Taepuneuro IOpuii Bradumuposuu,

acnupaum,  Kuesckuil — HayuoHaivHvlil

UDC: 339.138:005.4

Romat Yevgeny Victorovich,
Doctor of Sciences in Public Administration,
Professor, Head of the Department of Mar-
keting and Advertising, Kyiv National Trade-
Economic University, 02156, Kyiv, Str. Kyoto,
19, tel.: (050) 343 43 21; e-mail: evromat@
ukrnet

ORCID: 0000-0002-5028-1379

Pomam €gzen Bixmoposuu,
Q0KmMop Hayk 3 0epicasHozo ynpasiinus,
npogecop, 3asidyeau xagedpu mapkemum-
2y ma pexnamu, Kuiscoxuil navionanvnuil
Mopz0BeNIbHO-eKOHOMIYHUIL  YHigepcumen,
02156, m. Kuis, syn. Kiomo, 19, mexn.: (050)
343 43 21; e-mail: evromat@ukrnet
ORCID: 0000-0002-5028-1379

Pomam Eezenuii Buxmopoeuu,
00KMOP HAYK NO 20CYOAPCMEEHHOMY YNPAG-
Jenuio, npogeccop, 3asedyrouwuil Kageopoi
mapxkemumnea u pexiamol, Kuescxuii na-
UYUOHATLHBLEL MOP20BO-IKOHOMUUECKULL YHU-
sepcumem, 02156, 2. Kues, ya1. Kuomo, 19,
men.: (050) 343 43 21; e-mail: evromat@
ukrnet

ORCID: 0000-0002-5028-1379

Haorilechko Yury Volodimirovich,
graduate, Kyiv National Trade-Economic Uni-
versity, 02156, Kyiv, Str. Kyoto, 19, tel.: (050)
332 68 48; e-mail: awaken9999@gmail.com
ORCID: 0000-0003-1930-7638

Taepuneuro IOpiit Bonoodumuposuu,
acnipanm, Kuiscoxuii nayionanvnuii mopezo-
BENILHO-eKOHOMIUHULL YHisepcumem, 02156,
M. Kuis, eyan. Kiomo, 19, men.: (050) 332 68
48; e-mail: awaken9999Q@gmail.com
ORCID: 0000-0003-1930-7638

mopezoso -9KOHOMUUECKULL YyHusepcumem,

02156, 2. Kues, yi. Kuomo, 19, men.: (050) 332 68 48; e-mail: awaken9999@gmail.com

260

ORCID: 0000-0003-1930-7638
DOI https://doi.org/10.31618/vadnd.v1il1.32




SUBJECTS AND OBJECTS OF PUBLIC
MARKETING

Abstract. The article is devoted to research of theoretical problems of the con-
cepts of the subject and object of public marketing. The definitions of these con-
cepts are considered in the article, the evolution of their development is studied.
The article provides an analysis of the main approaches to the notion of subjects
and objects of public marketing, their relationship and role in the processes of pub-
lic marketing. The authors proposes concrete approaches to their systematization.
These approaches allow us to identify specific types of public marketing and their
main characteristics.

Relying on the analysis of the concept of “subject of public (state) manage-
ment”, it is concluded that as bodies of state marketing, most often act as execu-
tive bodies of state power. In this case, the following levels of marketing subjects
in the system of public administration are allocated: the highest level of executive
power; Branch central bodies of executive power; Local government bodies; Sepa-
rate government agencies.

It is noted that the diversity of subjects of public marketing is explained, first
of all, by the dependence on the tasks of the state and municipal government, the
possibilities of introducing the marketing concept of these subjects and certain
characteristics of the said objects of state marketing.

It is noted that the concept of “subject of public marketing” is not always the
identical notion of “subject of public administration”. First, not all public authori-
ties are subjects of state marketing. In some cases, this is not appropriate, for ex-
ample, in the activities of the Ministry of Defense of Ukraine or the Ministry of
Internal Affairs of Ukraine. Secondly, state marketing is just one of many alterna-
tive management concepts, which is not always the most effective in the public
administration system.

