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ABSTRACT 

The article presents the results of a study of the formation of personnel competence models for enterprises of the 

military-industrial complex in the context of diversification. The authors carry out a comparative analysis of the 

goals of diversification and the content of marketing activities. The use of a competency-based approach was 

substantiated, and a survey of heads of enterprises of the military-industrial complex was conducted on the 

composition and content of knowledge, skills and abilities necessary for effective work in the markets of high-

tech civilian and dual-use products. Models of competencies for personnel of strategic, tactical and operational 

levels of marketing activities at enterprises of the military-industrial complex are proposed. In the structure of 

competencies for personnel of the strategic level of marketing activities, the predominance of knowledge, skills 

and abilities in the formation of the value of a business, its long-term stability and innovation in the markets of 

high-tech civilian and dual-use products is substantiated. As part of the tactical level of marketing activities, 

competencies are proposed that allow you to develop and implement marketing strategies, carry out tactical and 

operational management of work with markets, goal-setting, and the formation of teamwork. As part of the 

operational level of marketing activities, competencies related to direct interactions with target buyers and 

consumers, such as the ability to negotiate and carry out sales, Internet marketing, and the ability to conduct 

market research, are proposed as prevailing. The proposed scientific approach makes it possible to form models 

of market personnel competencies for enterprises of the military-industrial complex in the context of various 

industries for the strategic, tactical and operational levels of personnel on the basis of clarifying the goals of 

marketing activities in the context of achieving the goals of diversification of enterprises of the military-

industrial complex. 

Keywords: military-industrial complex, diversification of production, market competencies of personnel, 

marketing activities in the process of diversification 

1. INTRODUCTION 

At present, the task of diversifying the 

enterprises of the military-industrial complex 

(hereinafter – MIC) is set at the state level: the share 

of civilian products in the total output of the 

domestic MIC in 2025 should be at least 30%, and in 

2030 – at least 50%. Despite the positive nature of 

the dynamics of the rate of production of high-tech 

civilian and dual-use products (hereinafter – 
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HTCDP) in the structure of the defense industry 

(Table 1), the main factors hindering the 

intensification of diversification processes, 

according to the heads of defense enterprises, are 

factors associated with a lack of market 

competencies (Table 2). 

Table 1. The share of HTCDP in the total output of MIC products 

Industry Sector 

2018 2019 2020 

Rate of 
change in 
HTCDP, % 

Share of 
HTCDP in 
the total 

volume, % 

Rate of 
change in 
HTCDP, % 

Share of 
HTCDP in 
the total 

volume, % 

Rate of 
change in 
HTCDP, % 

Share of 
HTCDP in 
the total 

volume, % 

MIC in general 104.8 23.1 106.5 24.1 101.2 25.6 

Aviation Industry 101.7 34.1 87.3 31.3 96.2 31.4 

Conventional Arms Industry 106.6 22.4 103.6 21.6 77.6 21.4 

Ammunition and Special 
Chemicals Industry 

96.7 25.8 103.6 26.7 99.7 26.7 

Shipbuilding Industry 118.3 15.3 162.6 25.8 116.2 28.7 

Radioelectronic Industry 108.7 12.3 144.7 15.0 116.7 18.2 

Source: Data provided by the All-Russia Scientific and Research Institute “Center” 

Table 2. Results of a survey of heads of MIC enterprises  

Factors Hindering the Intensification of the Processes of Diversification of MIC 
Enterprises 

Percentage of Respondents Who 
Indicated the Factor, % 

Lack of competencies in working with markets (difficulties in choosing markets, 
forming strategies, entering markets, promoting the HTCDP) 

76 

Difficulties with the development of a new HTCDP 51 

Difficulties in mastering production 36 

Lack of government support measures 29 

Source: Compiled by the authors 

The structure and composition of market 

competencies, personnel is determined by the 

specifics of diversification goals [1-3], which include: 

 entering the HTCDP markets (global and 

domestic); 

 increasing the competitiveness of MIC 

enterprises in the markets; 

 formation of a balanced product portfolio of 

HTCDP; 

 coordination of interests of military and 

civilian production; 

 transition of MIC enterprises to a modern 

business model; 

 increasing the innovative activity of MIC 

enterprises; 

 increasing capitalization and investment 

attractiveness; 

 increasing the mobility and adaptability of 

MIC enterprises to market conditions. 

The presented set of goals determines the content 

of the marketing and management activities of the 

defense industry enterprises in the context of 

entering the HTCDP markets. 

