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Introduction

Marketing services operating in different enterprises differ from each other in the principles and forms
of organization. Most of the literature mentions five principles of organizing marketing services and
two forms of its management. Each enterprise relies on its internal capabilities and chooses the most
suitable one. These principles are: 1) functional; 2) geographical; 3) goods; 4) market; 5) can be
combined. According to the first principle, each function of marketing (advertising, new product
creation, sales, research, marketing planning, customer service, etc.) are subject to the deputy. The
efficiency of such an organizational structure is high in enterprises with a small range of products. As
a result of the increase in the range of products, on the contrary, the efficiency decreases. Enterprises
that sell goods on a large scale are mainly based on the second (geographical) principle. In this case,
they organize the company's activities by regions, and organize independent marketing services in each
of them. In turn, they all report to the company's vice president for marketing. Enterprises with a wide
product nomenclature mainly organize marketing using the third (commodity) principle. In this case,
separate marketers operate for each type of product and are responsible for the sale of brands assigned
to them. Based on the fourth principle (market), firms organize marketing services based on the
characteristics of market segments. It takes into account the customer's behavior, taste, ability to pay
and other indicators. In practice, in addition to marketing services based on the first four principles,
they are also used in combination. For example: it can be functional-product, functional-market,
functional-geographic, product-geographic, product-market. As a result, the marketing service
organization principle based on the fifth (combined) principle is created. Along with the principles
listed above, there are two forms of marketing organization. These are: project; matrix. In the first one,
the person responsible for each product is given broad powers and provided with individual experts and
other necessary material resources. Each of the groups working separately is a separate project. Each
of them is subordinate to only one leader. This can be called vertical management. In the second, the
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projects are interdependent, and each one is subordinate to several leaders. The advantage of this form
over the first one is that the necessary material resources for each project are not brought separately,
but the received resources are used together, which leads to a decrease in costs.

Based on the principles and forms of marketing service organization, in order to organize marketing
services in small business entities, in all of them such work is performed not by individual full-time
employees, but by the head of the enterprise or his deputy. Along with marketing work, they perform
several tasks (accountant, manager, technologist, supplier, etc.). Although most of these leaders have
higher, secondary and special education, they are engineers and technologists by speciality. Some of
you don't even understand the meaning of the word "marketing”. Most of small enterprises have up to
25 workers and employees, about 90% of them are direct participants in production, and the rest are
indirectly involved in this process. If the number of personnel is insufficient, the head of the enterprise
will have to directly participate in economic operations. The main part of them are enterprises that have
not been established for a long time and are just establishing a business. Most of the employees have
interchangeable qualifications and experience, the division of labour and specialization has not
deepened, and the leader is responsible for solving issues at different levels. Determining the amount
of production, supply, management, customer attraction and sales are also among the main tasks of the
head of the enterprise. The process of increasing the number of employees and expanding the activities
of the enterprise leads to a deepening of the division of labour, in turn, each employee or worker has a
function that he performs separately. The same process is observed in enterprises with 25 or more
employees. In them, management of the production process, accounting, supply, and sales are entrusted
to individuals, and the manager establishes general control. However, companies do not have a
marketing staff or department. Therefore, the organization of marketing services, based on the
principles and forms presented in the literature, cannot be directly applied to enterprises. Therefore, it
is a natural necessity to propose a unique principle of a marketing organization in relation to enterprises.
In addition, it is impossible to apply project (vertical) or matrix organizational forms of marketing to
enterprises. Because such forms require several marketing experts, and more material and financial
resources. Enterprises do not have such opportunities. Therefore, it is necessary to develop an
organizational form of marketing specific to them. Considering the network's characteristics, it is
essential to develop the organizational principle and form of marketing services and create a new model.
Proposed model: understaffing of KBS; a small volume of production; made taking into account the
mode of working hours of managers and employees, etc. That is, in KBS, it is assumed that the
employee needs to perform several functions, the production operation in the enterprise is low, and as
a result, the manager can find time to deal with other functions. Based on this, the model shows that the
manager or his deputy performs other functions in parallel with marketing. The difference from the
listed principles is that marketing is attached as a function based on the free time and ability of KBS
employees to perform marketing work. No jobs will be created and no workers will be hired to fulfil
this responsibility.

In enterprises, a marketing employee must perform a number of functions related to him. They include
market research, planning, development of strategies for the elements of the marketing complex,
positioning of the product in accordance with the market, control and analysis. In this regard, each
enterprise approaches based on its capabilities, characteristics, and existing conditions. In KBS, these
works are carried out by the head of the enterprise or his deputy together with other functions. If the
KBS are asked the question, "What kind of work does a marketing person in your company do?", most
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of them answer that it is production planning, control, analysis, and organization of sales. Therefore,
other functions of marketing are not paid much attention in such economic entities. Some of them do
not even understand the meaning of the word "Marketing". Nevertheless, most of the small enterprises
are operating successfully in the market. Although they have no theoretical understanding of this issue,
it is observed that they perform marketing functions in practice. Unlike the marketing services presented
in the literature, our proposed model is distinguished by its compatibility with the following
characteristics of KBS: lack of material, financial, and labour resources; one person to perform several
functions, etc. Therefore, none of the above 5 principles can be directly applied to KBS. It is contrary
to the organizational structure of marketing in KBS, as presented in the literature, in a "project
(vertical)" or "matrix" form. For this reason, an option with a "horizontal™ shape is offered. At the same
time, the employee performs other similar economic functions (accounting, finance, management, etc.)
along with marketing work.
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