Keywords: public marketing, the subject of public marketing, the object of
public marketing, types of public marketing.

CYB’ERTU TA OB’€EKTU ITIYBJIIYHOI'O MAPRETUHIY

Anotais. J[oc/izKeHo TeopeTUYHi IUTaHHs TOHATh cy0’ekTa Ta 00’eKTa Iy-
OJIYHOTO MAapKETUHTY. Y CTATTi PO3IJISAAIOTHCS AediHilii BKasaHUX MOHSTB, J10-
CIJKYETHCST €BOJIONIST X pO3BUTKY. CTATTS MICTUTh aHaJi3 OCHOBHUX ITi/IXO/IiB
JI0 TIOHATH “cy6’e€KT myO6iuHOro MapKeTuHry” i “o6’eKT my6/iuHOro MapKeTHHTY”,
iX B3a€MOBIJIHOCHH Ta POJIi B IIpoliecax MmyOIiYHOT0 MapKeTHHTY. ABTOPH IIPOIIO-
HYIOTb KOHKPETHI IiZIX0/1u /10 iX cucteMarusaliii. Ll miaxonu 1aoTb MOKJIUBICTD
BU3HAYMTU KOHKPETHI TUIIH ITyOJiYHOrO MapKeTHHTY Ta iX OCHOBHI XapaKTepu-
CTUKH.

Crparourch Ha aHasi3 TOHATTS “cy0’eKT myOiaHOro (epKaBHOTO) yIIpaB-
JiHHs", 3p06JIEHO BUCHOBOK, IO B SIKOCTI Cy0O'€KTIB A€P/KAaBHOIO MapKETHHIY
Haifyacrillle BUCTYIIAIOTb OpPraHu BUKOHABYOI Jiep;kaBHO1 Baajau. [Ipu nbomy BU-
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JIJIEHO TaKi piBHI MapKeTMHTOBUX CYO'€KTIB B CHCTEMi JE€P/KABHOTO YIIPABJIiH-
H4: Buiuii piBeHb BUKOHABYOI1 BJia/in; [amys3eBi ieHTpabHi OpraHi BUKOHABYOI
niepskaBHOI Biaan; MiciieBi opranu fiep:kaBHOTO yiipaBiaiHHg; OKpeMi jep:kaBHi
YCTaHOBH.

3asHayeHo, M0 PIBHOMAHITHICTD Cy6’€KTIB MyOIIYHOTO MapPKETHHTY TIOSICHIO-
€THCS TIEPEYCIM 3aJIESKHICTIO BiJl 3aB/IaHb JEPKABHOTO Ta MYHIIIUTIATBHOTO YITPaB-
JIIHHST, MOKJIMBOCTEN 3aITPOBA/KEHHsT MAPKETHHTOBOI KOHIIEMNIIT IIMMU cy6’ eKTa-
MM Ta IEBHUX XapaKTEPUCTHK O3HAYEeHUX 00 €KTIB J€P;KABHOTO MAPKETHHTY.

AKIIEHTOBAHO, IO MOHATTS “cy0’€KT MyOiYHOrO MapKeTHHTY” He 3aBKIH €
TOTOKHUM TIOHATTIO “cy6’eKT sepskaBHOro yrpasiinus”. [To-tiepiire, He BCi opra-
HU JIePKaBHOI BJIaIu € cy6 €KTaMU JIEP;KAaBHOTO MaPKETHHTY. B iestkux Buimakax
1le He € JIOIJIbHUM, HAlIPUKJIa, y AisibHOCTi MiHicTepcTBa 060poHN YKpaiHu
a6o MinictepcTBa BHYTPIlIHIX cripaB YKpainu. [To-apyre, 1epkaBHuii MapKETHHT
sIBJIsIE cO0O0I0 JInIIe O/IHY 3 6araThOX aJbTEPHATUBHUX KOHIIEIIIIA YITPaBJIiHHS,
1[0 He B yCiX BUMA/KaX € HaileeKTUBHIIIOI B CUCTeMI IMyOJIiYHOTO YITPaBJIiHHSI.