Creation and implementation of personnel 

competency models should ensure the transition to a 

modern business model, which will allow enterprises 

to achieve stable financial results in the HTCDP 

markets in the strategic period (due to mobility, 

flexibility, adaptability, development of assets that 

form the value of the business) [3-7]. Market 

competencies of personnel will determine the ability 

of the business to integrate into a dynamically 

changing external environment, focus on consumer 

interests, create and use market partner assets to 

achieve competitiveness, stimulate the 

innovativeness of the enterprise. 

In the process of diversification development, it 

is important to ensure not only the presence of 

professional qualities of the personnel of marketing, 

sales, development services, but also the 

understanding of the business tasks by the 

employees, the ability to manage the achievement of 

diversification goals, and to form strategic directions 

of activity in the HTCDP markets. 

The main advantages of the competency-based 

approach are: 

 the possibility of forming competency models 

for the business tasks of the enterprise in the 

context of diversification; 

 comprehensive coverage of the 

characteristics of employees (professional, 
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personal, general, corporate competences, 

etc.); 

 the possibility of using competency models, 

both at the stage of personnel selection and at 

the stages of certification, assessment, 

formation of a personnel reserve, career 

planning, training. 

The competence-based approach describes not 

only the knowledge and skills of the employee, but 

also the behavior and actions, takes into account the 

employee's ability to bear responsibility, 

understanding the result, the possibility of 

implementing managerial skills [8-10]. 

In the process of forming personnel competency 

models, four groups of goals are taken into account 

(Figure 1). 

 
Figure 1. Factors affecting the formation of market 

competencies of MIC enterprises in the process of 

diversification 

Source: Compiled by the authors 

2. MATERIALS AND METHODS 

The aim of the study is to develop a scientific 

approach to the formation of market competencies of 

MIC enterprises in the context of diversification. 

The research objectives include: 

 defining the functions of marketing at the 

MIC enterprises; 

 defining the tasks of the MIC marketing 

services personnel; 

 determine the directions for the formation of 

market competencies in the context of 

diversification. 

The research methodology is determined by a set 

of scientific methods, as well as by the goal, 

objectives and principles of the formation of 

competencies in the process of diversification of the 

MIC industry.  

The methodological basis of the study was the 

scientific work of Russian and foreign scientists on 

the diversification of MIC enterprises, the content of 

marketing activities, and the formation of 

competency models. 

In the course of the study, a systematic and 

integrated approach, methods of comparative and 

factor analysis, methods of interviewing heads of 

MIC enterprises, and a competency-based method in 

personnel management were used. In the course of 

the study, the types of marketing activities in the 

context of the diversification of the defense industry 

were structured, a comparative analysis of the goals 

of diversification and marketing activities was 

carried out. 

When forming the composition of competencies 

required in the course of MIC diversification, their 

main groups were identified: corporate, professional, 

general, personal, communication. 

The research results can be applied in various 

branches of MIC in the process of diversification. 

In the course of the study, we used the results of 

interviews with heads of MIC enterprises, statistical 

data, databases of the Federal State Unitary 

Enterprise All-Russia Scientific and Research 

Institute “Center”. 

3. RESULTS 

The selection and justification of the market 

competencies of employees engaged in the 

diversification of MIC enterprises should be based 

on an analysis of the content of marketing activities. 

Analysis of publications on the content of 

marketing allows us to determine the systemic and 

evolutionary nature of marketing activities and 

consider it as a universal system of tools for working 

with the market and business management, the 

elements of which are used situationally, depending 

on the prevailing external and internal conditions [3, 

6, 11, 12]. 

Based on the generalization of the results of 

scientific research in the field of development and 

content of marketing, the author's understanding of 

marketing activities was formed as: 

 a system for the formation and improvement 

Models of 
market 

competencies 
for MIC  

personnel in 
the context of 
diversification

Goals and objectives for the 
diversification of MIC at the state 

level

Goals and 
objectives for the 

formation of 
market 

competencies of 
the MIC 

personnel in the 
context of 

diversification

Goals, objectives and content for the 
marketing activities of MIC 
enterprises in the context of 

diversification

Goals and 
objectives for 

diversification at 
MIC level 
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of business efficiency, ensuring its mobility 

and adaptation to the external environment, 

stability of financial flows, reduction of 

volatility based on the integration of 

marketing into the strategic management 

system of the enterprise, creation of the 

market value of the business through 

marketing intangible assets and the use of 

partner resources; development of market 

network interactions; 

 a function of the enterprise, involving the 

analysis of markets, the development and 

implementation of marketing and market 

strategies (product, price, promotion and 

sales strategies, positioning and 

segmentation); 

 a system of interconnection of internal and 

external counterparties in the process of 

functioning of the business model of the 

enterprise. 

Marketing activities at enterprises are carried out 

at the strategic, tactical and operational levels, each 

of which is characterized by a different composition 

of functions that require differentiation of personnel 

competencies (Figure 2). 

