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Abstract: This article is devoted to the justification of the need for a 

holistic management of enterprise marketing and management at the regional 

level. The author identified and described in detail the main components of a 

holistic marketing management tools at the enterprise and regional holistic 

marketing. 
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Аннотация: Статья посвящена обоснованию необходимости 

целостного управления маркетингом и менеджментом предприятия на 

региональном уровне. Автором определены и подробно описаны основные 

составляющие целостного инструментария управления маркетингом на 

предприятии и региональный целостный маркетинг. 
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Holistic marketing is a relatively new direction in the development of 

management concepts, in which all attention is focused on the integrated 

elements of a firm's business interactions with customers, suppliers and 

intermediaries. This concept does not consider a collection of individual 

elements, but all components as a whole. Holistic marketing is an attempt to 

balance the individual components and put them together. 

Holistic marketing can be viewed from two perspectives: enterprise 

holistic marketing and regional holistic marketing. 

Each of these approaches has its own characteristics and its own set of 

tools. 

The concept of holistic marketing at an enterprise involves increasing 

production volumes and attracting customers and partners through holistic 
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marketing programs and taking into account the interests of consumers, partners, 

society and company employees as much as possible. 

The components of holistic marketing [6] are shown in Figure 1. 
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Figure 1 - Components of holistic marketing. 

Each of the elements of this approach has its own tools to improve the 

efficiency of the company. 

The task of integrated marketing is to develop activities and draw up a 

complete integrated marketing program for creating, promoting and delivering 

value to consumers. [2] These activities can be very diverse and traditionally 

they are usually described as a marketing mix or a "4P" system. J. McCarthy 

proposed to classify marketing tools in four areas: Product, Price, Place and 

Promotion. 

The components of the marketing mix, from the point of view of the 

seller, are the marketing tools with which he can influence the buyers. From the 

point of view of the buyer, the purpose of each marketing tool is to increase the 

value of the consumer. 

In addition to the well-known traditional and extended models of 

integrated marketing, there are other models based on them. These models are 

presented in Table 1. 
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Table 1  

Marketing mix models 

Model The constituents Authors 

5P 4P + Packaging 
J.T. Russell, 

W.R. Lane 

5P 4P + Perception N. Hart 

6P 4P + Public opinion + Politics F.Kotler 

7P 6P+ Policy F. Popcorn 

8P Traditional 7P + Pace L. Tweed 

12P 8P + Permission + Paradigm + Pass + Practice S. Godin 

12P + 4A 
12P + Adressability + Accountability + 

Affordability + Accessibility 

S.Rapp, 

C.Martin 

The development and implementation of any marketing activity is carried 

out with an eye to all other marketing activities of the company. The company 

must integrate demand management, resource management and partner network 

management systems. 

Internal marketing is the provision of proper marketing principles to the 

enterprise by all employees of the organization. This element of holistic 

marketing is aimed at promoting and understanding ideas both within the 

enterprise as a whole and at the level of individual departments. 

By analogy with traditional marketing and the 4P model, the internal 

marketing mix includes the following tools: 

1. The job offered by the organization to the employee is an internal product. 

The satisfaction of the staff with the internal product (work) depends on how the 

consumer properties of this product meet the expectations of the staff. 

2. Payment - the price of the domestic product. Domestic product pricing is 

based on the assumption that employee benefits from work must be greater than 

this opportunity cost. In other words, the price of an internal product is 

determined by the degree of employee motivation. 

3. Place (distribution) - a way of bringing an internal product to its consumer 

(employee). On the one hand, this component is considered from the point of 

view of the effectiveness of the organizational structure [7]. On the other hand, 

it is the correct distribution of employees within the organization. It also 

considers the convenience of the territorial location of the workplace for 

individual employees. 

4. Promotion of an internal product is the formation of a corporate culture 

that contributes to meeting the needs of internal customers, the creation of a 
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system of effective relationships between internal customers and internal 

suppliers, between internal customers and external customers, the development 

of internal communications and other elements of internal PR. Thus, the internal 

marketing toolkit is: 

 Product - A job offered by an organization to an employee; 

 Price - Labor remuneration; 

 Place - Organizational structure; 

 Promotion - Internal PR. 

Analytical methods of social and ethical marketing [3] are presented in 

Figure 2. 

 

 

 

 

 

 

 

 

 

 

Figure 2 - Traditional analytical methods 

Table 4 

Multivariate analysis methods and their characteristics 

Name Characteristic 

SPACE - analysis 

(Strategic Position 

and Action 

Evaluation) 

Strategic assessment of positions and actions. This 

method is based on the analysis of the position of the 

organization and the conditions of its functioning 

according to four groups of factors: competitive 

advantage, financial position, attractiveness of the 

industry and the stability of the economic environment. 

