
connection between the resulting and factor variables
in case of multiple correlation is worth to measure
through the partial correlation coefficients. The
performed calculations allowed to reveal that there
is the strongest correlation between the sales volume
and share of cost directed on Internet-marketing,
then – on targeted marketing activities and then –
direct marketing activities.

To form an optimal structure of communication
policy instruments budget the tools of regression
analysis are recommended to implement. The

following regression models that characterize the
dependence between cost share directed to the exact
instrument and sales volume are developed:

– Direct-marketing activities (õ1):
   y=145558x1

2–68689x1+9472;
– Internet-marketing (õ2):
   y=–14079x2

2+8994.3x2+80.727;
– Targeted marketing activities (õ3):
   y=–34108x3

2+25432x3–3181.5;
– Media marketing (õ4):
   y=–995.47x4

2–338.43x4+1524.2.

To determine cost share that the company
should spend on Internet-marketing and Targeted-
marketing activities (based on substantiated kind of
dependence) the above described approach of
calculating the extremum of functions is
recommended to implement. As a result it was
determined for the investigated company, the cost
share of Internet-marketing is to be 0.32 of total
budget, of targeted-marketing activities – 0.37.

To determine shares that are to be spent on
Direct-marketing activities and Media-marketing
activities based on the substantiated kinds of
dependence the implementation of extremum
method is not useful.

An optimization model is built that contains
an objective function (revenue maximization) and
necessary constrains:

y=145558x1
2–68689x1+9472max;

–995.47x4
2–228.43x4+1524.2>0;

x1, x4>0;

x1+x4=1–x2–x3.

The solution of the optimization model allowed
to establish that for the conditions of the researched
enterprise to ensure maximization of sales the share
of costs for Direct-marketing activities should be
0.19, and for media-marketing – 0.12.

The recommended changes in budget in

Share  Cost Rate, +/- 
Indicator 

Factual Plan Factual Plan Thousand UAH % 

Direct-marketing activities 0.23 0.14 138 61 –78 –56 

Internet-marketing 0.22 0.32 135 141 5 4 

Targeted-marketing activities 0.30 0.37 186 164 –21 –12 

Media marketing 0.26 0.17 161 75 –86 –54 

Total 1 1 614 440 –180 –29 

 

The results of improving the structure of cost spent on communication policy tools of the researched company

Source: developed by authors
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quantitative terms is presented in table.
Presented data proves that to optimize the

structure of the budget of communication policy
company is recommended to increase the share of
the cost directed to the Internet-marketing by 4%.
To esteem the impact of the proposed changes the
coefficient of revenue elasticity by the share of the
relevant type of cost is calculated by known formula
(E=0.16).

The value obtained shows that an increase in
Internet marketing costs by 1% allows one to increase
sales by 0.16%.

An increase in Internet marketing costs by 4%,
provided the simultaneous implementation of
organizational measures to improve the
implementation of this tool of communication policy,
will increase sales by 0.69%, which in physical terms
is an additional sale of 57 units. Provided that the
existing sales structure is preserved in terms of value,
this will allow the company to earn an additional
UAH 1,174,000. At the same time, the additional
costs associated with the production of 57 units of
products will amount to UAH 800,000, which
indicates the economic feasibility of the proposed
direction of improving the management of
communication policy.

Conclusions
In the conditions of the saturated market

strengthening of information interaction of the
enterprise with external environment – the
perspective direction of improvement of its
competitive position. The current level of
development of communication tools allows
managers to choose from a number of them.  The
experience of successful companies shows that the
best results are achieved by those companies that in
the process of developing communication policy
include in their arsenal a variety of tools (channels)
of communication. At the same time, it is impossible
to offer a universal structure of such tools, as its
specific type should reflect the specifics of the
enterprise, the industry in which it operates.

Also in the process of developing a
communication policy, cost control becomes
important. Promising in this direction is the
improvement of budgeting mechanisms for key
components of communication policy. It is proved
that it is expedient in the process of budget
development to use the economic method, tools of
correlation-regression analysis.

In a competitive environment, it is more
important than ever for businesses to control their
costs. The studies carried out in this work have
confirmed the operation of the law of marginal utility
of the costs that the company spends on
communication policy. The proposed model makes
it possible not only to determine the optimal amount

of this kind of costs, forming a communication policy
budget based on scientific methods, but also to
distribute resources between individual instruments,
taking into account their impact on changes in sales
volumes.