KmouoBi cioBa: myOiiyamii MapKeTHHT, cy6’€KT MyOiYHOrO MapKETHHTY,
00’eKT MmyOIIYHOTO0 MAPKETHHTY, TUITH ITyOiYHOTO MapKETHHTY.

CYBBEKTbI 1 OBBEKTHI IIYBJIMYHOI'O MAPKETHUHTIA

AnnHoranus. VccsenoBanbl TeOpETHYECKUE BOMPOCHI TIOHIATUN CyObeKTa u
o6bekTa myOInYHOTO MapKeTHHTa. B ctarbe paccMarpuBaioTest euHUIN YKa-
3aHHBIX MTOHATHI, NCCJIEYETCs 9BOIONUS UX pa3BuThs. CTaThst COAEPKUT aHa-
JI3 OCHOBHBIX MOJIXO/IOB K ONPEIeTeHHI0 “CyOheKT MyOaMIHOr0 MapKeTHHra” 1
“06beKT TyOINYHOr0 MapKeTHHTa”, MX B3aUMOOTHOIIEHUN W POJIK B TIPOIIECCaX
00IIIECTBEHHOTO MapKeTHHTa. ABTOPBI MPE/JIaral0T KOHKPETHbIE TOAXObI K MX
kyaccudukanuu. [laHHbie TOAXOIBI TTO3BOJISIOT OTPENEUTh KOHKPETHBIE TUIIbI
00IIeCTBEHHOTO MAPKETHHTA U UX OCHOBHbIE XaPAKTEPUCTHKH.

Onwupasich Ha aHaIU3 TOHATUS “CyOBEKT MyOJIMYHOro (rocyaapcTBEHHOTO)
yIipaBJieHusi”, OmpeesieHo, YTo B KayecTBe CyObheKTOB TOCYAaPCTBEHHOTO Map-
KEeTUHTA 4Yallle BCETO0 BBICTYNAIOT OPraHbl MCIOJHUTEIBHON TOCYAApCTBEHHOM
Biactu. IIpr 9TOM BBIIEJIEHBI CJIEYIONIIE YPOBHU MApKETHHTOBBIX CyOHEKTOB
B CHCTEMe TOCYIapPCTBEHHOTO yIIpaBJeHus: Bpicimii ypoBeHb MCIIOJIHUTETBHOM
Biacty; OTpacsieBble IeHTPAJIbHbIE OPTaHbl NCTIOJTHUTEIBHON TOCYAapCTBEHHOM
BJIaCTH; MecTHBIE OPraHbl rOCYIapCTBEHHOTO yiipaBieHust; OTiepHble rocyaap-
CTBEHHBIE YUPEsKIEHUSI.

OTr™meueHo, 4To pazHooGpasue cyObEeKTOB MyOJMYHOTO MapKeTHHTa 00bsICHSI-
eTcs Ipesk/ie BCero 3aBUCHMOCTBIO OT 3a/[au TOCY/JaPCTBEHHOTO U MYHUIIUIIAJb-
HOTO YIIPaBJIeHNUsI, BO3MOKHOCTE BHEIPEHUSI MADKETUHTOBOI KOHIIETIINN ATUMU
cyObeKTaMU U OTIPEIETIEHHBIX XapaKTEPUCTUK YKA3aHHBIX 0OBEKTOB TOCYIapCT-
BEHHOTO MapKeTHHTA.