PEST - analysis Designed to identify and assess political (Policy), 

economic (Economy), social (Society) and technological 

(Technology) groups of environmental factors that can 

affect the activities of the organization 

ETOM - analysis 

(Environmental 

Treats and 

Matrix of external threats and opportunities. Experts, 

independently or from the proposed list, single out the 

most significant environmental factors for the 

Traditional methods of social and ethical marketing 

Document analysis 

Comparison method 

Parametric methods 

Monitoring 

Cost estimation 

method 

Efficiency assessment 

method based on the 

analysis of customer 

satisfaction 
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Opportunities 

Matrix) 

organization in terms of possible threats or opportunities. 

Further, experts determine the most significant for the 

organization, which are weighed, evaluated and taken into 

account in operational management and in developing a 

strategy. 

SWOT - analysis The method of strategic planning, which consists in 

identifying the factors of the internal and external 

environment of the organization and dividing them into 

four categories: Strengths (strengths), Weaknesses 

(weaknesses), Opportunities (opportunities) and Threats 

(threats) 

QUEST - analysis It is considered a method of online scanning of the 

external environment. Thanks to it, it becomes possible to 

apply a balanced approach to the development of quick 

action programs in response to the impact of the macro 

environment on the company's activities. 

SNW - analysis Analysis of the strengths, neutrals and weaknesses of the 

organization. With the help of special scorecards, it allows 

you to identify satisfied, not fully satisfied and not 

satisfied customer needs 

KPI - analysis (Key 

Performance 

Indicator) 

An indicator of success in a specific activity or in 

achieving specific goals. Research is carried out on a 

specific issue to obtain information that allows you to 

identify and establish certain patterns (trends) 

To ensure stable relations between the client and the company, 

relationship marketing tools are directed: general product development with the 

consumer, special types of services, quality assurance, individual and technical 

requirements, price differentiation, discount systems, bonuses for regular 

customers, direct deliveries, catalogs, personal contacts, special promotions, 

special offers, hotline, event marketing, customer clubs, new media and 

communications. 

We looked at the tools of holistic marketing at the firm level, which 

includes four components: relationship marketing, integrated marketing, in-

house marketing and socially responsible marketing. When projecting to the 

region, it is necessary to revise the key elements of holistic marketing. 

  



________________________________________________________________ 

"Экономика и социум" №9(88) 2021                                       www.iupr.ru 

Elements of holistic regional marketing [4] are shown in Figure 5. 

 

 

 

 

 

 

 

Figure 3 - The structure of holistic marketing in regional management 

 Territory marketing is the most important volumetric component of 

holistic regional marketing. In its composition, one can distinguish elements 

within that are aimed at increasing the attractiveness of the regional market: 

image marketing and attractiveness marketing. 

 Territory marketing tools: SWOT analysis, analysis and selection of target 

markets and positioning (determination of current and desired positions) of 

territories. 

SWOT analysis assumes, as a result of its application, the creation of a 

matrix for analyzing the living conditions of the system. On its basis, a 

comprehensive assessment of the current state of the territory, its 

competitiveness is given. 

 The method of analysis, selection of target markets and positioning of the 

territory involves: 
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Figure 4 - Stages of analysis, selection and positioning 
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The main goal of socially responsible marketing is, first of all, to improve 

the quality of life of the region's population. As in the holistic marketing of an 

enterprise, the main tools for socially responsible marketing in the region are 

SWOT analysis, SNW analysis, SPACE analysis, as well as PEST analysis. 

Marketing of innovations is the most relevant component of the holistic 

marketing of the region. The tools of this element of holistic marketing include 

benchmarking, internet marketing, conceptual modeling of the development of 

territories, ABC analysis of the resource potential of the region. 

Benchmarking involves the process of comparing the performance of a 

territory with the best companies in the region and in the industry, followed by 

the implementation of changes to achieve and maintain competitiveness. 

Internet marketing is currently the most ambitious tool to strengthen your 

own position in the market. Internet technologies allow companies to provide 

companies not only with general information about the socio-economic situation 

of the city and its infrastructural features, its geographical location and the 

specifics of the entire region, but also, using various information visualization 

tools, to clearly justify the advantages of certain business solutions. 

Conceptual modeling involves assessing the level of socio-economic 

development at the moment in order to predict and form a development strategy 

for the future. 

The ABC analysis of the resource potential of the region makes it possible 

to classify the resources of the region according to the degree of their 

importance. 

Infrastructure marketing serves as the most important and, in the long 

term, the most stabilizing element of the region's marketing, since the 

infrastructure itself is its supporting frame and foundation at the same time. The 

main tools for this component of holistic marketing are SWOT, ABC, PEST - 

analyzes. 

Thus, a modern approach to the development of management decisions, 

taking into account and using holistic marketing tools, creates the basis for 

making effective decisions and developing marketing programs both at the 

regional and corporate levels. 
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