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Abstract. The purpose of the study is to research the peculiarities of the marketing concept development
and form the concept of marketing efforts consolidation on the global car market. There are achieved the
following principal objectives: 1) to research the evolution of marketing concepts; 2) to define the ele-
ments of the concept of marketing efforts consolidation; 3) to form the peculiarities and build the model of
the concept of marketing efforts consolidation on the global car market. The results of the research are the
created concept of marketing efforts consolidation on the global car market that is intended to accelerate
sales and profits of car manufacturers as well as to be used by companies from different commodities
markets. The method of systematic, critical and comparative analysis as well as synthesis and modeling

method is employed.
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1. Introduction

Today’s global car market is an important compo-
nent of the global economy, characterized by a
complex commercial connections system, as well
as the need to reconcile the actions of a large num-
ber of economic entities and their economic inter-
ests. Demand and supply fluctuations in this mar-
ket can provoke economic crises and can slow the
development of the world economy.

Marketing is constantly evolving with the de-
velopment of the economy and economic relations,
particularly in the global car market. The global
economy and the car market are closely interrelat-
ed, and the growth of car sales is an impetus for the
development of the economy of the countries of
production and the global economy in general.

Cars production and sales in the world have
been steadily increasing since 2009 for ten consec-
utive years after a global economic crisis, although
now the pace has slowed down. Production
reached 96 million units per year in 2018 (Wagner,
2020), and sales reached nearly 78.9 million cars in
2018 (SRD, 2020). Thus, if before the global crisis
of 2008-2009 the average annual growth rate was
6.5%, then after the crisis it was 3.7% (Savych,
2018). And this figure decreases annually. Current-
ly, there is already a sharp decline in sales and

production due to the stagnation of the Chinese
economy, on one hand, and to COVID-19 events,
on the other hand, which caused even stoping of
cars’ production in Europe.

Research on the marketing activities of enter-
prises on the car market and prospects of their ef-
fective functioning is one of the important compo-
nents of the development of modern business,
which can not be successfully carried out without
studying the world experience. Therefore, it is nec-
essary to take into account globalization processes
(Semyrak, 2016), restrictions on access to natural
resources and increase of their value (Terletska,
2018), digitalization of the society (Shevchenko,
2019), intensification of competition (Tomyuk,
2016) and state regulation (Savych, 2017), which
are the key factors of the development of the au-
tomotive industry in the world.

On one hand, there is a set of publications in
the scientific literature devoted to the marketing
concept (Elliott, 1990; Morgan, 1996; Svensson,
2001; Taqi etal., 2019). On the other hand, re-
searchers pay attention to the relations with suppli-
ers and consumers in the automotive industry
(Demirbas et al., 2018; Bagul & Mukherjee, 2019;
Sarkar & Rajagopalan, 2018). But, there is a re-
search gap connected with the absence of the mar-
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keting concept, which reflects the peculiarities of
the global car market. It is the research problem of
our article, which has to be solved here.

Consequently, the purpose of our article is to
investigate the peculiarities of the marketing con-
cept development and form the appropriate concept
of consolidation of marketing efforts at the global
car market.

To achieve this purpose, the authors identified
the following objectives: 1) to study the evolution
of marketing concepts; 2) to identify the compo-
nents of the concept of consolidation of marketing
efforts; 3) to form the features of the concept of
marketing efforts consolidation at the global car
market.

The method of systematic, comparative and
critical analysis is used for the theoretical back-
ground section of our research. Besides, the syn-
thesis and modeling method is used for the results
section, where the model of the concept of market-
ing efforts consolidation of car producers at the
global car market is presented.

2. Theoretical background
2.1. The genesis of marketing

Considering that car manufacturers are industrial
enterprises, theoretical questions and results of
research of the marketing of industrial enterprises,
which are stated in the works of many scientists,
are important for our research. Of particular
importance are the works of Ambler (2004), Assael
(1993), Kotler and Keller (2015), Kerin, Hartley,
and Rudelius (2012), Lambin (1992), Pavlenko and
Voychak (2003), Pylypchuk and Dannikov (2011),
Fedorchenko (2009), etc.