 
Figure 2. Levels of marketing activities at MIC 

enterprises 

Source: Compiled by the authors 

Analysis of the content of marketing activities 

allows us to determine the following functions at the 

MIC enterprises in the process of diversification: 

1) Strategic level: 

 identification and selection of strategic 

markets for HTCDP; 

 defining market and competitive strategies 

for HTCDP; 

 formation of the product portfolio of HTCDP; 

 formation of business models to achieve 

market goals; 

 formation of market partnerships; 

 strategies for the formation of marketing 

intangible assets (trademarks, brands, 

channels of interaction); 

 increasing the value of the business; 

 formation of the company's position in the 

process of communication with legislative 

and executive authorities, development 

institutions, and other target audiences. 

2) Tactical level: 

 positioning of the MIC enterprises in the 

HTCDP markets; 

 formation of marketing strategies (product, 

price, service, promotion and sales strategy); 

 evaluation of the effectiveness of marketing 

activities. 

3) Operational level: 

 sales activities; 

 promotion of the HTCDP (including the 

Internet); 

 collection and analysis of marketing 

information. 

The composition and structure of personnel 

market competencies are also determined by the 

following factors: 

1) Factors of the macroenvironment: 

 state policy in the field of MIC diversification; 

 strategy of diversification of Russia; 

 regulatory and legal framework in the field of 

MIC diversification; 

 government measures to support and 

stimulate the MIC diversification; 

 activities of development institutions; 

 conjuncture of foreign and domestic markets; 

 sanctions policy in relation to the Russian 

Federation; 

 policy of technological independence and 

import substitution. 

Strategic level: senior executives 
(marketing director, development 
director, diversification director)

Tactical level: middle managers (head of 
marketing, heads of structural divisions 

of marketing)

Operational level of marketing: 
employees of marketing services who are 

responsible for sales, promotion, 
collection and analysis of marketing 

information
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2) Factors of the microenvironment: 

 types of HTCDP markets in which the MIC 

enterprise operates and plans to operate 

(В2В, В2С, В2G); 

 degree of novelty and dynamics of markets; 

 the composition of competitors and the level 

of competition; 

 the presence and composition of partner 

organizations. 

3) Factors of the internal environment: 

 goals and functions of the marketing 

activities of the enterprise; 

 the composition of the divisions of the 

marketing service of the MIC enterprises; 

 internal requirements for personnel; 

 availability of resources for the 

implementation of diversification processes. 

The result of the study is the choice of directions 

for the formation of market competencies for 

personnel of the strategic, tactical and operational 

level of marketing activities of MIC enterprises 

(Table 3-5). 

The competencies of the personnel who make 

decisions at the strategic level of marketing activities 

make it possible to formulate business tasks, build a 

business structure for them, determine strategic 

goals and ways to achieve them in the HTCDP 

markets. 

Table 3. Directions of the formation of market competencies for personnel of the strategic level of marketing 

activities in the process of MIC diversification  

Types of 
Competencies 

Competencies 

Corporate  
Ability to apply knowledge about: the company's products, production, technological and logistics 
capabilities, design and service capabilities 

General  

Systems thinking 
Analytical thinking 
Ability to apply theoretical knowledge 
Teamwork  

Professional 

Ability to develop market strategies in domestic and foreign markets 
Ability to form and select strategic alternatives in the HTCDP markets, taking into account the factors of the 
external and internal environment 
Ability to form a product portfolio for the HTCDP 
Ability to design business networks 
Ability to determine the development and management of marketing intangible assets 
Ability to work effectively with measures of government support for diversification 
Ability to represent the company in the course of targeted communications with the subjects of the external 
environment (government organizations, buyers, suppliers, intermediaries, representatives of development 
institutions, etc.) 
Ability to lobby for the goals of the enterprise in the legislative and executive authorities 
Predictive ability for HTCDP markets 

Communicative 
Ability to carry out effective communications with stakeholders (government authorities, shareholders, 
company management, personnel, business partners) 
Negotiation activity 

Personal 
Self-development ability 
Ability to achieve a goal  

Source: Compiled by the authors  

The competencies of the personnel who make 

decisions at the tactical level of marketing activities 

make it possible to translate strategic decisions into 

the plane of marketing plans, strategies for the 

entire marketing mix, and specific events. Tactical 

level managers form roadmaps to achieve goals for 

each strategic market, determine the composition of 

personnel, motivation methods, decompose 

strategic goals to the level of tactical and 

operational components, and distribute goals among 

employees of the operational level. Managerial 

competencies provide the ability to manage a team, 

set and achieve goal. 

The competencies of personnel at the 

operational level of marketing activities are 

primarily aimed at establishing targeted interactions 

with buyers and consumers (existing and potential). 

