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THE ROLE AND PLACE OF MARKETING  

IN THE FORMATION BUSINESS MODELS 

An approach to increasing the number of complex elements of marketing that allows you to in-

crease the number of analyzed elements of internal marketing-driven environment of the enterprise.  

The microenvironment of the enterprise emphasizes the need to establish a strong relationship “producer-

consumer” according to current trends with an increase in the level of competition. A variant of the ex-

pansion of the marketing elements of the consumer position to establish relationships with the compa-

ny's marketing complex. The resulting development is related to the principle of formation of business 

models A. Ostervalder. The result of applying the integrated approach is a structured list of items needed 

for the consideration of the formation of business models subjective-ing entities, focused on improving 

customer satisfaction to ensure the sustainability and development prospects of the definition. 

Key words: marketing mix, business model, operation environment, company. 
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