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Anortanisi. CTarTs nMpucBsYeHa KOMITIEKCHOMY TOCIIKEHHIO B3a€MO3B'SI3KY MiXK YIIPaBIIiHHIM
MapKETHHIOM 1 KOPIOPAaTUBHOIO KYyJbTYpOIO B CyJ9acHOMY Oi3Hec-cepemoBHUIIi. MeTOomoNoriaHy
OCHOBY CTAaHOBUTb KPUTHYHMH aHaji3 HayKOBOI JITepaTypd Ta JIOTiYHE MOAETIOBAHHS 3B SI3KY
«cTpaterii — KyJbTypa — MapKeTHHI». 3alpOIIOHOBAaHO aBTOPCbKE BHU3HAYEHHS KOPIOPAaTHUBHOI
KYJIbTYpH ¥ OKpECJIeHO KOHIeNTyalnbHe OadeHHs ii iHTerpamii y mpolecd MapKeTHHTOBOTO
ynpasniHHs. OCHOBHI  pe3ysbTaTd, ULI0 XapakTepU3ylOTh HAayKOBY HOBHM3HY MPOBEIEHOTO
JOCHI/DKEHHS, TOJSraloTh y OOIPYHTYBaHHI BayKIMBOCTI CIIMPATUCS Ta BpPaxOBYBaTH HasiBHUN
MOTOYHHUN PiBEHb KOPIOPATHBHOI KYJNBTYpH 1 IiJIel mojo i po3BUTKY B mporieci (GOopMyBaHHS Ta
pearnizanii MapKeTHHIOBUX CTpaTerii MiANPHEMCTBA, IO AOLUIBHO BIPOBAIKYBAaTH HAa HAaWBUILUX
PIBHSX yNpPaBIiHCBKOI IiSUTBHOCTI HUISIXOM Y3TOJDKEHHS 3arajbHUX €JIEMEHTIB CHUCTEM YIPaBIIiHHA
HiIMPUEMCTBOM 13 CUCTEMOIO YIPAaBIiHHS MapKeTUHroM. [IpakTudHa IiHHICTH MOJATAE Y TOMY, IIO
3aMpONOHOBAHMHN MIiAXIJ MOXE CTaTH METOOJOTIYHUM HIATPYHTAM IS MOJANBIINX JOCIIIKEHB 1
BIOCKOHAJICHHS! KOPHOPAaTHUBHUX NMPAKTHK Yy KOMIAHISAX Pi3HMUX ramyseid. Ilompu ummany KilbKicTh
mpaup i3 MAapKEeTHMHIOBOIO MEHEIKMEHTY, B3a€MO3B’SI30K MIXK YIPaBIIHHAM MAapKETHHIOM 1
KOPIIOPATUBHOIO KYJIBTYPOIO JIOCI JIMIIAETHCS MAaJOAOCIi/DKEHUM. Y CTaTTi BHCBITJIICHO €BOIIOIIIO
KOHIleTii MapkeTuHry — Bin knmacuvaux norsniB 1. Jpykepa, ®@. Kornepa ta K. Kemnepa mo
Cy4JacHUX MiIX0AiB AMepHKaHCBKOI acowuiamii MapkeTuHry. OcoOnuBy yBary HpUAIICHO KOHLEMLil
«KOMILIEKCY MapKeTUHTY» 1 HOro PO3BUTKY BiJ HOTHPHOX JI0 CeMH eleMeHTIB «P», Ta xopemsmii
KOXKHOTO €JIEMEHTa 3 KIFOUOBUMH KOMIIOHEHTAMH KOPIOPATUBHOI KYJIbTypH. Po3risiHyTO npobiemu,
HampsMH Ta TEPCIEKTHBH AOCHIIKEHHS KOPIOPATUBHOI KYyJIbTYpH, & CaMe€ LIHHOCTi, HOPMH,
KOMYHIKaI[iifHi Mporecu U IMoKa3aHo, 10 MAapPKETHHTOBI CTpaTerii CYTTEBO 3aiexarh BiJ ii piBHS
PO3BUTKY. Y CTaTTi TaKOX PO3TJISHYTO POJIb KOPIOPATUBHOI cTparterii, Oi3Hec-cTparerii Ta
(hyHKIIIOHABHOI CTpaTerii B ympaBmiHHI MapkeTHHroM. lligkpecieHo, mo ycmilrHe BIpPOBaKEHHS
MapKETUHTOBHUX CTpPATETid 3aJeKUTh BiJ PiBHS PO3BUTKY KOpPIIOpaTHBHOI KynbTypu. Ha 3aBeprieHHs
HAroJIOUICHO Ha HEOOXiHOCTI BpaxXyBaHHS KyJIbTYPHUX YMHHHKIB ITiJ] Yac pOo3pOOKH MapKETHHTOBHX
cTpaterii i copMynbpOBaHO y3aragpHEHY MO3MINIO, 3TiAHO 3 SKOK YIPABIIHHI MapKETHHTOM €
MIXoAoM, [0 Oa3yeTbcsi Ha BH3HAYEHHI Ta BpaxyBaHHI KOPIOPATHBHOI KyJNbTYpH IIISXOM
BU3HAUYEHHS OKPEMHUX KaTEerOpii Ta MOUIYKY TOYOK 31TKHEHHS.