As part of such interactions – the transfer of 

information, the execution of sales transactions, 

clarification of the needs of buyers, the receipt and 

analysis of data about markets, goods, customers, 

competitors, and the macro environment. 
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Table 4. Directions of the formation of market competencies for personnel of the tactical level of marketing 

activities in the process of MIC diversification  

Types of 
Competencies 

Competencies 

Corporate  
Ability to apply knowledge about: the company's products, production, technological and logistics 
capabilities, design and service capabilities 

General 

Systems thinking 
Analytical thinking 
Ability to apply theoretical knowledge 
Teamwork  

Professional  

Ability to identify and structure the needs of HTCDP markets 
Ability to develop and implement a product strategy 
Ability to develop and implement a pricing strategy 
Ability to develop and implement a promotion strategy 
Ability to develop and implement a sales strategy 
Ability to develop and implement a service strategy 
Formation of databases 
Ability to create a marketing information system at a MIC enterprise 
Ability to work effectively with government support for diversification 

Managerial 

Team building 
Goal-setting 
Ability to develop and implement marketing plans 
Ability to apply staff motivation methods 
Creation of effective communications both within the marketing service and with other departments 
Ability to manage conflicts 

Communicative 
Ability to generate targeted customer interactions 
Stress tolerance  

Personal 
Leadership 
Self-development ability 
Ability to achieve a goal 

Source: Compiled by the authors  

Table 5. Directions of the formation of market competencies for personnel of the operational level of marketing 

activities in the process of MIC diversification 

Type of 
Competencies 

Competencies 

Corporate  
Ability to apply knowledge about: the company's products, production, technological and logistics 
capabilities, design and service capabilities  

General  

Systems thinking 
Analytical thinking 
Ability to apply theoretical knowledge 
Teamwork 

Professional 

Ability to sell HTCDP 
Customer focus 
Negotiation activity 
Conducting surveys, interviews, focus groups 
Ability to design and conduct marketing research of HTCDP markets 
Database maintenance 
Ability to choose promotion channels and transmit information through them 
Ability to create information and advertising messages 
Ability to ensure efficient operation of Internet communications 

Communicative 

Ability to form targeted interactions with buyers and consumers 
Stress tolerance 
Ability to extinguish conflicts 
Ability to identify customer needs  

Personal 
Result orientation 
Responsibility  

Source: Compiled by the authors  

The proposed composition of competencies can be 

scaled in the formation of models in the MIC, while in the 

sectoral context there will be changes in the composition 

of tools and methods of working with the market 

environment, which depend on the types and number of 

buyers, the dynamics of the HTCDP markets and other 

market indicators. In particular, a number of markets for 

the enterprises of the radio-electronic industry are closer to 

the B2C model, the markets of aviation and shipbuilding 

products are overwhelmingly represented by types B2B 

and B2G, the markets of the conventional arms industry 

can also be characterized as state and industrial. 
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Thus, the proposed scientific approach makes it 

possible, on the basis of combining and 

interconnecting the goals of diversifying the defense 

industry with the content and goals of marketing in 

the HTCDP markets, to form models of personnel 

competencies for employees of the strategic, tactical 

and operational level of marketing services at MIC 

enterprises. 

4. DISCUSSION 

The issues of the composition of market 

competencies required to achieve the goals of 

diversifying the MIC industry are considered by 

various authors.  

A number of authors consider only competencies 

related to the development of technical professional 

competencies (the ability to use new software in the 

course of the design of the HTCDP, the ability to 

develop technological processes in the context of 

digitalization, the ability to introduce new 

technological trends into practice) [5, 13-15]. Other 

authors consider the term “ability to work with 

markets”, implying sales and promotion activities, 

active communications [6, 16]. Almost all authors 

note the importance of including knowledge, skills 

and abilities of working on the Internet (retargeting, 

search engine optimization, working with analytics 

systems) in the competence model. 

As part of the general and personal competencies 

of employees working with markets, most authors 

name analytical thinking and systems thinking. This 

is due to the need to work with large amounts of 

information at each level of marketing activities, the 

ability to systematize information, form time series, 

identify trends, and identify patterns. 

5. CONCLUSION 

The proposed scientific approach makes it 

possible to combine the content of the professional 

competencies of employees engaged in marketing 

activities with general, personal, corporate and 

managerial competencies that allow MIC enterprises 

to achieve the goals of diversification in the HTCDP 

markets.  

At the same time, professional competencies 

cover not only direct current work with consumers, 

but also marketing management issues, as well as 

issues of business value formation and its strategic 

nature. 

The novelty of the proposed approach is to 

combine the goals and objectives of diversification, 

marketing activities and personnel management in 

the formation of market competencies of employees 

in the process of achieving the goals of MIC 

diversification. 
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