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Marketing process and its implementation into business sphere is vital for every 

enterprise. Marketing process includes four main stages: strategic marketing analysis, 

marketing-mix planning, marketing implementation, and marketing control. Each of 

these marketing processes have a pivotal role in company’s developing. It helps to 

comprehend the marketplace and what exactly customers’ needs and wants are; how 

to promote and distribute the product or service; how to increase sales and profits etc.  

One of the eminent process among these four is planning in marketing as due to it 

an enterprise determines its future and how exceed the maximum return on sales. 

However, there are many factors that influence these processes. These factors may be both 

internal and external. According to internal factors, they are operational issues, 

corporation finance situation, company’s objectives and goals, even business culture 

[1, 2].  

The first external factor that gave a great impact on planning in marketing is 

demographics. Here people make markets and the characteristics of population (for 

instance, size, distribution, growth).  

The second one goes for economic. It influences marketing planning by 

inflation, interest rates and stage of the business cycle.  

The third one goes for competition. Competition between companies affect its 

plans and how the company operates itself. For instance, one brand may have lower 

prices and still high quality that may affect another firm’s sales and revenues. That is 

why the company has to overthink its strategy and try to build better customer 

loyalty.  

The fourth factor is social and cultural forces. People tend to change their social 

patterns so quickly, so every time they may different opinion about your brand or 

various external things may influence their decision of buying a product or service. It 

seems like people make markets, since they have their values, believes and lifestyle 

which companies should take into consideration.  

The fifth factor is political. Major sphere that the company ought to take into 

account is political and legal forces. Such factors as monetary and fiscal policies, 

https://uk.wikipedia.org/
mailto:bielovaoi@krok.edu.ua


 
194 

social legislation and regulation, legislation related to marketing, and last but not the 

least, governmental relationship with industries play a vital role in how legal 

corporations or their actions and operate business. From time to time, the companies 

may have serious problems according to law and taxes that they have to pay off. That 

may affect so negative that the firms even may be closed.  

The last factor that continuously, I would say, helps companies and affects how 

marketing is carried out is technology. It definitely stimulates both markets and 

companies to make more profit and sales, it helps new industries to make their first 

steps, or already long-existed companies to continue enhancing and expand the business 

even more. For example, many brands right now are e-commerce and have their 

online stores that are convenient for consumers. What is more, due to it the companies are 

familiar with promoting their product and services more distinctly. Thus, technologies 

impact corporation’s economic wellbeing, lifestyle and how well the brand will be 

recognized.  

To conclude, marketing planning is influenced by six major external factors that 

are demographics, economic, social and cultural situation, political and legal forces, 

competition and technology. That means a company should have a good strategy and 

plan in order to follow all changes that occur because of this influence. In such way, 

the companies create their plans for the future and try to estimate all possible issues 

and influences that may occur during a certain period. 
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Склад основних гравців на українському меблевому ринку сформувався з 

1991 по 2000 роки. За оцінками експертів сьогодні ринок меблів налічує в 

середньому близько 3000 компаній-виробників, серед яких великі фабрики, що 

виготовляють меблі серійно; середні підприємства, що працюють за 

індивідуальними замовленнями; мікропідприємства [1]. Щорічний попит на меблеві 

вироби зростає, тим самим створює привабливі умови для розвитку меблевої 

промисловості. Виробництво меблевої продукції має можливість здійснити якісний 