Knawu4oBi cioBa: ynpaBiiHHS MapKeTHHIOM, KOpPIOpAaTUBHA KyJIbTypa, MapKETHHTOBI
CTparterii, BHyTPIilIHI KOMYHIKaIlisi, KOHKYPEHTOCIIPOMOKHICTb.
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Abstract. The article comprehensively examines the interplay between marketing management
and corporate culture within today's business environment. The research design combines a critical
review of the pertinent scholarly literature with logical modelling of the "strategy—culture—-marketing"
nexus. The authors advance an original definition of corporate culture and outline a conceptual vision
of how it can be embedded in marketing management processes. The main findings that define the
scientific novelty of this study consist in substantiating the importance of relying on and taking into
account both the existing level of corporate culture and the organisation’s objectives for its further
development when forming and implementing marketing strategies. This substantiation highlights that
such consideration should be integrated into the highest levels of managerial decision-making, through
aligning the general elements of the enterprise-wide management system with the marketing
management system. Its practical relevance stems from the potential of the proposed approach to serve
as a methodological foundation for subsequent investigations and for refining corporate practices
across sectors. Although marketing management research is abundant, the interdependence between
marketing governance and corporate culture remains underexplored. The article traces the evolution of
marketing thought — from the classical views of P. Drucker, F. Kotler and K. Keller to contemporary
perspectives endorsed by the American Marketing Association. Special attention is devoted to the
marketing mix concept, charting its expansion from the original four Ps to the extended seven Ps and
how each element correlates with key components of corporate culture. Issues, directions and
prospects for cultural research — values, norms and communication processes — are examined,
demonstrating that marketing strategies are highly contingent on cultural maturity. The discussion
further considers the roles of corporate, business and functional strategies in marketing management,
emphasising that successful strategy execution depends on the level of cultural development. In
conclusion, it is necessary to consider cultural factors when developing marketing strategies. A
generalised position is formulated according to which marketing management is an approach based on
defining and considering corporate culture by identifying specific categories and finding points of
contact.

Keywords: marketing management, corporate culture, marketing strategies, internal
communication, competitiveness.

Introduction. This article aims to understand the relevance of marketing management
and corporate culture in today's era, as marketing strategies, values and policies enter all
business areas and are fundamental to its development. Marketing management includes
developing and implementing marketing strategies that help create and maintain competitive
advantages. Meanwhile, corporate culture determines the norms, values and behaviours that
influence the existing aspects of business activities, including marketing strategies. Therefore,
studying the relationship between marketing management and corporate culture is extremely
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important for understanding how corporate values and principles can influence the success of
marketing activities and overall business performance.