YkaszaHo, 4to moHsTHe “cyObheKT MyOIMIHOr0 MapKeTHHTa” He BCeria TOK/Ie-
CTBEHHO MOHATHIO “CyOBEKT TOCYAapCTBEHHOrO yrpasienusi”. Bo-mepBbix, He
BCE OpraHbl TOCYIAPCTBEHHON BJIACTU SIBJISIOTCS CYOBEKTAMU TOCYAAPCTBEHHOTO
MapKeTHHTa. B HEKOTOPBIX CITydasix aTo He 11eJ1ecO000pa3Ho, HAITPUMED, B JIESITEb-
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HocTi MuHHCcTEpCcTBA 000POHBI YKpanHbl i MUHUCTEPCTBA BHYTPEHHUX JIEJT
Yipantbl. Bo-BTOPBIX, TOCY/IapCTBEHHbBII MAPKETHHT TIPEJICTABIISIET COOOI JIUIITh
OJIHY M3 MHOTHX aJIbTePHATUBHBIX KOHIIEIINH yIIpaBJeHNs, He BO BCEX CIIydasx
siBJistercst 3(hPEeKTUBHOI B cHCTEME ITyOJIMYHOTO YITPaBJICHMUSI.

KoueBbie cioBa: 1myGaUYHbBI MapKETHHT, CyOBEKT MyOJUYHOTO MapKe-
TUHTa, 00BEKT MyOJTMYHOTO MAPKETUHTA, TUIIBI TyOJIMYHOTO MapKETHHTA.

Problem statement. The analysis
of an essence and roles of subjects and
objects of public marketing is the ba-
sic principles of researches of public
marketing problems. Determination
of these concepts and a study of their
main characteristics substantially in-
fluences results of the further analysis.

Analysis of the last researches and
publications. Such foreign and Ukrai-
nian researchers as: 1. A. Zosimova
[18], I. N. Rasskazova [17], E. O. Ro-
manenko [19], K. M. Romanenko [20],
E. V. Romat [6], A. A. Skopin [12],
L. V.Smorgunov [13], V. T. Shatun [ 18],
I. V. Chaplai [19] etc. were engaged in a
research of development and formation
of basic theoretical bases of public mar-
keting (including the analysis of sub-
jects and objects of public control).

Statement of objectives (purpose)
article. To analyze the concepts “sub-
ject of public marketing” and “object of
public marketing” of the system of pub-
lic marketing.

Statement of basic materials. It is
obvious that the research of the concept
“subject of public marketing” is impos-
sible without appropriate accounting
of an essence of such basic concepts as
“the subject of public control” and “the
subject of marketing”.

Proceeding from it, we will analyze
at first briefly the concept “subject of
public control”. We will mark, first of

all, that this concept rather close, basic,
and in its certain part is identical to the
concept “subject of public marketing”.
We will consider the main points of
view concerning the specified concept
which are shown by the modern re-
searchers. At once we will notice, that
most of authors uses as synonyms, the
concepts “subject of public control” and
“subject of public administration”.

In particular, authors of the relevant
article in issuing “The encyclopedia of
public administration” give such capa-
cious definition: “The subject of public
administration — the authority, institu-
tion, subdividing of the public adminis-
tration apparatus or the official which
develop and make state and admi-
nistrative decisions concerning imple-
mentation of the control action on the
subordinate objects of management or
regulations of certain processes and the
relations in different spheres of public
activity” [2, p. 614]. As we can see from
the above quotation, in determination
of an essence of the concept which is
considered authors, adhere to manage-
ment approach.

One of the leading Ukrainian sci-
entists in the field of public adminis-
tration. V. D. Bakumenko laconically
expresses such position: “A subject of
public administration is the system of
the government in the form of specially
formed authorities, which interacting,
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between which certain functions of
public administration are distributed”
[3, p. 13]. The similar position is taken
by such domestic and foreign scien-
tists as V. Ya. Malynovsky [4, p. 115],
V. T. Chirkin [5, p. 31], K. V. Sibikeev
[7,p.22],etc. We will note what authors,
listed above, fairly refer to subjects of
the state (public) administration not
only public authorities and their heads,
but also socially active citizens and
representatives of social organizations
and associations. Justice of inclusion of
these categories of subjects of state ad-
ministration not only is confirmed by
logic of the movement to civil society,
but receives more and more confirma-
tions in practice of public management.
It is obvious that we have all reasons to
use this approach at further definition
of subjects of public marketing.

