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MANAGEMENT OF THE ORGANIZATION PROCESS OF THE COMPANY STRATEGIC PARTNERSHIP:
MARKETING ASPECT

Introduction. The process of marketing formation of partnerships between the subjects of economic activity entering into the
interaction is investigated and the methodical approach to numerical evaluation of this process is justified taking into account
aspects of their production activity. As the environment becomes more complex, increasingly competitive and less predictable, a
company, if it wants to survive, must operate at the higher level and involve a wide range of capabilities. Development of multiple
capabilities and achieving benefits across a range of activity indicators puts managerial dilemmas at the company which cannot be
solved as a simple compromise. The company must be effective today and at the same time adapt to the future; it must produce low-
value goods and innovations; she needs to use the vast resources of the large corporation and demonstrate entrepreneurial talent;
they must achieve high levels of reliability and consistency and be flexible adapting to changes.

The purpose of the paper is to substantiate theoretical and methodological foundations and develop practical recommendations
for the formation of marketing strategy of the industrial company on the basis of partnerships.

Results. A methodological approach to the formation and development of the network marketing structure based on partnerships
in the supply and sales channels of industrial products has been developed. The model of the organization process management of
the strategic partnership of the company was substantiated, which involves highlighting of the company-integrator, which has the
greatest degree of influence on the participants of the supply and sales channel on the principles of flexible partnership marketing.

Conclusion. Thus, the starting point for building partnerships is to determine the specific demand, supply and other factors of
the internal and external environment of the companies involved in this channel. It is expediently to determine the general approach
of creating such a channel on the example of specific companies. But in order to solve the tasks of a particular company, it is
necessary to develop a methodology to justify the choice of a particular form or its combinations, which provides the most rational
marketing strategy for each enterprise from a number of partners in a particular industry.

Keywords: strategic partnership, company-integrator, network organization, process management, marketing

INTRODUCTION Indust.rial companies have allready used tempora}ry
partnerships as means of risk sharing between companies
in the fifties. In this regard, scientists and marketing experts
realized the need for a detailed and comprehensive study
of the rationality of the company interaction forms [1].

Over the last thirty years, as a result of the transformation
and globalization of market processes, the issues of
cooperation and forms of interaction between the company
and entities of external environment have become rele-
vant [2].

A lot of research is devoted to the features of using
cooperation strategies [3].

The overwhelming majority of scientists considered
this problem in terms of gaining competitive advantage,
which is primarily about minimizing the cost of inter-
action [4]. Only recently the focus has shifted to the use
of partnerships to form company development strategies.

Awareness of the partnership importance has become
a particularly topical issue in many fields of activity due

During the process of interaction strategies development,
such marketing structures of partnership which to a certain
extent indirectly control the resources owned by other
companies. Emergence of these partner structures is a result
of the shift in the views of leading marketers on the role
of supplier relationships, which in turn has changed these
relationships.

Companies use mainly two forms of interaction for
obtaining competitive advantages between their variety.
They are: absorption and merge to create large corporations.

As practice shows, such forms of business organization
do not give a tangible economic effect, which raises the
question of the need to develop new approaches to the
formation of marketing strategies for the interaction of
industrial companies. These approaches should be focused
on building and maintaining long-term relationships with
business partners.
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to the dynamic and rapid nature of the environment [5].

It requires companies to focus on main competencies
interacting with external potential partners on the basis of
long-term relationships [6].

Cooperation between partners exists at all stages of
the relationship. The problem of relationships is the degree
of their interaction closeness, and the transition from one
form to another one depends on the effectiveness of the
use of specific interaction strategies and factors having a
subjective and objective character [7].

Interaction strategy refers to the orientation of the
marketing activities of the company towards the achieve-
ment of marketing goals through the organization of
interaction with partners in a certain form [8]. In this regard,
ensuring the involvement of partners in the creation of
common value requires the development of relationships
gradually and taking into account the peculiarities of the
company’s activities.

Although relationships are considered in the context
of business organizations, for example through intermediaries,
end-users, and competitors, today research focuses on
"supplier-to-consumer" relationships and it is considered
as a general model of relationships between companies in
the supply and sales channels [9].

The various branches creating the link itself are re-
cognizable elements of interaction which can be analyzed
within the framework of the relationship between the
supplier and consumer. It allows easy applying marketing
concepts and encourages the understanding and application
of strategic tools related to relationship justification [10].

The process of interaction of subjects in the supply and
sales channels implies that there is a certain individual spe-
cific interdependence for a certain time between them [11].

Management of such process requires the mechanisms
development for their coordination in order to achieve the
ultimate goals of each interaction subject and to reduce
uncertainty in terms of purchasing raw materials for their
own production, as well as the sale of final products.

According to the current management theories [12],
today there are two main approaches to substantiate the
relationships of entities in the supply and sales channels:
one of them is based on the analysis of transaction costs,
other one — on partner relationships.

According to the first approach, a company operating
in a network of contracts bears the costs of both contrac-
ting these agreements and control for compliance with
conditions having been agreed by default. Numerous re-
searchers involved in the formation of transaction cost
theory. It has led to many interpretations of transaction
costs and ways to minimize them.