The importance and expediency of identifying this relationship and interaction are due
to the problems of strategy implementation — a reasonably large number of companies, having
a formalised and carefully formed marketing strategy and program, do not implement it and
sometimes do not even pay attention to it in the course of work. As H. Mintzberg noted in his
work, "more than half of the strategies developed by an enterprise are never fully
implemented.” [15]. The analysis of numerous sources has shown that many experts address
the issue of implementing selected and formalised marketing strategies. For instance, L.
Alexander [5], based on a study of 93 enterprises, identifies the following as the most
significant obstacles to strategy implementation: "inadequate estimation of the time required
for strategy implementation; unforeseen external environmental factors; low engagement of
middle management in the implementation process; poor coordination between different
structural units of the enterprise; a gradual decline in attention to strategy execution over time;
a mismatch between the existing qualifications of personnel and the competencies required
for implementation; and the inefficiency of current information systems for monitoring
strategy execution.” Alternatively, R. Reed and R. Buckley, in their work [17], identify four
critical areas when discussing challenges related to strategy implementation:

- First, the alignment between strategy and the organisational structure is important.

- Second, existing budgeting systems are predominantly monetary and do not fully

account for the intangible aspects of modern marketing strategies.

- Third, the current management style of the enterprise does not meet the

requirements for effective strategy implementation.

- Fourth, goal setting and performance monitoring lack sufficient detail and do not

encompass all aspects of strategy execution.

The study by M. Beer and R. Eisenstat [7] revealed additional significant barriers to
successful strategy implementation, including a passive management style among managers;
unclear strategic intent and conflicting priorities regarding strategy execution; ineffective top
management teams; weak vertical communication; poor coordination among organisational
units; and insufficient development of managerial skills at the enterprise.

The presented research findings indicate that among the key issues, experts highlight the
state of enterprise management, the existing level of competencies among managers
responsible for decision-making, implementation, selection of tools for achieving set goals,
and methods for task execution. It is crucial to emphasise that employees of an enterprise,
including managers of any level of management, may have a high level of knowledge, skills
and abilities that do not correspond to their behaviour and actions due to the level of the
enterprise's culture. Our hypothesis is as follows: the established and attained level of
corporate culture has a direct impact on the implementation of marketing management,
particularly in terms of executing selected concepts, models, strategies, and the fulfilment of
marketing plans and programs.

As of 2025, the Scopus database contains over 4,000 scientific publications in
"Marketing Management”. Priority was given to works focused on the study, systematisation,
and generalisation of key issues in managing enterprises’ marketing activities, including
identifying significant barriers to implementing formulated marketing strategies. The most
common approach is classifying factors hindering effective marketing management into two
groups — internal and external, which corresponds to the strategic approach that combines the
results of external and internal environmental analysis. Thus, in one of the works [1], the
authors state: "Internal problems should include the mismatch between the enterprise's
marketing activities and market needs, issues related to the organisation of marketing
activities within the enterprises themselves, employee resistance to change, and so on.
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External problems may include the volatility and turbulence of the external environment, the
variability of its influence, challenges in marketing high-tech products, and similar factors".
Of particular importance, in our view, is the authors' proposal to divide internal problems into
two subgroups — "hard" and "soft". Among the list of "soft" factors that hinder practical
marketing activities, special attention is given to the management's lack of understanding of
the importance of marketing and the level of competence of the employees responsible for
carrying out such activities.

V. Polonets [3] addresses the issues of identifying and overcoming barriers to marketing
activities that hinder enterprises from gaining and maintaining competitive market positions.
In his work, the author identifies and systematises the problems of marketing strategy
implementation and seeks to determine their root causes and ways to overcome them. Among
the twelve key issues highlighted by the researcher, our attention is drawn to the following
causes: overestimation of the enterprise's potential and capabilities; allocation of resources not
aligned with the defined strategy; low level of management within the enterprise; lack of
communication; and a mismatch between the existing qualifications of management and the
requirements for strategy implementation.

The author of the study [4] identifies the following influential negative factors affecting
the marketing implementation process: "chaotic use of individual marketing components;
associating marketing solely with advertising; unjustified application of Western tools and
methods; a non-creative approach to marketing activities; short-term orientation; absence of
customer-oriented programs as a core business value; low level of service; lack of flexibility
and insufficient knowledge of one's consumers.” This list of problems indicates the presence
of certain conceptual limitations within the enterprise's management. The work of marketing
specialists directly depends on the guidance, views, and beliefs of higher-level managers, as
well as on the level of culture established by top management.