Marketing is one of the important components
of modern business development. The main pur-
pose of marketing is to achieve the goals set by the
company and maximize the obtained profits. From
this, there is a need for the company to receive re-
liable data on the current market situation, includ-
ing, determine the prospects for its growth. On the
other hand, it identifies the needs and preferences
of its clients. An equally important goal of the
company is to choose a promising strategy for its
development. Therefore, there is a need for a com-
prehensive study of the stages of marketing devel-
opment, that is, its genesis, which will enable us to
determine the most promising concept and improve
the company’s competitive ability.

The concept of marketing is a management
philosophy that promotes the profitability of pro-
ducers by meeting the needs of consumers by fo-
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cusing on the long-term and flexible definition:
business activity, market, consumer target groups
and main strategic goals (Zavjalov, 2014). Or, by
Jobber and Ellis-Chadwick (2012), the concept of
marketing is the process of achieving corporate
goals, at the expense of better meeting the needs of
consumers. This is precisely that the concept of
marketing differs from the concept of sales, alt-
hough sales are one of the functions of marketing
(Al Badi, 2019).

Since its inception, the concept of marketing
has come a long way in evolutionary development.
The knowledge of stages is not only of historical
importance, but it also allows you to understand
the logic of marketing development and correctly
choose the necessary marketing concept of the en-
terprise and prepare for the transition to the next,
more developed conceptual marketing base of de-
velopment (Pavlenko & Voychak, 2003).

The main task of marketing of the past was to
respond to changes in the environment of market
actors, and today, in contrast to the past, in the
forefront there is relationship marketing, that is,
the relationship between buyers and sellers.

In the past, scholars such as Weber, Parsons,
and Henderson (1964) considered functional spe-
cialization, standardization, universalization, coop-
eration and division of labor as the basis of effec-
tive organization. Functional approach principles
have certainly worked and are working in the in-
dustrial-type economy. However, in today's eco-
nomic realities, business entities are forced to seek
effective approaches to the organization and man-
agement of the enterprise, based on an in-depth
definition of consumer demand, needs and requests
as driving factors for the production of goods and
services.

Research into the origins of marketing should
start from the early stages of the emergence of cap-
italism, the revitalization of commodity-money
relations, and the period of initial accumulation of
capital.

By classification of Kotler (2002), there are
five concepts in marketing history:

1) production improvement;

2) product improvement;

3) intensification of commercial efforts;

4) marketing;

5) social and ethical marketing.

We believe that the first three concepts of
marketing, by Kotler (2002) is a pre-marketing
concepts. The ideology of marketing is a natural
final result of the development of economic
thought in market research, and his initial research
is considered by many scholars to be mercantilism.
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Mercantilists derived the source of wealth from the
non-equivalent (unjust) exchange (Zaytsev &
Moskalenko, 2018), however, the further evolution
of the market economy leads to other theories.

The second source of marketing is a classic
political economy. Such marketing concepts as the
concept of productivity improvement and the con-
cept of product improvement are based on classical
political economy. Legislators of the classical po-
litical economy of the XVI-XIX centuries such as
W. Petty, A. Smith, D. Ricardo, K. Marx consid-
ered wealth as a source of production (Zaytsev &
Moskalenko, 2018), and the basis of exchange was
the law of value, that is, equivalent exchange.

Scientific research on marketing appeared in
the early XX century since the moment of the mar-
keting concept formation.

The stage of development of a marketing con-
cept, oriented to production, is characterized by the
focus of marketing on increasing production vol-
umes of products of a limited range, increasing
production capacity.

There is no consensus on the further devel-
opment of marketing among scientists, but this is
due to the complexity of understanding the term
“marketing” and its acquisition of many elements
and directions of development. The analysis of lit-
erary sources allowed us to classify the current ap-
proaches of leading scientists to the periodization
of marketing concepts (Table 1).

The production concept was replaced by a
concept whose priority was to improve the quality
of the products being manufactured. The main task
for manufacturers who adhere to this concept is the
endless improvement of the consumer properties of
the product, its modernization, and the improve-
ment of characteristics. Subsequently, the product
concept was transformed into the sales concept
(Kotler & Keller, 2015) or the concept of intensifi-
cation of commercial efforts (Kotler, 2002), the
main purpose of which is to force the consumer to
opt for a single product among a wide range of
products of numerous manufacturers that do not
have fundamental differences.