Improving the communication policy of the
enterprise is aimed at increasing all indicators of its
activities, but further research requires the formation
of sustainable competitive advantages in domestic
and foreign markets, which, in particular, depends
on the optimal structure of the selected tools.
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ÓÏÐÀÂË²ÍÍß ÊÎÌÓÍ²ÊÀÒÈÂÍÎÞ ÏÎË²ÒÈÊÎÞ
ÏÐÎÌÈÑËÎÂÎÃÎ Ï²ÄÏÐÈªÌÑÒÂÀ

Ãðîøåëåâà Î.Ã., ²âàíîâà Ì.²., Óñàòåíêî Î.Â.

Çàïðîïîíîâàíî íàïðÿìè óäîñêîíàëåííÿ óïðàâë³ííÿ êîìó-
í³êàòèâíîþ ïîë³òèêîþ ï³äïðèºìñòâà ç ìåòîþ ïîñèëåííÿ éîãî
ðèíêîâî¿ ïîçèö³¿. Ïîêàçàíî, ùî â óìîâàõ íàñè÷åííÿ ðèíê³â, à
òàêîæ ïåðåíàñè÷åííÿ ³íôîðìàö³éíîãî ïðîñòîðó âèá³ð ä³ºâèõ
³íñòðóìåíò³â êîìóí³êàòèâíî¿ ïîë³òèêè ñïðèÿòèìå ïîñèëåííþ
êîíêóðåíòíî¿ ïîçèö³¿. Àíàë³ç ñó÷àñíèõ íàóêîâèõ ïóáë³êàö³é äîç-
âîëèâ âñòàíîâèòè â³äñóòí³ñòü ºäèíîãî ï³äõîäó äî ðîçóì³ííÿ
çì³ñòó òà ñòðóêòóðè îïòèìàëüíî¿ êîìóí³êàòèâíî¿ ïîë³òèêè
ï³äïðèºìñòâà, à òàêîæ äî ìåòîä³â ¿¿ îö³íþâàííÿ. Äîâåäåíà
â³äñóòí³ñòü ïðÿìîãî çâ’ÿçêó ì³æ àáñîëþòíèì çíà÷åííÿì ñóìè
âèòðàò, ÿê³ ï³äïðèºìñòâî ñïðÿìîâóº íà êîìóí³êàòèâíó ïîë³-
òèêó òà îáñÿãàìè ðåàë³çîâàíî¿ ïðîäóêö³¿. Çàçíà÷åíî ê³íöåâó ìåòó
ðåàë³çàö³¿ êîìóí³êàòèâíî¿ ïîë³òèêè ïðîìèñëîâîãî ï³äïðèºìñòâà,
ÿêå ïðàöþº ó ñåãìåíò³ Â2Â, ùî âïëèâàº íà âèá³ð ³íñòðóìåíò³â
çîâí³øíüî¿ êîìóí³êàö³¿. Îá´ðóíòîâàíî äîö³ëüí³ñòü âèêîðèñòàí-
íÿ åêîíîì³÷íîãî ìåòîäó îá÷èñëåííÿ áþäæåòó ïðîñóâàííÿ â
ÿêîñò³ îïòèìàëüíîãî äëÿ ïðîìèñëîâîãî ï³äïðèºìñòâà. Ïîáóäî-
âàíî ìîäåëü ç âèêîðèñòàííÿì ìåòîäó ðåãðåñ³¿. Âîíà ï³äòâåð-
äæóº ä³þ çàêîíó ñïàäàþ÷î¿ ãðàíè÷íî¿ êîðèñíîñò³ âèòðàò íà
êîìóí³êàö³¿ ³ç çîâí³øí³ì ñåðåäîâèùåì. Çàïðîïîíîâàíî àëãîðèòì
âèçíà÷åííÿ îïòèìàëüíî¿ ÷àñòêè âèòðàò íà çáóò ó âèðó÷ö³.
Ðåêîìåíäîâàíî àëãîðèòì ðàö³îíàë³çàö³¿ ñòðóêòóðè âèòðàò íà
³íñòðóìåíòè êîìóí³êàòèâíî¿ ïîë³òèêè â ìåæàõ ðîçðàõîâàíîãî
îïòèìàëüíîãî îáñÿãó áþäæåòó ç âèêîðèñòàííÿì ìíîæèííîãî
êîåô³ö³ºíòà êîðåëÿö³¿, îêðåìèõ êîåô³ö³ºíò³â êîðåëÿö³¿, ³íñòðó-
ìåíò³â ðåãðåñ³éíîãî àíàë³çó, îïòèì³çàö³éíîãî ìåòîäó. Ïîáóäî-
âàíî îïòèì³çàö³éíó ìîäåëü, ÿêà äîçâîëÿº âèçíà÷èòè ÷àñòêè
âèòðàò íà ïåâí³ êîìóí³êàòèâí³ çàõîäè ó çàãàëüí³é ñòðóêòóð³
áþäæåòó. Ïîêàçàíî ï³äõ³ä äî ðîçðàõóíêó âïëèâó çì³íè ñòðóê-
òóðè âèòðàò íà çàõîäè êîìóí³êàòèâíî¿ ïîë³òèêè íà äèíàì³êó
îáñÿã³â ðåàë³çàö³¿ ï³äïðèºìñòâà.

