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MARKETING IN THE SPHERE OF PUBLIC ADMINISTRATION: CONCEPT AND
CONTENT

The materials reveal the concept of marketing in the sphere of public administration. The object and subject of
marketing in the sphere of public administration are determined; active participants of marketing in the sphere of public
administration. The specifics of the implementation of the marketing complex in the sphere of public administration are
revealed.
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The transition from public administration to public management is evidence of the need to transition from the
traditional institutional approach to the use of modern management procedures using modern means of analyzing
management decisions and the practice of their implementation using specific programs [4]. One of such means is
marketing in the sphere of public administration. According to some researchers, marketing in the sphere of public
administration is «a tool of fierce competition, interconnected with its implementation in the activities of public authorities
with the beginning of commercialization of their activities to the detriment of the fulfillment of the tasks of socio centric
regulation of public life» [2]. According to other researchers, marketing in public administration is «first of all, a special
approach in public administration, which puts the satisfaction of consumers and producers of public services in the first
place, which acts as a specific form of marketing implementation» [5]. Some researchers believe that marketing in public
administration is «a peculiar approach in public administration, which sets the main task of satisfying the interests and
needs of consumers and producers of public services and acts as a specific form of marketing implementation; its subjects
are state bodies and local self-government bodies» [4]. That is, marketing in the field of public administration is a social
and managerial process necessary to ensure or transform the relationships of participants in specific market relationships
and aimed at realizing general social needs based on the effective and rational use of resources, as well as the possibilities
of their implementation and reproduction. In other words, marketing in the field of public administration is, first of all,
an approach in public administration, where the main thing is the satisfaction of consumers and producers of public
services, which acts as a specific form of marketing implementation. More specifically, it is the marketing activities of
government bodies and/or their representatives, who act as producers, consumers or intermediaries (suppliers) in the
processes of exchange of goods, services, ideas and other values.

The objects of marketing in the field of public administration can be:

1) public services and public goods (goods, services, etc.), both divided (for example, pension provision, medical
care, general and vocational education), and indivisible (for example, national or public security);

2) goods and services necessary for the functioning of organizations and industries financed from the state budget:
weapons, ammunition, material support and food for the needs of defense, protection of internal order, security, etc.;
goods and services for the needs of state administration bodies, enterprises, organizations and institutions,

3) enterprises and organizations that are owned by the state and are subject to sale;

4) state administration bodies, social institutions significant for the state and their representatives — in order to
increase their prestige, improve their image and ensure the promotion of their activities by public, commercial
organizations and individuals;

5) rights, obligations and functions of citizens and organizations significant for the existence and development of the
state and society — the processes of consuming public services, paying taxes, participating in elections, performing military
duty, judicial and other civil duties, functions, etc.

Marketing subjects in the sphere of public administration are a set of active participants in public marketing activities,
which significantly affect both the object of public marketing and the processes of marketing and transactional processes
and the degree of success in achieving public marketing goals [3].
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Management bodies, entire sectors of the economy (transport, trade and the sphere of exhibition and fair activities,
the hospitality industry, tourism and recreation), the media, educational and scientific institutions, public organizations
[1] can participate in marketing relationships and actions. Territorial registration bodies of individuals and legal entities,
tax authorities, statistical authorities can and should act as active participants in marketing. In addition, the specifics of
the implementation of the marketing complex in the sphere of public administration are as follows:

— services are not material, not separated from the source, their quality is not constant over time, which creates the need
to maintain the required level of quality (standardization of service provision processes), visualization of services
(information support);

— prices for such services are formed by state authorities, depend on decisions of local and national authorities;

— in the market such a service provider is mostly a monopolist and service recipients have no choice, which reduces
potential opportunities for improving the service provider’s activities [6].

— Inaddition, marketing in the field of public administration should be used primarily to solve the following main tasks:

— ensuring stability in the state;

— market analysis, its structuring, analysis and forecasting of public demand for goods and services;

— regulation of exports and imports depending on the state of domestic and foreign markets using marketing tools;

— increasing the competitiveness of domestic producers and protecting the domestic market;— forming a positive image
of the state;

— conducting advertising activities at the state level, using state structures to promote goods in foreign markets (through
diplomatic missions);

— promoting the formation of optimal inter-sectored and regional proportions, developing competition, ensuring equal
business conditions for all market entities;

— legislative support and creating appropriate conditions for the implementation of laws;

— stabilizing the market for goods and services [5].

It is worth noting that at present, without the use of marketing in the sphere of public administration, it is practically
impossible to solve state-important problems regarding strengthening macroeconomic indicators, satisfying consumer
needs at a high level, etc. The need to use marketing by public authorities is also associated with the difficult economic
situation and globalization processes in the world.