Table 1. Key marketing concepts and scientific approaches to its application in enterprise management (source:
structured by the authors based on Ambler (2004), Assael (1993), Boone and Kurtz (2013), Kotler (2002), Kotler and
Keller (2015), Lambin (1992), Kerin, Hartley, and Rudelius (2012))

R. Kerin,
Period Ph. Kotler Ph. Kotler, T. Ambler | H. Assael 3-d I__am— S. Hartley, L. E. Boone,
K. L. Keller bin : D. L. Kurtz
W. Rudelius
till 1900 Concept of Production Orientation | Product Era of pro- Era of
1900-1910 | production concept to produc- |concept  |duction production
1910-1920 | improvement tion
1920-1930 |Concept of Product con- Era of sales
product im- | cept
provement
1930-1940 | Concept of Sales concept Orientation Era of sales
1940-1950 |intensification to sales
of commercial
efforts
1950-1960 | Concept of Marketing Neoclassi- | Orientation | Sales con- Era of mar-
marketing concept cal para- |to customers | cept keting
digm
1960-1970 Strategic The era of the
1970-1980 approach | QOrientation |Strategic | marketing
to competi- | marketing | concept
tion
1980-1990 The strate-
1990-2000 | Concept of Holistic mar- | Relation- |9IC concept | Market- | The era of Era of rela-
after 2000 | social and keting con-  |ship mar- |Of market- | oriented | market orien- |tions
ethical mar- | cept keting Ing manageme | tation
keting nt
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The sales concept has been replaced by the
marketing concept, whose main task is to maxim-
ize customer satisfaction and stimulate demand.
The modern concept of marketing, which has re-
placed marketing one, is defined by various scien-
tists as social and ethical (Kotler, 2002), holistic
(Kotler & Keller, 2015), the concept of relation-
ship marketing (Ambler (2004), Hoffman and
Bateson (2010), the era of relations (Boone &
Kurtz, 2013), etc. As with the marketing concept,
customer satisfaction is at the forefront, while tak-
ing into account the interests of the society and all
actors involved in product creation.

2.2. Modern marketing concept

The most important goal of modern marketing is to
identify new, unmet needs, and further focus on the
enterprise to meet not only existing demand but
also to create and stimulate new markets and
consumer needs. This is why effective efforts to
meet consumer demand make it possible to
compete effectively in the market. Today, most
businesses believe that the sales market is a core
element of their business model. Any company
operates in the market and conducts its activity
under its direct influence. Therefore, here marke-
ting is the basis of enterprise management and
focuses all efforts of enterprises on gaining the
maximum share of the sales market.

According to Kotler and Keller (2015), a
modern marketing concept, reflects the firm's
commitment to consumer sovereignty, an orientation
to consumer needs, supported by complex marketing
efforts aimed at creating consumer satisfaction as a
basis for achieving the organization's goals.

Therefore, the concept of marketing is an
external-internal perspective. Firstly, it is necessary
to identify the target markets and focus on the needs
of the consumer. To apply this concept, it is advisa-
ble to apply a list of actions that directly affect the
behavior of the buyer and his preference for a
product or service that is manufactured or sold by a
particular business. As a result of such actions, it is
the profits maximization of the enterprise and
achievement of the set goals, which follows from the
satisfaction of the needs of consumers.

The basis of the modern approach realization
is relationship marketing. Such an approach is
aimed at establishing and developing successful
relationships with  suppliers, customers and
external partners. An indispensable condition for
relationship marketing is the formation of mutual
trust and commitments between firms. Relation-
ship marketing (RM) is described as affiliate mar-
keting, engagement marketing, interaction market-
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ing, marketing of partnership relations (Pylypchuk
& Dannikov, 2011). Companies influence not only
their relationships with direct partners, but they can
and usually make some influence on their relation-
ships with other entities. Thus, the active environ-
ment of the company consists of direct and indirect
relationships, partners and third parties, which in-
dicates the need to study not only the direct con-
tacts of the central organization but also its indirect
relationships. So, the essence of relationship mar-
keting is to establish close relationships with the
various participants in the process of production
and sale of goods (services) to present at the mar-
ket to consumers, which brings profit to all partici-
pants of the process and meets consumers' satisfac-
tion (Dannikov, 2011).

The final result that relationship marketing
seeks is the formation of the unique asset of the
company, called the marketing business network,
which includes the company and interested in its
workgroups (contact audiences): consumers, em-
ployees (personnel), suppliers, distributors, retail
merchants, advertising agencies, university scien-
tists, and anyone with whom the organization has
established mutually beneficial business relation-
ships. Thus, not separate manufacturers compete at
the market, but rather business systems compete as
a whole. In this case, the company that managed to
build the most efficient system wins. Spiro, Sten-
ton, and Rich (2007) believe that relationship
selling differs from transaction selling, where
sellers are only interested in direct sales of a
product or service (one-time deal).