Êëþ÷îâ³ ñëîâà: êîìóí³êàòèâíà ïîë³òèêà,
êîìóí³êàö³éíèé ïðîöåñ, áþäæåòóâàííÿ, îïòèì³çàö³ÿ,
ñòðóêòóðà ìàðêåòèíãîâèõ êîìóí³êàö³é, ²íòåðíåò-ìàðêåòèíã.

ÓÏÐÀÂËÅÍÈÅ ÊÎÌÌÓÍÈÊÀÖÈÎÍÍÎÉ
ÏÎËÈÒÈÊÎÉ ÏÐÎÌÛØËÅÍÍÎÃÎ ÏÐÅÄÏÐÈßÒÈß

Ãðîøåëåâà Å.Ã., Èâàíîâà Ì.È., Óñàòåíêî À.Â.

Ïðåäëîæåíû íàïðàâëåíèÿ óñîâåðøåíñòâîâàíèÿ óïðàâëå-
íèÿ êîììóíèêàòèâíîé ïîëèòèêîé ïðåäïðèÿòèÿ ñ öåëüþ óñèëå-
íèÿ åãî ðûíî÷íîé ïîçèöèè. Ïîêàçàíî, ÷òî â óñëîâèÿõ íàñûùå-
íèÿ ðûíêîâ, à òàêæå ïåðåíàñûùåíèÿ èíôîðìàöèîííîãî ïðî-
ñòðàíñòâà âûáîð äåéñòâåííûõ èíñòðóìåíòîâ êîììóíèêàòèâ-
íîé ïîëèòèêè áóäåò ñïîñîáñòâîâàòü óñèëåíèÿ êîíêóðåíòíîé
ïîçèöèè ïðåäïðèÿòèÿ. Àíàëèç ñîâðåìåííûõ íàó÷íûõ ïóáëèêà-
öèé ïîçâîëèë óñòàíîâèòü îòñóòñòâèå åäèíîãî ïîäõîäà ê ïîíè-
ìàíèþ ñîäåðæàíèÿ è ñòðóêòóðû îïòèìàëüíîé êîììóíèêàöè-
îííîé ïîëèòèêè ïðåäïðèÿòèÿ, à òàêæå ìåòîäîâ åå îöåíêè.
Äîêàçàíî îòñóòñòâèå ïðÿìîé ñâÿçè ìåæäó àáñîëþòíûì çíà-
÷åíèåì ñóììû çàòðàò, êîòîðûå ïðåäïðèÿòèå íàïðàâëÿåò íà
êîììóíèêàöèîííóþ ïîëèòèêó, è îáúåìàìè ðåàëèçîâàííîé ïðî-
äóêöèè. Îïðåäåëåíà êîíå÷íàÿ öåëü ðåàëèçàöèè êîììóíèêàòèâ-
íîé ïîëèòèêè ïðîìûøëåííîãî ïðåäïðèÿòèÿ, êîòîðîå ðàáîòà-
åò â ñåãìåíòå Â2Â, ÷òî âëèÿåò íà âûáîð èíñòðóìåíòîâ âíåø-
íåé êîììóíèêàöèè. Îáîñíîâàíà öåëåñîîáðàçíîñòü èñïîëüçîâà-
íèÿ ýêîíîìè÷åñêîãî ìåòîäà ðàñ÷åòà áþäæåòà ïðîäâèæåíèÿ â
êà÷åñòâå îïòèìàëüíîãî äëÿ ïðîìûøëåííîãî ïðåäïðèÿòèÿ. Ïî-
ñòðîåíà ìîäåëü ñ èñïîëüçîâàíèåì ìåòîäà ðåãðåññèè. Îíà ïîä-
òâåðæäàåò äåéñòâèå çàêîíà ïðåäåëüíîé ïîëåçíîñòè çàòðàò
íà êîììóíèêàöèè ñî âíåøíåé ñðåäîé. Ïðåäëîæåí àëãîðèòì îï-
ðåäåëåíèÿ îïòèìàëüíîé äîëè çàòðàò íà ñáûò â âûðó÷êå. Ðåêî-
ìåíäîâàí àëãîðèòì ðàöèîíàëèçàöèè ñòðóêòóðû çàòðàò íà èí-
ñòðóìåíòû êîììóíèêàòèâíîé ïîëèòèêè â ðàìêàõ ðàññ÷èòàí-
íîãî îïòèìàëüíîãî îáúåìà áþäæåòà ñ èñïîëüçîâàíèåì ìíîæå-
ñòâåííîãî êîýôôèöèåíòà êîððåëÿöèè, ÷àñòíûõ êîýôôèöèåí-
òîâ êîððåëÿöèè, èíñòðóìåíòîâ ðåãðåññèîííîãî àíàëèçà, îïòè-
ìèçàöèîííîãî ìåòîäà. Ïîñòðîåíà îïòèìèçàöèîííàÿ ìîäåëü,
ïîçâîëÿþùàÿ îïðåäåëèòü äîëè çàòðàò íà îïðåäåëåííûå êîììó-
íèêàöèîííûå ìåðîïðèÿòèÿ â îáùåé ñòðóêòóðå áþäæåòà. Ïî-
êàçàí ïîäõîä ê ðàñ÷åòó âëèÿíèÿ èçìåíåíèÿ ñòðóêòóðû çàòðàò
íà ìåðîïðèÿòèÿ êîììóíèêàòèâíîé ïîëèòèêè íà äèíàìèêó îáúå-
ìîâ ðåàëèçàöèè ïðåäïðèÿòèÿ.
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Èíòåðíåò-ìàðêåòèíã.



113ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2021, ¹ 2(14)

Management of communication policy of the industrial enterprise

MANAGEMENT OF COMMUNICATION POLICY OF THE
INDUSTRIAL ENTERPRISE

Grosheleva O.*, Ivanova M., Usatenko O.

Dnipro University of technology, Dnipro city, Ukraine
*elenag2107@gmail.com

Grosheleva O. ORCID: https://orcid.org/0000-0003-0928-8111

Ivanova M. ORCID: https://orcid.org/0000-0002-1130-0186

Usatenko O. ORCID: https://orcid.org/0000-0002-4291-8982

The ways to improve enterprise communication policy
management to strength its market position are proposed. It’s shown
that in conditions of saturation of the markets as well as oversaturation
of information space the choice of effective tools of communication
policy will improve competitive position. The analysis of modern
publications allowed to determine the absence of both common
approach to understanding of content and structure of optimal
communication policy and methods of its evaluation. The lack of
direct correlation between total expenses of enterprise spent to
communication policy and amount of sales is proved. The prominent
role of optimizing the budgeting of communication process is
substantiated. The final goal of implementation of enterprise
communication policy, operating in B2B segment, is proposed. The
usage of economic method to evaluate the budget of promoting as an
optimal method for industrial enterprise is substantiated. The model
based on regression method implementation is developed. It confirms
the effect of the law of marginal utility costs for communication with
the external environment. An algorithm for determining the optimal
share of sales costs in revenue is proposed. An algorithm to rationalize
the cost structure directed to the tools of communication policy within
the calculated optimal budget using a multiple correlation coefficient,
partial correlation coefficients, regression analysis tools, optimization
method is recommended.  An optimization model has been built,
which allows to determine the share of expenditures for certain
communication activities in the overall budget structure. The approach
to calculation of influence of change of expenses structure on measures
of communication policy on dynamics of volumes of company’s sales
is shown.

Keywords: communication policy, communication process,
budgeting, optimization, structure of marketing communications,
Internet-marketing.
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