Scientists of this theoretical school have proved that
coordination and management of the resulting structures
is characterized by an increase of production costs due to
rise in the size of the structure, which will exceed the
transaction costs of market interaction at some point [13].

L.e. there is a certain objective boundary for the
expansion of entrepreneurial coordination of the relationships
between the entities and extension of the "contracts
network" [14].

Coordination of relationships between entities from a
single center requires considerable cost to coordinate the
functioning of production. These costs of bureaucratic
control are increased in direct proportion to the rise of the
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organization. At the same time, this form also does not pro-
vide adaptation to the transience of the external environ-
ment.

Thus, integration, on the one hand, leads to reduce of
transaction costs and, on the other hand, to increase of
production costs and decrease of adaptability [15].

It should also be noted that creation of additional
bureaucratic structures reduces opportunities to quickly
interact with companies left outside the relevant integ-
ration process [16].

The PURPOSE of the study is to substantiate theoretical
and methodological foundations and develop practical
recommendations for the formation of marketing strategy
of the industrial company on the basis of partnerships.

METHODS

The following methods were used in the research:
logic-analytical and generalizations — in the analysis of the
basic theoretical approaches to the formation of the com-
panies interaction strategy and stages of formation of the
theory of partnerships marketing; standard methods of
qualitative and quantitative marketing research — in the
analysis of the peculiarities of the formation of the inter-
action strategy of industrial enterprises with partners and
models of interaction management in industrial partner-
ships with the allocation of company-integrator.

RESULTS

Long-term supplier-consumer partnerships need constant
monitoring and consistent marketing policies to ensure
their sustainable nature. Thus, even the simplest case of
deepening partnerships between two companies requires
the identification of the company-integrator.

The company-integrator is a company-participant of
the channel having the highest degree of influence on
other participants, performs the functions of conducting
research of external environment and coordination the
actions of all channel members in order to obtain addi-
tional claims. At the same time, it is able to evaluate effec-
tiveness of each participant in the supply and sales channel
on the basis of partnerships marketing. The mechanism
for ensuring the implementation of these functions is con-
ducted through providing guidance to each participant.

Such interaction takes place in different marketing
forms - from one-time transactions to close cooperation.
In this case, the pairwise coordination does not provide
an immediate response to changes in circumstances in the
interaction of individual channel branches of the product
supply and sales. In such circumstances, it's necessary to
be determined with a single coordinator of all units pro-
viding the production and consumption of the relevant
end product, i.e. with the company-integrator.

The level of dependence, as the main indicator of the
integrator revealing, is a complex indicator, calculated by
assigning points to its determinants by the method of
expert evaluation, taking into account the quantitative
values of the actual indicators.

The main determinants of the degree of dependence
on the previous element are the differentiation and volu-
mes of raw materials purchased for production; availa-
bility of substitute resources; the cost of possible changes
to the supplier; the level of concentration of suppliers;
value of orders for suppliers; cost of purchase in relation
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to the total costs; the impact of the cost of the resource on
the value of the product.

The main determinants of the degree of dependence
on the following element are the buyer’s concentration
compared to the concentration of competing companies;
volume of purchases by buyers; cost of buyers to change
supplier; requirements for the level of product stan-
dardization; awareness of the buyer; availability of goods
- substitutes; value for money and total volume of pur-
chases; expected consumer benefits. Each determinant of
the dependence degree on both the supplier and the con-
sumer is calculated on the 6-point scale (from 0 — no
impact to 5 — very high), as shown in Tables 1-2.

Determining the dependence degree of partners, the
experts used quantitative values of such actual indicators

m"non

as "costs of possible changes of the supplier", "number of

"non

alternative suppliers", "weight of orders for suppliers in the
structure of its revenue", "number of other industries needed
in supplier's products", "purchase cost in relation to the
total cost of the company", "volume of purchases by buyers",
"buyers' cost to change the supplier", "elasticity of
demand (price ratio and the total volume of procu-
rement)" and then normalized by five-point scale.

The general index of the dependence degree of one

company on another is calculated as the arithmetic mean

of all its determinants. This dependence degree comple-
tely determines the degree of influence of one company
on another.

Since the dependence degree completely determines
the degree of influence, the company, which according to
the results of the analysis has the highest total score (stan-
dardized to 100 points) of the degree of influence on the
participants of the partnership, is selected by the com-
pany-integrator.

If the total degree of influence of the individual com-
pany approaches 100, then it is typical for the formation
of the system with rigid vertical integration of the type of
the corporation. If the indicator approaches 0, the relation-
ships are competitive, which makes it impossible to es-
tablish in-depth partnerships, so it's difficult to implement
partnership.

As a result, the dependence degree of partners on ser-
vicing companies producing consumables and compo-
nents is high. In order to ensure a guaranteed supply of
products and coordinate production programs, partners
have to comply with their requirements. Therefore, the
formation of vertical partnerships based on the allocation
of the service company producing consumables by the
company-integrator is the most rational.

