Each technological and economic revolution generated critical
changes in the society. Along with the Millenium we are facing the new
business, social and political model of the future, that will be
generated by the e-revolution.

Cornacno gannsiM Muposoil WH(MOPMAIMOHHON KOPIOPANMK, Mu-
POBOH PBIHOK yCiyT, cBasaHublX ¢ Internet, ysenuunres nouru B 10 pas
k 2002 r. Ceityac MbI nepeskuBaem 6yM anexTponnoro usueca. [Moka no-
Kynku 1o Internet gaa MEOTHX Bee elite OCraloTes nosunkol., Oonako
YeNOBEYEeCKad MBIC/h HE CIOAT Ha Mecte. Yie Beayrcs paspaGOTHH,
ueib Koropbix — otayuurs I or nponecca mrommmra.

B Gynymem TOT mam miloH TOBap MOXHO GY/JET 3aKazarh uepes
Internet, ucnoap3ys coroBwii TenedpoOl, TENCBH3OP, XOMOMAMNLHMK H
APYyTHe [I0Ka HEBCPOATHDIC CPCACTBA. B KOIICYHOM MTOTE 3TO HpuBe{e1T K
U3MEHEHHIO NIPEACTABICHHA O IOKYIIATe/IC, PEabliblc MAara3uHsl 6yayr
HPEACTABIATD COO0H BCETO JHIIb BBHICTABOYNDIC HCHTPLI, & CAM NPOIECC
TIOKYHOK OY/ICT OCYNICCTBIATLCS TOALKO ucpe3 Internet. B pesyibrarte
ATOH PEBOJTIOTIHH MBI 0OPCTEM HOBYIO COLMATBHYIO U [HUJIMTHYECKYIO MO-
Jiesn Oyywero,

C.A, Hlamoe
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HoBas coBpeMeHHasi KOHHENLHSA MapKeTHHIA
New Modern Conception of Marketing

Marketing is a very important part of modern economics. Its
influence on economic life is very great.

It is one of the most important elements in economic structure of
maodern firms. May be we can say that it is impossible the existence of
the firm without marketing department in conditions of modern
market.

I agree with this statement. The best way to proof it to answer the
quotation: “ what are the tasks, aims, and structure of marketing”.

Modern economists consider that marketing activity mast solve
next tasks:

1. To which consumer should I sell my goods? How should I define
the consumer I hope to save?

2. What product or products should I offer?

3. How much should I charﬁe for each product? Should I offer
discounts to people who pay cash or who buy in large volumes?
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4. Should T sell direct to consumers or through stores, and if
through snores, what type of stores? Do [ want to offer my product in
several types of outlets or only in one type? And how do I select and
service the particular outlets I choose? Finally, how do I convince the
storc to carry my brand?

5. How should I communicate to the consumers to whom [ wish to
sell ? Do I use advertising and if so in what media? 1 could use
television, radio, magazines, newspapers and many other media, And,
how do I reach the stores? Do I use salespeople should the salespeople
visit the stores or should they just telephone them?

These decisions help to explain two important marketing concepts.
The first decision in marketing - market selection. Market selection is
the choice of which customer needs to attempt to fill and which
customer needs to explicitly not attempt to fill. Any given organization
has a very finite set of abilities and filis only a limited set of needs. It is
impoissible for any organization to succeed in being ‘’all things to all

eople”™.
: %he other four decisions (items 2 to 5 as listed above) relate to the
second key concept — the marketing mix. The four elements of the
marketing mix are also important in the marketing conception,

Market selection and the marketing mix decisions are the key
substantive issues in marketing.

I agree with other economists those more profound investigations of
the market selection and the marketing mix decisions help us to
improve market system.

Haubosee 11porpeccuBhble 3KOHOMMCTBI CHHTAIOT, YTO CTApas KOH-
el Ms MAPKeTHHA Haxuia cebs. Ceronst, npu odeln GpICTPO MEMNSo-
HIEHCH IKOHOMUYCCKOH CHTYAIIHY 8 MUDE, KOHTIENI(MA MAPKETHHTA BAIO
HAMEHHTACH.

Beecropornee uzyuyenue oroll npolaeMpl CcTano HeobXOAUMO [INs
AAJLHEWHIEr0 PASBMTHA TCOPHM MAPKETHHTA W IIPUKJAALHOTO ee [IpHMe-
HEHUA. :

B cpoeii nayutoii pabore g NONLITAI0Ch 060OIHTL H Pa3BUTL HORYIO
KOHLETMI0 MAPKETHHTa.

uogooooot ngooooddo bboouooboo oouoooodooo. oosgobooood.
UooooddoooD goooobboooooudn ooogooooboood tooogoguooo. oooguooooo.
BA2Y benapycki a3spxayHbl 3KaHaMiuHbl YHIBEPCITIT. bibnisTaka.
B3y benopycckuii rocyaapCTBEHHbIi 3KOHOMUYECKUIA YHBepCUTeT. bubnnoreka.
BSEU Belarus State Economic University. Library.
http://www.bseu.by elib@bseu.by .
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