Both foreign and domestic experts have devoted significant attention to improving
marketing management in enterprises. Scholars such as T. Gruen, R. Deshpande, F. Webster,
I. Potapiuk, T. Andrushchenko, Yu. Moroz, E. Feldman, F. Stanley, E. Olson, K. Finnegan,
and 1. Antunes have made the most substantial contributions to the study of marketing
management and its connection with corporate culture. However, the specific topic of the
relationship between marketing management and corporate culture remains relatively
underexplored in the academic literature.

Task statement. In today's customer-oriented world, the issue of how marketing
activities depend on the established level of corporate culture is highly relevant and timely.
The authors attempt to explore these categories based on the need for customers to understand
enterprises' value systems.

This article aims to investigate the relationship between the efficiency and effectiveness
of marketing management and the achieved level of corporate culture within an enterprise. It
focuses on analysing the impact of corporate culture on the development and implementation
of marketing strategies and identifying key factors that ensure the effectiveness of marketing
activities in the context of corporate culture.

The research methodology is based on a critical review of current scholarly sources and
logical modelling of interrelations.

Results. In 1954, in his work "The Practice of Management", P. Drucker was one of the
first to articulate the marketing concept. He stated that "marketing is not a separate
managerial function but rather the entire business seen from the customer's point of view"
[10]. The author emphasised that the purpose of marketing is for the company to know and
understand the customer and their needs so that the company's product or service effectively
addresses the customer's problems. This concept does not centre on selling products. On the
contrary, according to Drucker, the outcome of marketing is a customer who is willing and
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ready to buy. Thus, the company must create a product that is attractive to the customer, offer
this value, and demonstrate how it addresses specific customer problems, challenges, and
needs. Each customer receives information about this value and acquires it through specific
communication channels, sales, or interaction. The choice of a particular path directly
depends on the customer's established system of value priorities (norms, stereotypes,
preferences, beliefs, etc.). For enterprise managers and specialists, it is essential not only to
identify customer expectations but to deliver them through means and tools that the customer
perceives as appropriate rather than merely those available or appealing from the business's
point of view. In this lies the intrinsic connection between marketing management and the
specific corporate culture, a fundamental and shared set of beliefs and values through which
the customer (buyer, consumer, contractor, partner, or other stakeholder) perceives the
company as a whole. [10].

Researchers from the American Marketing Association define marketing management
as setting an organisation's marketing goals (considering internal resources and market
opportunities), planning and implementing actions to achieve these goals, and measuring
progress toward their attainment. This process must be continuous and iterative (within the
framework of the planning cycle) so that the organisation can continuously adapt to internal
and external changes that present new challenges and opportunities [23].

Experts P. Kotler and K. Keller adhere to the view that marketing management is both
the art and science of choosing target markets and acquiring, retaining, and growing a
customer base through creating, delivering, and communicating superior customer value [14].
The researchers emphasise that leadership and managerial decisions play a decisive role in
strategic marketing planning, influencing the direction and success of marketing initiatives.
Various classifications of marketing strategies developed by experts, and their types
depending on the selected key justification criteria, offer enterprises a wide range of
alternatives for strategic marketing behaviour — options for marketing goals and objectives,
decisions regarding their implementation, and tools that support their realisation and
contribute to achieving overall corporate objectives.

Summarising the presented points of view, marketing management focuses on the
effective management of a company's marketing resources and operations, as well as on the
practical application of marketing activities — specifically, the strategies and procedures
within organisations.

To understand the processes managed by marketing and how they interact in a
customer-oriented world, we believe it is appropriate to consider the concept of the
"marketing mix". As noted by J. Wichmann, A. Uppal, A. Sharma, and M. Dekimpe in their
work "A Global Perspective on the Marketing Mix Across Time and Space”, the marketing
mix is "the part of a firm's marketing strategy that is based on it and implemented through
specific actions that utilise various tools and channels oriented toward the customer” [21]. In
other words, the marketing mix is a cohesive set of actions that simplify the work of the
marketing manager by using a defined set of marketing tools.