Before passing to the analysis of the
concept “subject of the state market-
ing”, it is expedient to analyze more
general concept “subject of marketing”.
The concept of subjects of marketing is
researched in works of many scientists,
however determination of their es-
sense is described by the authors quite
seldom. So, authoritative representa-
tives of marketing science, the Ukrai-
nian professors A. F. Pavlenko and
A. V. Voychak noted: “Subjects of mar-
keting are the enterprises, the organi-
zations or individuals between whom
there are marketing communications”
[8]. Thus, the authors propose that the
main criterion of classification of the
enterprises and organizations to sub-
jects of marketing is existence between
them the marketing communications.
Most of other authors, considered this
problem, (for example, G. V. Bakanov
[9, p. 117]; Yu. A. Shevchenko [10,
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p.21];S. U.Nuraliyevand D. S. Nuralie-
va [11, p. 77], etc.) despite rather wide
list of subjects of marketing, did not
define either essense of the concept
“subject of marketing”, or provided the
range of marketing subjects.

Having analysed the approaches
given above, we will define own posi-
tion to the most important in the plan
of our further analysis of the concept
“subject of marketing”. In our opi-
nion, this concept is defined as the sub-
ject of management which bases its ad-
ministrative activity in a certain field of
activity on the principles of marketing
and actively introduces instruments of
practical marketing in its activity.

Thus, in definition of the considered
concept we consciously have departed
from a specification of the sphere in
which the marketing principles and
practical tools will be introduced.

Let us consider in more detail the
concept “subject of the state mar-
keting”. The famous expert A. A. of
Skopin limits understanding of this
category only to participation of state
authorities in regulation of marketing
activity of subjects of business: “The
state as the third subject of marketing
near sellers and consumers carries out
a specific role in the market. Without
satisfying directly need of consumers,
it has to regulate this process and pro-
mote achievement of a compromise of
interests with the minimum expenses
of society. It is caused by need to con-
sider economic and social processes in
unity and interaction. At the same time
the state unlike the separate enterprise
is interested in effective functioning of
economy in general” [12]. Without de-
nying the important regulating func-
tion of the state as one of the main el-




ements of the marketing environment
of any organization, it is possible to
approve need of the analysis of rather
wide sphere of direct application of the
concept of the state marketing by pub-
lic authorities that will be a subject of
our further analysis.

In the textbook published edited by
of professor L. V. Smorgunoyv, it is main-
tained that: “In the state marketing the
subjects are public authorities and insti-
tutions of management of all levels from
nation-wide to local act” [13, p. 91].

Specifying the definition of the con-
cept “subject of public marketing” pro-
vided by the scientists quoted above it
is possible to offer it. The subject of pub-
lic marketing is an active participant of
public and marketing activity that puts
significant effect both on object of pub-
lic marketing, and on processes of mar-
keting and transaction processes and
degree of success of achievement of the
public marketing goals.

Being guided by the analysis of
the concept “subject of public (state)
management”, it is logical to come to a
conclusion that bodies of the executive
government most often act as subjects
of the state marketing. At the same time
it is possible to suggest to underline the
following levels of marketing subjects
in the system of state administration:

1. The highest level of executive
power.

2. Branch central bodies of the exe-
cutive government.

3. Local public authority.

4. Separate public institutions.

A variety of subjects of public mar-
keting is explained, first of all, by de-
pendence on tasks of the public and
municipal administration, opportuni-
ties of introduction of the marketing

concept by these subjects and certain
characteristics of the specified objects
of the state marketing [6, p. 270-275].

It should be noted that the concept
“subject of public marketing” isn’t al-
ways identical to the concept “subject
of state administration”. First, not all
public authorities are subjects of the
state marketing. In certain cases it isn’t
expedient, for example, in activity of
the Ministry of Defence of Ukraine
or the Ministry of Internal Affairs of
Ukraine. Secondly, the state marketing
represents only one of many alternative
concepts of management that not in all
cases is the most effective in the system
of public management.

