— trend analysis - analysis of the dynamics of data from previous periods in order to identify dependencies,
on the basis of which it is possible to make assumptions about future trends, as well as to predict the most likely
course of events;

— factor analysis - analysis of the individual factors’ influence on the resulting indicator using deterministic
or stochastic methods of research. Factor analysis can be direct (analysis itself), in which a resulting indicator is
decomposed into its components, and inverse (synthesis), in which a resulting indicator is formed from individu-
al elements;

— analysis of relative indicators (ratios) - identifying the interconnections of indicators by evaluating the re-
lations between individual positions of financial statements.

The choice of method depends on the qualifications, experience and professionalism of the auditor, the
amount of input information, the analysis’ level of detail, the quality of the statements provided, the goals and
objectives of the audit.

Conclusion. Evolution of the audit is manifested in a steady trend of increasing the analytical services’ share
in the activities of audit firms, which improves the quality of the audit as a whole. At the present time an im-
portant task of the audit is to assist the specialists of the enterprises in improving the formulation of accounting
and reporting, increasing the economic feasibility in making management decisions. Periodic audit is being re-
placed by the continuous internal one, which is able to cover a much larger percentage of the company's data and
control business processes. Rapid response to changes in the environment is necessary for a real-time economy.
The ongoing monitoring of business procedures helps identify sudden changes and leads to discovering of addi-
tional opportunities for the company. The traditional audit planning process has limited value in assessing risks
in today's destructive environment. Continuous monitoring, assessment and tracking of risks can help internal
audit direct resources to where they are most needed. The use of business analysis tools helps to organize money
flow into the most vulnerable areas for each company individually. This approach can change the concept of
relationship with stakeholders, allowing internal audit to predict risks and give advice to the management more
effectively. The auditor should aim not only at identifying individual errors and deliberate distortion in account-
ing, but rather at finding systematic mistakes in accounting, from the analyst’s point of view.
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INDUSTRIAL MARKETING: ARE BELARUSIAN ENTERPRISES ABLE TO USE THIS TOOL?

A.B. Konuk, cmyoenmra epynnet 10507115, @MMII FHTY,
HayuHblil pyKo8ooumens — Kano.neo.Hayx, ooyenm A.H. Copokuna

Resume - Industry is one of the leading sectors of the economy of the Republic of Belarus. However, there is
much to develop even in the leading industry. Competent use of industrial marketing is an effective way of mar-
keting products used in production by industrial enterprises. Sales volumes of Belarusian industrial products are
small in comparison to Western countries where industrial marketing is developed at the highest level. That is
why the issue of using industrial marketing at Belarusian industrial enterprises is actual than ever.

Peztome - Ipomviutiennocms s611€mcs 00HUM U3 eOYWUX CeKmopog IkoHomuku Pecnyoruxu Benapyco.
Oouaxo Oasice gedywell OMpaciu CMpansbl ecms Kyoa pazeueamvcs. I pamommuoe ucnonvb308aHue npomMbluLieH-
HO20 MapkemuHea A61Aemcs dPPEeKMusHbiM CnocoboM cObima NPOOYKYUU, UCHOAbIYEMOU 8 NPouU3Bo0cmee
npomvlunennbimMu npeonpusmuimu. Oovemvl coObima 6e10pyCcCcKoll NPOMBIULEHHOU NPOOYKYUU MATbL 8 CPABHE-
HUU C 3anadﬂhmu cmpanamu, 6 Komopblx }’lpOMleJZEHHbluv MapKemuHe paseunt Ha gblcoyavuem yposhe. Hwmen-
HO nOmMomy 60npoc UcCnoaib306aHusl NPOMbIUIEHHO20 MAPKemMunsa Ha 6eﬂ0pyccxux NPOMBIUUTIEHHbIX npe()npuﬂ—
musix akmyajien Kak HMKOZ()(,Z.

Introduction. Industrial sector in Belarus includes 16 major sub-sectors: fuel, electric power, ferrous and
non-ferrous metallurgy, chemical industry, timber, woodworking, pulp and paper, engineering, food, light and
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others [2]. Each sub-sector needs in marketing researches that will contribute to achieve goals by fixing data for
specific periods and for each specific market and its segments.

Industrial marketing. The concept of industrial marketing first appeared in Western literature in the 1920s.
Initially, it was considered solely in terms of sales policy and advertising [1]. Unfortunately, the vision of indus-
trial marketing has not changed since 1920s at Belarusian industrial enterprises, as the introduction of marketing
structures at Belarusian enterprises was carried out, basically, by reorganizing (even simple renaming) sales and
commercial departments.

Industrial marketing is the promotion of products that are used in production by industrial enterprises. Such
products include raw materials and components. The most important feature of industrial marketing is the idea
that country's economy is the union of three large economic blocks of national economy’s sectors: extractive
industries, manufacturing industry and consuming industries. Therefore, industrial marketing can be qualified as
business relations in the market of industrial goods for technical purposes, aimed at promoting these goods
(business services) from enterprises that produce them to those organizations and firms that acquire them for
subsequent use in production of a certain product or for resale without change.

According to the researchers, marketing researches provide up to 80% of market success, but on condition
that all managers’ decisions are carried out on their basis. Competent, professional conduct of marketing re-
searches allows enterprises to assess their market opportunities objectively and select those areas of activity in
which the achievement of goals becomes possible with minimal risk and more certainty.

The current level of marketing use at Belarusian enterprises is not satisfactory. Only 20-25% of enterprises
have full-fledged marketing services that are engaged in active market researches and provide information to
heads of enterprises that allow them to adapt production to market requirements. The practice of marketing de-
velopment at Belarusian enterprises has revealed following problems preventing its use [3]:

— conditions of domestic market’s formation: marketing is perceived, above all, as means of survival aimed at
the use of existing production, financial, labor potential to meet consumers’ needs;

— nature of developing business relationships: current developing has a tendency toward centralism, in which
management misunderstand the importance of marketing. That is why not all marketing tools are widely used at
Belarusian enterprises, some uses of marketing activities, as a rule, are one-time in nature. Most of them charac-
terize marketing as advertising and knowledge of their consumers. The most attractive is the use of price. At the
present stage, the price makes it possible, without attracting other means, to get an immediate effect. Creating a
marketing department, an enterprise hopes to get additional consumers and ensure the sale of its products. But if
an enterprise wants to achieve such goals, it mustn’t look at marketing as a system of product promotion and
knowledge of their consumers, but also the system of interaction of an enterprise with external environment,
involving the coordinated functioning of product and pricing policies, marketing activities, market researches
and management itself;

— competitive environment: it is characterized by the dictates of a manufacturer, especially in the field of raw
materials and strategic resources;

— orientation to direct economic benefits: enterprises do not take into account the impact of activities on the
environment;

— chronic lack of funds for development of marketing at enterprises: many enterprises barely have enough
funds to support their current activities, not to mention additional sources for enterprises and development of
marketing services.

Conclusion. The problems described above can be solved if enterprises clearly understand and fulfill the
functions of industrial marketing, which will contribute to increase product sales, increase competitiveness and
also win new market segments. Problems will be solved - the remaining 75-80% of Belarusian enterprises will
become more successful both in the domestic and foreign markets.
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