In 1960, E. Jerome McCarthy classified the tools of the marketing mix into four broad
categories, which he referred to as the four Ps of marketing: product, price, place, and
promotion. However, since the 1960s, marketing has evolved to encompass more integrated
and complex components due to the development of global business and a societal shift
toward customer orientation. As a result, a 5th - people — was added. In the modern context,
two additional Ps have been introduced: process and physical evidence [22]. Each of these
elements cannot be viewed in isolation, as they function only in synergy: it is impossible to
create or modify a successful product without analysing the pricing strategy or how logistics
will deliver the product to the customer.
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In our view, the seven Ps in a value-oriented world should be interpreted as follows,
based on the extended marketing mix model originally developed by McCarthy and expanded
by Booms and Bitner [22]:

- Product: Product orientation must be based on the understanding that the product
should deliver value to the customer. Companies should focus on what customers truly want
in order to develop products that meet their expectations.

- Price: Price orientation should be grounded in the concept of value. The price of a
product or service is determined not only by financial costs but also by the value it delivers —
this may include service quality, additional offers, brand positioning, and popularity.

- Place: Place orientation should consider the convenience of the platform, whether
offline or online, as well as logistics, inventory, and distribution. Purchasing convenience is
now one of the key factors in customer retention, just like delivery quality, which
significantly contributes to the perceived value of the purchase.

- Promotion: Companies use promotion to communicate who they are, what they do,
how they do it, and what values they uphold (often indirectly). Promotion encompasses
branding, websites, visual identity, print materials, and social media presence. Typically, all
promotional elements of a company are coherently aligned and reflect its values and approach
to customer relations.

- People: A company's reputation strongly depends on its personnel. Any interaction can
be crucial because the product is often inseparable from the employee delivering it. Staff
represent the face of the company, and therefore, people significantly impact customer
satisfaction.

- Process: Delivering the product and the behaviour of those involved is crucial to
customer satisfaction. The purchasing experience is no longer seen as routine. Consumers
want to engage in a process that reveals different facets of the company, helping them decide
whether to become loyal customers or move on. End users are not interested in a company's
internal challenges — they seek effective solutions. A poor experience may result from long
waiting times, slow website loading, or impolite service. Thus, the process integrates almost
all of the aforementioned tools and their close interrelation with the customer.

- Physical Evidence: In today's world, trust in unfamiliar products or services is a
significant issue. Consumers cannot know in advance whether a product will be of high
quality or whether a company is trustworthy. This challenge can be addressed through
effective communication, selling products or services through appropriate channels, and
maintaining clean, professional social media pages, among other means.

Each element of the marketing mix must be specified by selecting practical tools that
enable the fulfilment of particular tasks and collectively contribute to achieving the defined
objective. From our point of view, the marketing mix represents a set of actions and specific
measures that make it possible to implement the chosen marketing strategy. These elements
must be internally consistent, non-contradictory, and aligned to interact in a unified direction.
To summarise, marketing mix decisions should be based on understanding end users' needs,
expectations and wishes. At the same time, they can demonstrate and manifest the values and
principles of the enterprise, which are realised and taken into account in the process of
forming marketing programmes and complexes. Moreover, companies can quickly address
staffing levels, personnel changes, advertising expenditures, etc. However, businesses cannot
easily modify existing products, develop new ones, change points of sale, or alter distribution
channels. Therefore, when considering the seven Ps, it becomes evident that the marketing
mix cannot function effectively without planning and substantiating the chosen marketing
strategy and tactics. Consequently, it is appropriate to consider general strategies at multiple
enterprise levels, of which the marketing strategy is integral.
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The hierarchical approach to classifying enterprise strategies is widely recognised.
According to this approach, strategies are divided into corporate (overall) strategy, business
(competitive) strategy, functional strategy, and operational strategy. Each strategic level
outlines specific directions and actions the enterprise should follow to achieve its objectives,
build and maintain sustainable competitive advantages, allocate resources effectively, and
ensure long-term success [11; 13].

Corporate strategy aims to define the long-term direction and overall scope of an
enterprise's activities. It occupies the highest level among the various types of strategies.
Research on corporate strategy addresses the question: "How do managers define and control
the scope of their firms? That is, how do they determine which businesses belong to their
firms and which do not, what operations (such as mergers and acquisitions, alliances, or
divestitures) they undertake to achieve this scope, how they allocate resources among the
businesses, and how they coordinate or encourage interdependence among them?" [11].