It should be noted that with the development
of relationship-driven sales, there are, of course,
costs associated with the improvement of loyal
customer service, but also some benefits that ex-
tend to wider areas of cooperation.

At present, the concept of social and ethical
marketing is increasingly focused on the econo-
mies of developed countries. It argues that the goal
of marketing in all business sectors is to identify
the shortcomings, needs, and interests of the target
markets and to provide the desired satisfaction
more efficiently and productively than competitors
while maintaining or enhancing the well-being of
the consumer and society as a whole. That is what
distinguishes this approach from the traditional
view of marketing, which avoids the problem of
possible conflicts between the desire of the seller
to sell their products and the long-term well-being
of the consumer. Now, when making decisions,
companies start thinking about the interests of so-
ciety. The concept of socially-oriented, ethical
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marketing requires balancing the following three
factors:

— companies’ profits;
consumers’ requests and demands;
society interests.

The concept of socially-oriented, responsible
marketing firstly emerged in the field of commodi-
ty production (Fedorchenko, 2009). However, this
is relevant not only for commodity producers but
also for the services sector.

The need to use marketing as a kind of
philosophy that permeates the entire business of
the company has transformed the perception of
marketing as a management concept, a business
concept into holistic marketing. In this case, con-
sumers, the company itself and its partners are in-
volved in marketing. With their participation the
market space and potential opportunities that arise
in it for the company are determined. Then the po-
tential opportunities, the demands of focusing on
the consumers are translated into the language of
the necessary resources, the use of key competenc-
es and the creation of a network of cooperation.

Marketing, in this case, is the whole philoso-
phy of the company — it is provided for an integral
approach to it, the whole company is engaged in
marketing, including a special team, not only the
“profile” department.

The need for effective marketing decisions in
overcoming contradictions (finding a compromise)
in the interaction of economic entities and the opti-
mal placement of resources, require changes in the
nature of enterprise marketing and business orienta-
tion to a new modern concept created by the classics
of marketing Kotler and Keller (2015) is a so-called
“holistic marketing” that includes four components:
market orientation marketing;
socially responsible marketing;
integrated marketing (products, prices,
sales, communications);
internal marketing.

To implement socially responsible behavior, a
business should have the ability to make independ-
ent decisions (without coercion); understanding the
consequences of self-made decisions; the ability to
see the goals and meaning of business develop-
ment in the context of social development; the de-
sire to make decisions that contribute to the devel-
opment of society.

Integrated marketing involves the mutual coor-
dination of the traditional tools of the marketing
complex to maximize their overall effect. Internal
marketing ensures acceptance of marketing princi-
ples by all employees of the organization, that is,
adherence to marketing philosophy of business at the
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company level as a whole: to pay special attention to
the quality of work of personnel, to effectively train
and motivate employees who work with clients, as
well as all servicing and consulting staff to work in a
team and provide customer satisfaction.

It has to be noted, that the existing marketing
concept is mainly dedicated to theoretical ap-
proaches to an understanding of “marketing” espe-
cially in case of application these studies to real
new business frames of enterprises’ marketing ac-
tivities where real business is living while combin-
ing off-line and on-line activities. Thus, the ground
of new marketing concepts development is arising
from practical business nowadays.

While studying the world evolution of market-
ing concepts, it should be noted that the essential
criteria that should be guided in choosing a market-
ing concept for an organization within a country
are several factors that determine the situation in a
particular market segment and the choice of the
optimal marketing strategy.

There are the following main factors for de-
termining the situation at the selected market
(Savych, 2018):

— needs of stakeholders — consumer, manu-
facturer, state, society, etc. The level of
their satisfaction and the ability to create
new needs in the selected market;
external and internal factors of the organi-
zation that have an impact on the market;
national or regional mentality;

a vector of change in the political, eco-
nomic, technological, social and legal en-
vironment.

Based on the study of the theory of marketing
concept development, we propose the author's
periodicity of development of the theory of
marketing concept (Figure 1).

