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THE STRATEGY OF THE COMBINED SALES AS THE MODERN INSTRUMENT FOR ENHANCING THE
PRODUCT DISTRIBUTION PLANNING OF ENTERPRISES ON FOREIGN MARKETS

Nowadays, sales activities are a determining component of the competitiveness of almost every enterprise engaged in foreign
economic activities. In modern economic conditions and the strengthening of the world globalization process, more and more
attention is paid to the distribution of export-oriented products as the main component of the enterprise marketing activities. To
implement efficient distribution of products, first of all, it must be well planned. It's considered that it is exactly planning, which is
the most important condition for the effective implementation of the marketing activities of the exporting enterprise.

The aim of the work is to determine the essence of the combined sales strategy as an up-to-date tool for improving the planning
of the products distribution at enterprises in the context of the intensification of activities in foreign markets. The analysis of the
latest research and publications has been carried out. The “products distribution” concept is presented as the main component of
the enterprise marketing activities. In general, product distribution is an enterprise's activity aimed at overcoming the spatial,
temporal and quantitative commodity differences between the production and consumer spheres, which also includes the transfer of
ownership of products to meet the needs of consumers and achieve the company's goals in target markets. Meanwhile, the combined
marketing implies a combination of direct and indirect methods of the commodities promotion, that is, a manufacturer can form his
own sales network, but at the same time does not refuse the services of intermediaries. The advantages and disadvantages of using
this method for manufacturing companies were listed. It also describes the conditions under which it is advisable to use the strategy
of combined sales, especially it concerns the companies in the conditions of export activation. The factors influencing the
implementation of the combined sales strategy by the enterprise in the context of the intensification of activities in foreign markets

are presented.
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INTRODUCTION

At the present stage, for the majority of enterprises,
the issue of developing new foreign markets is becoming
more and more urgent. After all, the entry of the enterprise
to the international market ensures an increase in production
volumes and, accordingly, an increase in profits, which
contributes to the strengthening of the enterprise's position in
the domestic and foreign markets.

In the process of organizing foreign economic operations,
each enterprise is faced with the planning of effective
sales activities, the main component of which is the
distribution of products. In modern conditions of a market
economy and high competition, manufacturing and trading
enterprises, in order to obtain the highest profit and reduce
costs, are forced to find and use the most optimal ways to
sell their products.

S.B. Rozumei notes that the distribution of products is
an activity aimed at overcoming spatial, temporal and
quantitative differences in commodity between the sphere
of production and consumption, as well as transferring
ownership on goods in order to meet the needs of consumers
and achieving the goals of the enterprise in target markets
[1]. Choosing a sales strategy when shaping product distribution
is a key factor in a product's successful time-to-market.
The problem is especially relevant for new companies that
are just starting their work and for those offering a completely
new product that should take a place in the market.

The works of a large number of Ukrainian scientists
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are focused on the issues of business entities products
distribution and their planning peculiarities, as follows:
0O.A. Bilovodska, S.B. Rozumei, A.V. Osokina, 1.0. Po-
liezhaieva, N.V. Semenchenko, O. Yu. Bilenkyi, V.V. Kry-
veshchenko. Among foreign scientists, it is necessary to
pay due attention to the works of L. Gorchels, E. Marie-
nom, F. Kotler, R. Morris, J. F. Burgess, T. Hedberg,
M. Adame, D. Shteinhof, I.A Blank, I. Ansof, etc.

Despite the fact that the topic of product distribution
has been thoroughly studied by domestic and foreign scien-
tists, the tools for its planning require further refinement,
in particular in the context of intensifying activities in foreign
markets. The combined sales strategy becomes particularly
relevant in these conditions.

The PURPOSE of the paper is determination of the
combined sales strategy essence as a basic tool for improving
the planning of the products distribution at enterprises in
the context of the intensification their activities in foreign
markets.

RESEARCH METHODS

The methodological and informational basis of the paper
is a range of scientific articles and monographs presented
by domestic and foreign scientists who were involved in
planning the distribution of the company's products and
marketing strategies. In the course of the study, methods
of analysis, systematization, comparison, theoretical ge-
neralization, etc. were implemented.
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RESULTS

In the process of organizing foreign economic operations,
each enterprise engaged in foreign economic activity raises
the question of planning effective sales, and its key part is
the process of product distribution. That is why an important
stage in the formation of the enterprise marketing policy
is the planning of effective product distribution methods.

Planning for distribution methods is a multi-step process
that requires consideration of many factors, consisting of
a range of separate tasks that an enterprise faces. However,
with the help of effectively planned distribution channels,
the company will be able to provide consumers with pro-
ducts in accordance with their needs in the required quan-
tity, of the appropriate quality, at the specified place, at the
specified time and with minimal costs. In addition, the ef-
ficient implementation of product distribution will pro-
vide the exporting company with the required volumes of
product sales, which guarantees the receipt of projected re-
venue and achievement of the expected profitability level.