Business strategy operates at the level of individual business units. It determines how
and by what means each specific unit competes within its industry and defines its strategic
direction. Collecting business strategies should make the corporate strategy more concrete,
realistic, and achievable. It should provide a clear understanding of what each business unit
contributes to the overall corporate goal and what its role is in achieving the enterprise's
desired future state. In turn, the set of functional strategies addresses the question: "How can
the specific function of each department contribute to the implementation of the business
strategy?" [13].

Marketing strategy involves recognising customer needs and desires as a clearly defined
category and focusing on delivering goods and services that most effectively satisfy consumer
demands. It should include goals, objectives, performance indicators, and a financial budget.
Marketing planning is closely linked to overall business planning. On one hand, the marketing
strategy is a classic functional strategy within the organisational hierarchy. It answers the
question of how the marketing function contributes to achieving and sustaining competitive
positions and advancing toward the overall organisational goal. When considered a functional
strategy, marketing involves managerial decisions related to market segmentation,
positioning, and developing marketing mixes for selected target markets. Alongside other
functional strategies (such as production, finance, and R&D), it defines how the enterprise
will attain its desired competitive position, maintain or gain competitive advantages,
differentiate itself in the eyes of consumers, and achieve business outcomes.

In contrast, a marketing strategy is a derivative of corporate values, mission, goals, and
vision. This type of strategy is more important. In other words, the marketing component is
present in higher-level strategies. Marketing is a business philosophy, a system of ideas
defining the future state an enterprise aspires to. Accordingly, the marketing strategy becomes
an integral part of strategic-level decision-making, relating to the enterprise's direction of
development, strategic positioning models, business models, competitive strategies, and more.
As they seek answers and ways to implement them, enterprise managers must determine
whom the company serves (and who does not belong to its customer base), which markets are
targeted (in both current and strategic perspectives), and what types of interaction and
cooperation are developed with stakeholders. The marketing dimension becomes critical for
managers who make strategic decisions that establish the rules all employees follow in their
daily activities - rules that define the type and model of behaviour that will guide the
implementation of the enterprise's key interests. And it is crucial to rely on the existing
corporate culture and understand that changing, developing, improving (or moving to a higher
level) is a long and complex process. Making decisions that are not in line with current
existing beliefs and behavioural patterns is risky and will reduce the probability of
implementing well-written strategies.
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There is a prevailing view within academic circles that consumer culture can influence a
company in defining its marketing strategy [6]. Moreover, as noted by S. Slater, E. Olson, and
C. Finnegan in their work "Business Strategy, Marketing Organization Culture, and
Performance”, there is a strong interconnection between corporate values (shared values),
corporate behaviour, and performance. The authors claim that effective communication
processes are important for optimising marketing communications and ensuring coordinated
interaction with customers, ultimately increasing marketing efficiency [20]. Summarising the
above, a close relationship between corporate values, behaviour and performance confirms the
importance of integrating corporate culture into marketing practices. This highlights the
necessity of developing models that consider the cultural factors of consumers and their
impact on strategic marketing decisions.

It is worth mentioning E. Schein's point of view that norms and behaviour in an
organisation significantly affect internal communication processes and the overall
effectiveness of the team, which influences the implementation of marketing strategies [19].
Based on this thesis, integrating corporate norms and behavioural standards into marketing
activities may significantly enhance strategy implementation effectiveness. This is a
particularly interesting assertion that we will consider for further exploration in future
research.

Scholars generally share a common understanding when addressing the issue of
defining corporate culture. According to R. Deshpande and F. Webster, corporate culture is
defined as a pattern of shared values and beliefs used to understand how organisations
function, serving as behavioural norms within those organisations. The authors believe that
organisational culture, which is determined by shared values and beliefs, plays a crucial role
in forming marketing strategies and directs the overall direction of the company's marketing
efforts [9]. Meanwhile, M. Robbins [18] defined corporate culture as a system of common
values shared by members of an organisation that differentiates it from other organisations.
Another perspective describes corporate culture as "a pattern of basic assumptions learned by
a group as it solves its problems of external adaptation and internal integration, which has
worked well enough to be considered valid and, therefore, to be taught to new members as the
correct way to perceive, think, and feel concerning those problems” [19]. Corporate culture is
a system in which values and cultural principles are consciously recognised and embedded in
internal policies, thus guiding the behaviour of business entity members. It also encompasses
declared internal rules, policies, procedures, and standards that regulate employee conduct.
Culture not only shapes the approaches and regulations for task execution and decision-
making but also defines the modes of interaction among employees, management, and
external stakeholders. The choice of actual tools, actions, and communication methods
depends on the existing level of culture and on each employee's willingness to enhance,
develop, and improve it.