Thus, we believe that many scientists did not
include the stage that preceded the production and /
or product concept. The authors propose to name
this stage of marketing development as the period
of a simple trade. Also, in marketing theory, we
propose to divide the stage of marketing concept
into 2 stages: the period of marketing development
within individual departments of companies and
the stage when marketing became the basis of all
activity of the enterprise. And today, with the de-
velopment of new technologies and Internet mar-
keting (Radionova-Girsa, 2018), when almost all
the activities of enterprises have moved to the In-
ternet and companies can communicate directly
with each client, a new stage of marketing devel-
opment is coming — the digital era.
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Figure 1. Evolution of marketing concepts (source: composed by the authors)
3. Results their capacity in the amount of nomenclature of-

As a result of our research, taking into account the
analysis of marketing concepts made earlier, we
consider that it is advisable to offer an author's
approach to the concept of marketing efforts con-
solidation by its components under the influence of
characteristic features of demand in international
car markets in the context of globalization of world
economic processes, informatization of economy
and the high cost of natural resources, increasing
requirements for environmental friendliness,
ergonomics, and car safety, and urbanization of the
population, taking into account changes in consu-
mer tastes and consumer preferences in different
geographic markets and across generations.

“Consolidation” means merging and consoli-
dating around one single idea — the buyer’s deci-
sion to buy.

We have investigated the evolution of market-
ing concepts, their transformation and found that in
the present conditions of doing business under the
influence of globalization and informatization pro-
cesses, consolidation of methodical and methodo-
logical principles in the process of marketing man-
agement at the enterprises of the global industry —
production of cars is relevant. The consolidation of
marketing efforts, first and foremost, is aimed at
identifying the demand and satisfaction of the
world car market, taking into account national,
economic, environmental, geographical, historical
and other conditions in each of the markets. The
consolidation of marketing efforts in the context of
globalization implies taking into account the con-
sumer needs and opportunities of the global aggre-
gate consumer to buy goods and services within
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fered in the world markets following the “offer” of
national car manufacturers within their capabilities.

The use of marketing efforts consolidation in
the management of global car manufacturers opens
the opportunity to reduce the impact of fierce com-
petition in international markets, focusing on the
growing demands of buyers for quality of goods
and after-sales service, by enhancing the strategic
impact of the tools of the marketing standard, not
only globally but also by effectively integrating
local features of regional cluster markets into a
global one.

From our point of view, a system approach
and integrity are required to influence the buyer's
decision to buy a particular product. Some market-
ing tools no longer work. Moreover, the marketing
complex is influenced by external impact factors at
the strategic and tactical levels. The marketing
complex formed under the external influence in its
turn pushes the buyer to buy and builds his loyalty.
So, we propose to apply the concept of marketing
efforts consolidation, the essence of which is to
form such a marketing complex, which would take
into account the impact factors at the micro and
macro levels. And there would be the use of such
marketing tools, which is dictated, on the one
hand, by a dynamic global external non-controlled
environment and consumers behaviour, and by ef-
ficient business processes — on the other hand.
Therefore, from our point of view, the marketing
decision of the enterprise, which is developed un-
der the impact factors at the strategic and tactical
levels, is directly influenced by the consumer’s
decision (Figure 2).
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Globalization processes
informatization, investment
attractiveness, urbanization,
overpopulation, exhaustion
and high cost of natural
resources

Strategic level

State regulation
ecologic norms,

climate conditions,
safcty standards,

free competition

Consumer behavior
consumers preferences,
consumers tastes, models
of consumers behavior,

loyalty

Tactic level

Value added
resources
cost of resources, infra-
structure, logistics
partnership relations

Figure 2. The concept of marketing efforts consolidation of car producers at the global car market
(source: composed by the authors)

Therefore, we consider 2 groups of impact
factors at the strategic level:
globalization processes;
state regulation.

Consolidation of strategic marketing efforts in
the context of globalization processes involves re-
search and consideration of economic processes
globalization, informatization of economic pro-
cesses, exhaustion and high cost of natural re-
sources, strengthening of requirements for envi-
ronmental friendliness of finished products and
services, overpopulation and urbanization, etc.

Impact factors of state regulation, which need
to be monitored by the enterprise, would include
the application of environmental standards, safety
standards, norms of use of natural resources,
protection of free competition, support of national
production, etc.
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Consolidation of operational marketing efforts
involves research into the growing demands of the
buyer to the level of quality and value of products
in a context of limited resources and capacity to
meet the need. This consolidation involves
balancing the ability of the manufacturer to meet
demand by making efforts across all components
of the marketing mix.