When planning product distribution, an enterprise can
face a number of challenges. One of the most common,
for example, is the limited tools for planning methods of
products sales, which does not allow expanding the dist-
ribution channels. To address this problem and improve pro-
duct distribution planning in the face of increased activity
in foreign markets, the one can use a combined marketing
Strategy.

Among the existing channels, there are three main
marketing strategies: direct, indirect and combined. With
the direct sales method, it is possible to maintain full cont-
rol over the conduct of trading operations. However, nu-
merous studies show that the intermediary link in the
sales activities of the company, used in the indirect me-
thod, in most cases, on the contrary, increases the effi-
ciency of sales operations, since the high professionalism
of the intermediary in the sales and commercial spheres
allows accelerating the return on costs and the turnover of
funds due to large-scale, versatile and specialized operations,
creates convenience for end customers, saves time. Com-
bined distribution occurs through a combination of direct
and indirect methods. Reviewing the experience, it can be
noted that enterprises most often use a combined method
of marketing products [3; 4].

Enterprises applying a direct sales strategy create their
own retail network and assume all obligations for the
distribution, promotion and sale of goods to end consu-
mers, i.e. under this strategy, the product manufacturer
completely refuses the services of independent interme-
diaries. When using a combined strategy, organizations with
mixed capital act as an intermediary, that is, both the funds
of the manufacturer and another independent company

are used. The combined sales model is chosen by companies
wishing to increase sales volumes and cover a large sales
area.

The choice of a strategy for organizing the enterprise
sales activity depends on the specific conditions of the fo-
reign market, sales volumes and the strategy of the enter-
prise itself. Since the direct and indirect methods of
marketing products have certain advantages and disad-
vantages, some companies seek to increase the number of
advantages and minimize the impact of disadvantages,
precisely by implementing a combined marketing strategy.

In general, there are a number of factors that influence
the implementation of the combined sales strategy by the
enterprise in the context of the intensification of activities
in foreign markets (table 1).

Table 1 — Factors acting in the conditions of combined
sales strategy implementation

Factor Characteristics
;;}lz:tnature of foreign Vertical, horizontal
2. Sales volume Medium
3. Contacts with the consumer Weak
4. Sales costs Low

Not flexible enough (requires
approval)

Medium

5. Pricing policy

6. Awareness about the sales

subject

Narrow (with territorial
disunity)
Medium

Above-average

7. Consumers coverage

8.Maintenance options

9. Standardization level

It is advisable for enterprises to implement the com-
bined sales strategy under the following conditions:

1) if goods under production are interconnected or, when
consumed, complement each other, thus the purchase of
one of them is likely to have an impact on the purchase of
others;

2) if the methods and objectives of the associated
enterprises are the same and compatible;

3) if manufacturers have a common clientele, which
can reduce the costs of selling products for a small enter-
prise and additionally load the existing sales capacities of
a larger company;

4) when focusing on certain consumers in the foreign
market, which allows you to reduce the cost of marketing
research, sales, advertising.

The following figure demonstrates different varieties
of combined distribution channels for enterprises, inclu-
ded those actively engaged in foreign economic operations.
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Fig. 1. Possible options for enterprises combined product distribution channels [developed by the authors on the basis of [2]]
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Companies prefer a combined sales strategy for a  spend a large amount of funds for all services, etc.

number of reasons [3]: CONCLUSIONS

— opportunity to increase market coverage; L . o
pportunity . L coverage, The application of a combined distribution strategy as
— the ability to take a differentiated approach for ser- a tool to enhance distribution planning is beneficial for
vicing each market segment; . . ' P g 18 B¢ .
’ business entities as long as this strategy implies low dist-

— the ability to create competition between channels o . y S
. Y S p W ) ribution costs, a high level of standardization and is suit-
and increase their motivation and thus efficiency;
able for any type of market.

— the ability to reduce the cost of maintaining their 4 L .
Y ues wnng The combined method of marketing is used quite often,
own channels while preserving the advantages of direct sales. . . . = .
as a specific mix of the direct and indirect ones, and is

In turn, when using the combined method, in particular in . L . ,
.o . . carried out through organizations that include the company's
the context of functioning on foreign markets, there is the . .
own sales structures and independent sales companies.

ossibility of certain difficulties [3; 4]: . . . .

p B COItl};liC ts between me diato[rs’ (g one dealer was The combined way can be considered trading through mixed
e . 8 companies and joint ventures, as well as other cases for

sold commodities at a low price, while for another one . A .
the “purchased” cost was raised): creating a distribution network of capitals of the manu-

. LD . facturing company and trading entities.