We propose to analyse the structure of corporate culture by considering the diagram
presented below in Figure 1.
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brleflngs; _ Identification Culture / legends, stories;
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- corporate - brand mark; celebrations;
publications. - slogan; - traditions.

- logo.

Fig. 1 The structure of corporate culture
Source: authors development using [16]

Based on Figure 1, the elements of corporate culture structure undeniably exhibit
marketing characteristics. This connection influences a company's internal operations and
external behaviour. As noted by I. Potapiuk [16], marketing is directly linked to corporate
culture and is aimed at:

- the creation of elements of corporate culture that influence the internal
objectives of the enterprise, as defined by specific individuals;
- consideration of management's requirements;
- interaction with employees aimed at their support and encouragement (in some
instances, sanctions may be applied when violations are identified);
- consideration of the system of guiding principles;
- the mission and the code of corporate ethics.
In the table below, we have systematised the perspectives of various scholars to
provide a more detailed understanding of the influence of corporate culture components on
marketing activities.
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Table 1

Key components of corporate culture and their impact on marketing activities

Component of Corporate
Culture

Impact on Marketing Activities

Source

Values and Principles

Formation of core strategic marketing goals

Deshpande R.,

Webster F.E.
Norms and Behavior Influence on internal communication and Schein E.H.
team effectiveness
Organizational Rituals Support for corporate identity and branding Behar H
Goldstein J.
. Optimisation of marketing communications Slater S.F.,
Communication Processes ; ) Olson E.M.,
and customer interactions :
Finnegan C.
Leadership and Influence on strategic decision-making in Kotler P.,
Management marketing Keller K.L.

Source: authors development using [8; 9; 14; 19; 20].

It is widely recognised that the management of marketing activities and the selection of
specific tools for implementing marketing initiatives are directly linked to the chosen concept
- a particular system of views on the market, the consumer, and internal and external
processes. The concept defines the core idea and the unique understanding of the essence and
objectives of marketing within the enterprise. The perspectives on marketing activity are
directly and inherently connected to the overall corporate management system. The
established general approaches and principles of enterprise management, consciously
recognised values and culture, and documented internal policies directly influence marketing
management. These values and norms are further represented by a dashed outline in Figure 2,
allowing for a visual trace of the cross-cutting influence of corporate culture across all levels

of management.
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Enterprise Corporate Strategy

Business Model
Y for

i | Setof Competitive (Business) Strategies for Individual Strategic Implementing
Business Units the Competitive
v Strategy of a

: Set of Functional Strategies, including the Marketing Strategy Strategic
Business Unit

_________________________________________________________________________________________

Concept of Marketing Activity Management

v
Set of Marketing Projects and Programs

v
Marketing Mix

\ 4
Set of Policies for the Implementation of Marketing Projects and
Programs

Fig 2. Relationship between Marketing Management and Key Elements of Enterprise
Management
Source: authors development.

The dotted line covers each strategic level, indicating that decisions on functional
strategies, marketing projects, and the marketing mix are formed exclusively within the
existing corporate culture.

Our hypothesis is that the dominant value system within an enterprise, the achieved
level of corporate culture development, and the stage of the business entity's life cycle directly
influence the concept of marketing management, the choice of approaches to implementing
marketing activities, and the selection of marketing tools used for specific purposes. This
hypothesis is based on the conclusions presented in the work of Kovalevska A., Taran N., and
Zelenskyi S. [2], where the authors argue that, depending on the prevailing value system, a
given entity will exhibit certain behaviours and choose specific actions and methods for
carrying out its activities. "Company development is possible under the condition of
developing and improving corporate culture, which implies a gradual improvement in the
value system. One of the most important rules concerning cultural change within a company
is the mandatory analysis and recognition of the existing culture and the identification of the
current system of dominant values that shape employee behaviour and actions." [2].