Thus, marketing in the field of public administration is a system of application of the management concept and
practical tools of marketing by subjects of administrative activity, which is implemented by satisfying the needs of society
or its individual communities through mechanisms of mutual exchange of certain actions and resources, and the use of
marketing mechanisms in public administration will contribute to the improvement of communication policy and
organizational principles of administrative activity. In addition, the use of marketing mechanisms in public administration
contributes to its reorientation to the needs of society and citizens. In turn, public marketing should become an integral
part of the country's public administration system in market conditions, and its main task is to maximally satisfy the needs
of the population at the expense of its own producers, for whom the state should create the most favorable conditions for
development.

References

1. Kuropiatnyk, A.l., & Ladonko, L.S. (2021). Marketynhova skladova publichnoho upravlinnia Brend-menedzhment:
marketynhovi tekhnolohii [Marketing component of public administration Brand management: marketing
technologies]. Kyiv: Kyiv. nats. torh.-ekon. un-t. [in Ukrainian].

2. Romanenko, K.M. (2010). Derzhavnyi marketynh yak mekhanizm maksymizatsii sotsialnoi efektyvnosti derzhavhoho
upravlinnia [State marketing as a mechanism for maximizing the social efficiency of public administration].
Investytsii: praktyka ta dosvid — Investments: practice and experience, 10. Retrieved from: https://surl.li/bbxsjb [in
Ukrainian].

3. Romat, Ye. (2024). Markteynhovyi mekhanizm u systemi publichnoho upravlinnia [Marketing mechanism in the
public administration system]. Naukovyi visnyk: Derzhavne upravlinnia — Scientific Bulletin: State Administration,
2(16). Retrieved from: https://surl.li/gzcmiq [in Ukrainian].

4. Shatun, V.T., & Zosimova, I.A. (2016). Marketynh v publichnomu upravlinni: sutnist, spetsyfika, klasyfikatsiia
[Marketing in public administration: essence, specificity, classification]. Naukovi pratsi Chornomorskoho
derzhavnoho universytetu imeni Petra Mohyly. Seriia: Derzhavne upravlinnia — Scientific works of the Black Sea State
University named after Petro Mohyla. Series: State Administration, (Vol. 267), 255, (pp. 181-187) [in Ukrainian].

[201]



MATEPIAJIM HAYKOBO-ITPAKTUYHHUX KOH®EPEHIII ISSN 3083-6417 (online)

YOPHOMOPCBKOI'O HALIIOHAJIBHOT'O YHIBEPCUTETY ISSN 3083-6409 (print)
IMEHI ITIETPA MOTWJIN

MATERIALS OF THE SCIENTIFIC AND PRACTICAL CONFERENCE Ne 1(1) 2025

OF PETRO MOGYLA BLACK

Cepisn «Ilybniune ynpaeiinms ma aOMiHICIPY8AHHSLY Series «Public management and administration»

5. Sukhonosova, K.I. (2015). Mekhanizmy marketynhu v derzhavnomu upravlinni [Marketing mechanisms in public
administration]. Publichne upravlinnia ta mytne administruvannia — Public administration and customs
administration, 2. Retrieved from: http://nbuv.gov.ua/UJRN/vamcudu_2015 2 18 [in Ukrainian].

6. Chaplai, 1.V. (2015). Instrumentalna rol marketynhovoho mekhanizmu u systemi derzhavnoho upravlinnia [The
instrumental role of the marketing mechanism in the system of public administration]. Aspekty publichnoho
upravlinnia — Aspects of public administration, 7-8, (pp. 70-76) [in Ukrainian].

DOI 10.34132/mspc2025.01.13.49
Ban Yicenvan

MAPKETHHT' Y COEPI JEPKABHOI'O YIIPABJIIHHA: IIOHATTA TA 3MICT

B mamepianax poskpumo nonamms mapkemuney 6 cghepi 0eporcagrnozo ynpasninta. Busnaueno 06’ ekm ma cy6’ekm
Mapxemuney 6 cghepi 0epicasHo2o YNpAGIiHHA; AKMUBHI YYACHUKU MAPKemUuHey 8 chepi 0epicasHo20 YNpAaeiiHHs.
Posxpumo cneyughixy peanizayii komnnexcy mapkemuney y cpepi 0epaicagnozo ynpagiints.

Knrouosi cnosa: mapxemune, oepocasne Ynpasiints, 0epiHCAGHULL MEHEONCMEeHM, MO6apu, NOCLyeU, YNpasiiHCbKa
OUsLIbHICM®b.
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