Impact factors at the tactical level include 2
groups of factors:

Consumer behavior;
“Value-added resources”.

At the tactical level, we consider the main fac-
tors influencing the marketing complex of the car
manufacturer, which are a group of factors related
to consumer behavior, which are expressed in
changes in consumer behavior, their tastes and
consumer preferences, consumer loyalty, as well as
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patterns of consumer behavior depending on the
geographical market.

In turn, the factors that influence the value-
added group of resources would be those resources
that add value and advantages to the company,
such as availability and cost of resources for the
company, infrastructure, logistics and building
partnership relations in the supplier-consumer sys-
tem. This, in turn, provides the company with
competitive advantages due to the synergistic ef-
fect of using partnerships and advantages in logis-
tics. These factors are not static, their level of in-
fluence is changing dynamically.

The factors of strategic and tactical level have
a strong influence on the formation of the market-
ing complex of the enterprise, depending on the
geography of the market, where comes first prod-

uct-innovation policy, which is the driver of for-
mation of influence on the buyer's decisions and
influences the use of already specific tools in other
components of the marketing complex: pricing,
communications, distribution, human resources
management.

It is important here when developing market-
ing policy, to take also into account the latest
trends in the use of tools of the marketing complex
of the car producer (Table 2).

As a result, the concept of marketing efforts
consolidation by the components of its marketing
complex creates motives for the consumer to buy,
shapes his loyalty and enhances the competitive-
ness of the car producing company at the global
car market.

Table 2. Current trends in using marketing toolkit of car manufacturers (source: composed by the authors)

Type of mar-
keting toolkit

Peculiarities of using

In product- — application of innovations;
innovative — constant development of new products;
policy — reducing the life cycle of products;
— the increasing impact of the cost of related products (fuel/energy for cars);
— development of infrastructure for electric vehicles;
— cost of major components (batteries/ internal combustion engines);
— length of mileages.
In price policy | — analysis of financial factors of pricing;

analysis of marketing factors of pricing;

applying a pricing strategy based on goals at the specific market;
setting prices depending on the geographic market;

cost of ownership, including the cost of running a car / electric vehicle.

In the distribu- transition to online sales;

tion system — opening virtual stores;

— transition from single branding sales to the multi-branding proposal;

— shifting from product ownership to rental and car sharing;

— transition to a producer-end-user system without intermediaries.

In the commu- | — adaptation of tools to digital technologies;

nication — digitization of communications;

system — personal selling is still important, but efficiency is diminishing towards online content and inter-
face. Combination of off-line and on-line sales;

— recommendations matter most;

— after-sales service is of high importance;

— direct communication between producer and end-consumer. In this case, producers are going
on-line, but dealers are still important in terms of logistics, servicing and final client decision
while test-driving a car.

In the human — reducing the influence of the seller as a person;
resources — the use of artificial intelligence;

management — personnel training;

system — effective motivation;

administration-personnel-client / supplier partnerships relations come to the forefront.
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4. Discussion

The issue of implementation of the proposed con-
cept by companies-producers of other industries,
such as aviation, remains debatable. This is
because the development of each industry has its
specificity and it is necessary to take into account
not only the typical global factors of influence but
also specific to the particular industry.

5. Conclusions

The systematic analysis of the periodization of the
transformation of marketing concepts, their refine-
ment, is based on the fact that there is a transfor-
mation of the system of relations between the
consumer and the producer of products or services.
The critical evaluation of marketing concepts al-
lows the authors propose to transform the existing
periodization of the marketing concepts and divide
the period of marketing into the period of market-
ing departments and the period of the marketing at
the enterprise. Besides, the period of relationship
marketing has been transformed into the digital
marketing era.

The comparative analysis of the concepts of
holistic marketing and relationship marketing al-
lows us to state the necessity of combining modern
developments in marketing theory with practical
trends that have emerged in the car market.

The synthesis of marketing concept’s compo-
nents and deep understanding of the global car
market peculiarities has become the gound of mo-
deling the concept of marketing efforts consoli-
dation by the components of the marketing
complex at the level of strategic activity related to
changes in the social, technical, economic factors
of the external environment of the global car
market, as well as at the level of tactical marketing,
which is determined by the condition and need for
managerial, organizational, technical changes in
the interior environment of the car producer. The
theoretical findings of the research are recom-
mended to be verified in the form of qualitative
research in the future.
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