Corporate culture has a direct impact on the formation of business strategy and can
serve as a key instrument of competitive advantage. As previously established, the marketing
strategy is a component of higher-level strategies. It functions as a fundamental tool
implemented to achieve company objectives through the development of competitive
excellence. As noted by T. Gruen in his work "Relationship Marketing: The Route to
Marketing Efficiency and Effectiveness” [12], the successful implementation of effective
marketing first requires the development of a corporate culture capable of supporting it. In
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other words, the categories of "marketing management", "corporate culture”, and "corporate
strategy" must lean on each other in order to achieve strategic competitiveness by projecting
to the market a unique value that competitors cannot replicate. Marketing that considers
corporate culture or is even based on it seeks to understand the consumer and their needs and
fosters meaningful public awareness by building a brand that reflects the company's internal
culture.

To summarise, marketing management bridges the corporate culture within
organisations and the customer-oriented market. In this market, the end consumer prefers
products perceived as more than just goods or services thanks to the company's history,
values, philosophy, mission, behavioural norms and standards, and actions.

A compelling example of the connection between corporate culture and marketing
management is the book by H. Behar and D. Goldstein, "It's Not About the Coffee:
Leadership Principles from a Life at Starbucks” [8]. The book shows how Starbucks has
evolved from a small coffee shop to a large chain business, where values and customer
service are more important than quality products. The authors emphasise that corporate rituals
and traditions help to maintain a strong corporate identity and branding efforts, reinforcing the
company's values and mission. As Behar notes, "A good service is the hands and feet, but
great service is the heart,” highlighting the importance of emotional connection with
customers. This strategy enabled Starbucks to achieve worldwide recognition [8]. The
example demonstrates how corporate culture can drive a company's success in the market by
influencing all aspects of its operations, including marketing.

The study has identified several discussion points that require further analysis,
reflection, and conceptual refinement. Thus, marketing management within an enterprise must
rely on and consider both the current level of corporate culture and the organisation’s goals
for its development when forming and implementing marketing strategies. On the one hand,
marketing activities must consider the value expected by the customer and strive to deliver it
using methods and tools that are perceived by the consumer as appropriate, not simply those
that are available or appealing from the perspective of a particular business structure. On the
other hand, when formulating marketing strategies and programmes, and determining how
they will be executed, it is essential to build upon the shared value norms that have developed
within the enterprise. These shape a collective system of meanings, beliefs, and behaviours,
including communication and interaction. To increase the proportion of strategies that are
effectively implemented, it is necessary to bridge the gaps between declared objectives and
the actual beliefs of the managers and specialists responsible for achieving them. This also
involves aligning employees’ knowledge, skills, and competencies with their behaviours and
actions, and defining key priorities and focal points through which the tools and methods of
both marketing activity and its governance will be selected.

Conclusions. This article explores the dependence of marketing management and
marketing activities on the existing level of corporate culture. The desire of the company's
management to achieve strategic goals, implement strategies, and accomplish goals must be
based on the existing patterns of behaviour of all employees, their readiness to change them,
and an understanding of the need to develop a corporate culture that makes strategies
successful, i.e. realised, not just formalised. We examined the category of marketing in
today's customer- and value-oriented world, identified points of interaction between
marketing strategy and higher-level strategies, and presented a justified hypothesis that the
dominant value system within an enterprise, the achieved level of corporate culture
development, and the stage of the business entity's life cycle directly affect the concept of
marketing management, the choice of approaches to marketing implementation, and the
selection of tools used for specific objectives. As a result, we reached the holistic conclusion
that marketing management is an approach grounded in identifying and accounting for
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corporate culture through the definition of its components and the search for points of
intersection.

A future direction of the authors' work is developing an organisational mechanism for
managing a company's marketing activities at both the strategic and tactical levels,
considering the company's corporate culture level. On the one hand, the achieved level of
culture must be considered when making strategic decisions, within which marketing
decisions play a significant role. On the other hand, the level of corporate culture should
explain the selection of methods, tools, and instruments that will not merely be documented in
marketing plans and programs but will be effectively implemented and allow the realisation
of strategies.
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