As shows the analysis, among the
main types of subjects of public market-
ing in absolute majority of cases bodies
of the executive government are listed.
Definition of the main characteristics
of the concept “subject of public mar-
keting” as formulated by us above, al-
lows us to expand the list of subjects of
public administration. It occurs due to
criterion “significantly influences the
main administrative processes of mar-
keting (planning, organization, control)
and defines degree of success in achieve-
ment of the marketing purposes”.

Given this, besides the main types
of subjects of public administration, it
is necessary to carry to subjects of the
state marketing also society in general,
specific subjects of political and pub-
lic work, separate active groups of the
population and specific active citizens.
It corresponds to recent trends of deve-
lopment of civil society. In favor of the
similar decision it is possible to adduce
the following arguments:

1. Voluntary exchange and obliga-
tory need for exchange, realization of
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transactions is the integral condition
of any marketing activity including in
public administration. Presence of good
will at the main participants of state
and marketing activity, their readiness
to exchange certain resources (actions)
with public authorities is a necessary
condition not only for the success of
state and marketing activity, but also
fact of its implementation.

2. In the conditions of development
of civil society within a certain state
there a growing role of political and
public organizations without which
participation the solution of rather
wide range of problems of public mana-
gement is impossible.

3. The fact of powerful influence of
political and public activity subjects on
degree of success in achieving goals of
state and marketing activity is indis-
putable.

The analysis of an essence of the
concept “subject of public marketing”
requires a research of its communica-
tions with the concept “object of pub-
lic marketing”. When analysing of this
concept it is important to note that this
term is inseparably linked with the con-
cept “subject of marketing”. It may be
added that boundariesin betweenin the
modern conditions are quite condi-
tional.

It is difficult to resist the Ukrainian
scientist, professor M. H. Koretsky who
fairly notes: “The main contradiction
of public administration is that com-
pliance of the subject and an object of
management is never absolutely comp-
lete as it both is set, and is broken at the
same time. This infinite problem situa-
tion is aggravated and solved from time
to time by certain reorganizations or
less global changes” [14, p. 14].
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We meet confirmation to this situ-
ation in many works scientific and im-
portant regulations. In particular, in
the Concept of administrative reform
in Ukraine, the named concepts are
considered as basic elements of public
administration system:

“a) subjects of management (execu-
tive authorities),

b) objects of management (spheres
and areas of public life which are under
organizing influence of the state),

¢) administrative activity (process),
that is certain public relations through
which are implemented” [15].

It is also important to emphasize
that according to article 5 of the Con-
stitution of Ukraine: “The carrier of
sovereignty and the only source of the
power in Ukraine are the people. The
people carry out the power directly and
through public authorities and local
governments”. Further, in the 38" ar-
ticle of the Basic law it is said: “Citizens
have the right to participate in admini-
stration of state affairs, in All-Ukraini-
an and local referendum, to freely elect
and be elected to public authorities and
local governments” [1].

It should be noted that the term
“object of the state marketing” is close,
but it isn't identical to the term “object
of state administration”. So, it is pos-
sible to agree with V. B. Averyanov who
claims that not only the population and
certain groups of people, and certain
material resources, elements of produc-
tion and spiritual human life — natural,
material and financial resources, terri-
tories, material objects of culture, that
is all those objects which are at the dis-
posal of subjects of public administra-
tion, are defined by objects of public
administration [16, p. 29].




Professor N. H. Koretsky notes
about it: “Object of management are
various forms of the public relations,
communications, behavior and activi-
ties of people to which influence of the
subject of management is directed. The
object of management always is in dia-
lectic correlation with the subject. This
communication is shown in particu-
lar that the object of management is a
product of activities of the subject of
management in a certain measure. The
subject of management can be an object
of management also, if it is at the lo-
west step of hierarchy of control. Con-
cerning society in general, its specific,
rather independent cells, these forma-
tions to some extent can be at the same
time both an object, and the subject of
management” [14, p. 17].