— unscrupulous intermediaries can substitute the ma- . . . .

Using this strategy is also an opportunity to expand

nufacturer — you need to carefully consider the terms of : . .
utactu you . iy Lo the sales market for its products through cooperation with
the contract and reporting at all stages of commodity cir- . . . .
a foreign partner, including mastering new markets, as

culation. ¢
. . . well as access to new technologies and resources.
— If there are many intermediaries, you will have to
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CTPATEI'ISI KOMBIHOBAHOT'O 3BYTY SIK QY‘IACHI/Iﬁ IHCTPYMEHT YJIOCKOHAJIEHHS
INIAHYBAHHSA PO3IOALTY ITPOAYKIII INIAIIPUEMCTB HA IHO3EMHUX PUHKAX

Ha cvo200ni 30ymosa OisnbHicmb € 8U3HAYANLHOIO CKAAO080I0 KOHKYPEHMOCHPOMOICHOCMI Yl He KOJUCHO20 NIONPUEMCMEA-
cy0 €KmMa 306HIUHbOEKOHOMIYHOIL OIILHOCTI. 34 CYHUACHUX eKOHOMIYHUX YMO8 MaA NOCUNEHHS Npoyecy C8imogoi enobanizayii, ece
Oinbute ysazu NpUOLNAEMbCS PO3NOOINY eKCNOPMOOPIEHMOB8anoi NpoOoyKyii, AK OCHOBHOMY CKIAOHUKY 30ymoeoi OisnbHOCHi
nionpuemcmea. 3a0ns 30licHenHs epeKmugHo2o po3nooiy NPooyKyii Hacamnepeo 1o2o HeoOXioHo AKicHO cnaanysamu. Beadcacmuvcs, uwjo
came NAAHYBAHHS € HAUBANCIUBIULOI YMOBOIO PE3YIbIMAMUBHO20 30TUCHEHHS 30YMO60T OIsLIbHOCII NIONPUEMCMEA-EKCNOPMEPQ.

Memoio cmammi € 6usHaueHHs CymHOCMI cmpameeii KOMOIHO8aHo20 36ymy 5K 0a306020 IHCMPYMeHM YOOCKOHAJICHHS
NIAHY8AHHA PO3NOOINY NpPOOYKYii NIONPUEMCIME 8 YMO08aX axmugisayii OianbHocmi Ha iHo3emuux puukax. IIpoeedeno amanis
ocmanHix 0ocniodxceny ma nyonikayiiu. Ilooano nonamms «po3nodin NpooyKyii» AK OCHOBHY CKAA008Y 30Yymogoi OisibHOCMI
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nionpuemcmea. 3azanom po3noodin npoOdyKyii — ye HaAnpagneHa Ha NoOOoNaHHA NPOCMOPOGUX, HACOGUX MA KiNbKICHUX MOBAPHUX
BIOMIHHOCEU MIJC SUPOOHUUUMU WA CRONCUBUUMU Chepamu OiATbHICMb NIONPUEMCMEA, WO MAKONC 8KIIOYAE 8 cebe nepedady
npasa 61acHOCMI HA NPOOYKYIIO 3A0A5 3A0080LEHHA NOMPeD CNONCUBAYI6 MA OOCACHEHHA Yilell KOMNAHIi Ha Yinbosux puxkax. 3a
yux ymog Komoinoganui 36ym nepedbayac nOCOHAHHA NPAMO20 MA HENPAMO20 Memooie NPoCy8aHHs moseapis, mobmo 6upoOHUK
Modice hopmyeamu énacty 30ymosy mepegucy, ane He 8iOMOGIAMUC NPU YbOMY 8i0 nociye hocepedHuxis. Ilepeniveno nepesazu ma
HeOONIKU BUKOPUCIAHHS Yb020 MemOOy Ol KOMNAHiU-eupobnuxie. Takodc onucano, 3a AKUX YMO8 OOYLIbHO SUKOPUCTOBYBATNU
came cmpamezito KOMOIHO8AHO20 30YMY, 0COOIUBO WO CMOCYEMbCS NIONPUEMCING 8 NPOYeci aKkmugizayii eKCHOPMHUX onepayill.
Ilooano uunHuKu, wo 30ilicHIOIOMb 6NAUE 3a peanizayii NiONPUEMCINBOM cmpamezii KOMOIHO8AH020 30YMY 8 YMO8AX aKMUBI3ayii
OIANLHOCII HA THO3EMHUX DUHKAX.

Knruoei cnosa: posnooin npodykyii, cmpamezii 30ymy, KomMOiHo8anull 30ym, KaHAu po3nooiny
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