Defining the concept “object of pub-
lic (state) marketing” it is necessary, in
our opinion, first of all, to mean citizens
of the state. Though quite often re-
searchers specify also presence of other
target groups.

Analyzing the list of objects of pub-
lic marketing, authors of the mono-
graph under L. V. Smorgunov’s edition
specify in the text: “In state marketing
[...] objects are citizens, social groups,
communities, the state and private or-
ganizations (as production, commercial
and noncommercial, and non-produc-
tive)” [13, p. 91].

Through relations of subjects and ob-
jects of the state marketing the research-
er I. N. Rasskazova considers an essense
of the analysed concept. However, at
the same time she uses the concept “po-
litical marketing”: “We put such sense in
the term “political marketing”: it is not
just realization of marketing activity at
the level of the state, and knowledge

by the subject of public administration
system as process of interaction and in-
terference of two its components: ope-
rating and operated. “Political science”
means also a possibility that learns (that
is already has marketing information)
to plan and therefore, to operate, this
process (interaction of power structures
and the population) and to correct it in
case of need” [17].

Quite branched system of public
marketing objects is represented by
V. T. Shatun and I. A. Zosimova: “Act as
objects of marketing in public manage-
ment:

* public services and public benefits
(goods, services, etc.). They can be di-
visible: pension provision, medical care,
general and professional education, and
indivisible — public safety;

* the enterprises and the organiza-
tions which are in state ownership and
are subject to privatization and privati-
zation and also the stock of the enter-
prises and organizations, state which
are owned and subject to sale;

 state bodies and local govern-
ment — for increase in their prestige,
improvement of image and ensuring as-
sistance of their activity from the pub-
lic, commercial organizations and natu-
ral persons;

* the rights, duties and the func-
tions of citizens and the organizations
significant for existence and develop-
ment of the state and society — pro-
cesses of consumption of public ser-
vices, payment of taxes, participation
in elections, execution of a compulsory
military service, judicial and other civil
duties, functions;

» norms and rules of conduct, values,
programs, ideas which are supported by
the state and useful to society;
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* territories — country, regions, in-
terregional educations, cities and other
areas" [18, p. 182]. It should be noted
that definition unites a certain list of
objects, but not definition of their es-
sential nature.

Conclusions. Summing up the in-
termediate results of the analysis, let’s
define the concept “object of public
marketing”. In a broad sense object
of public marketing are all objects to
which purposeful public and marketing
influence for the purpose of the goals
achievement of subjects which carry
out public and marketing activity, is di-
rected.

The main types of objects of public
marketing act:

e citizens of the state, the popula-
tion, society in general, groups of people
identified on any sign and other target
audiences, to which transaction opera-
tions are performed and on which acti-
vity (inactivity) the success of state and
marketing activity directly depends. In
this sense the specified objects can be
considered as “the market of the state
marketing”;

* services and the ideas (which are
considered in respect of “goods” in state
marketing);

* certain territories and settlements
which demand use of marketing tools;

* other elements of a complex of the
state marketing (“price”, “sale”, system
of state and marketing communica-
tions), etc.

Considering these concepts of the
system of public marketing it is neces-
sary torealize clearly that their concepts
cardinally differ from the correspond-
ing concepts of the “traditional” theory
of commercial marketing. First of all,
it concerns such concepts as “goods”,
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“price”, “sale”, “market” in public mar-
keting, etc. So, from the point of view of
methodology there would be categori-
cally incorrect a mechanical transfer-
ring of the marketing principles to the
system of public management not only
from the market sphere of their use, and
even from much closer branches, for ex-
ample, from the system of social, terri-
torial or political marketing [6, p. 264].

Consumers act as an important ele-
ment of system of public marketing and
one of the most important types of its
objects. This concept will be considered
in our further publications.
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