Table 1 — Indicators of the dependence degree on the previous entity in supply and sales channel based on

partnerships marketing (author's study)

Indicators of the dependence degree on the previous element of the chain

X1 differentiation and volumes of raw, materials

not significant

Impact assessment
large

purchased for production 0

»
»

5

X2 [supplier awareness

Impact assessment

X3 |Cost for possible changes of the supplier

not significant large
»
»

0 5

Impact assessment

not significant large
#

0 5

X4 [Number of alternative suppliers

not significant

Impact assessment
large

0

»
»

5

Importance of orders for suppliers in the structure

X5 .
of its revenue

not significant

Impact assessment
large

0

»
»

5

X6 number of other industries needing supplier's

not significant

Impact assessment
large

products
0

»

5

X7 purchase cost in relation to the total cost of the

not significant

Impact assessment
large

enterprise
0

»
»

5

X8 the influence of the price of the designated

not significant

Impact assessment
large

resource on the cost of the product / service

0

»
»

5
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Table 2 — Indicators of the dependence degree on the next entity in supply and sales channel based on

partnerships marketing (author's study)

The determinants of the dependence degree on the next element of the chain

V1 concentration of buyers compared to the

not significant

Impact assessment
large

concentration of companies-competitors 0

»
»

5

Y2 |volume of purchases by buyers

Impact assessment

Y3 [Buyers' costs to change the supplier

not significant large
»
>
0 5
Impact assessment
not significant large
0 5

requirements for the level of product

Y4 standardization

Impact assessment

Y5 |buyer awareness

not significant large
0 5
Impact assessment
not significant large
>
0 5

V6 clasticity of demand (ratio of price and total

Impact assessment

volume of purchases)

Y7 |expected consumer benefits

Y8 l|availability of goods — substitutes

not significant large

0 5
Impact assessment

not significant large

0 5
Impact assessment

not significant large

0 5

CONCLUSION

Formation of the model of partnerships management
on the basis of highlighting the company-integrator
allowed to establish the following:

— relationships between companies which are poten-
tial participants in the partnership can be described by the
basic graph of direct and inverse dependencies, whose
vertices are companies, and oriented edges describe the
relationships (direct and inverse) between them. The
weight of each edge is determined by the determinants of
dependence.

— it is advisable for the company-integrator to choose
the enterprise which has the greatest value of the weight
of all (direct and indirect) relationships calculated on the
basis of the basic graph of direct dependencies according
to the methodical approach developed.

Thus, the process of forming a strategy of industrial
company’s interaction on the basis of partnership mar-
keting is complicated by a number of factors, namely:
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YIPABJIIHHS ITPOILIECOM OPTAHI3AIIl CTPATETTYHOI'O TAPTHEPCTBA KOMIIAHII:
MAPKETHHI'OBUI ACHEKT

Bcemyn. Jlocriosiceno npoyec MapkemuHz08020 opmMyBaHHA NAPMHEPCLKUX GIOHOCUH MIdIC CYyO ekmamu 20cno0apcbkol OisnbHOCHI,
Wo 6CmMynarme y 63aemooilo, ma oOTPYHMOBAHO MemoOuUHUL NiOXi0 00 YUCENbHO2O OYIHIOBAHHS YbO2O NPOYECy 3 YPAxXyB8aHHAM
acnekmie ix eupobnuuoi JdismbHocmi. OCKIIbKU cepedosuye Cmae 6ce OLlbl CKIAOHUM, 6ce OLlbul KOHKYPDEHMHUM I MeHW
nepeodauy8anuM, KOMNAHIs, AKUO 60HA XOUe BUNCUMU, NOBUHHA NPAYIOBAMU HA GUWOMY DI6HI Ma 3GNY4aAmMU WUPOKUL CHeKmp
Mmooicnusocmeit. Pozgumok piznomanimmuux modicnueocmetl i 0ocseHeH s nepesaz 3a HU3KOI0 NOKA3HUKIE OislbHOCMI CIasums nepeo
KOMNAHIEIO YNPAGNIHCOKI OUNeMU, 5IKi HEMOJCIUBO SUpIUUMU NPOCMUM Komnpomicom. Komnaniss nosunna Oymu egexmusHoio
Cb020OHI | 600HOYAC A0ANYEAMUCS 00 MALOYMHBLO20, 8iH NOBUHEH BUPOOAAMU MAN0BAPMICHI Mosapu ma iHHO8ayii; il HeoOXiOHO
BUKOPUCTOBYBAMU BeUYe3HI PecypcU 8eluKoi Kopnopayii ma 0eMoHCmpysamu NiONPUEMHUYLKUL MANAHM,; 60HU NOBUHHI 00CASMU
8UCOKO20 Pi6HS HAOIUHOCMI MA NOCTIO08HOCI MaA OYMuU SHYUKUMU, AOANMYIOHUCH 00 3MiH.

Mema pobomu — 00IpYHMYSAHHA MEOPEMUKO-MeMOO0N0IYHUX 3Acad ma pO3pOONeHHs NPAKMUYHUX PEKOMeHOayil 3
hopmysanns mapkemuHe080i cmpamezii RPOMUCIOB020 NIONPUEMCIBA HA 3ACAAX NAPMHEPCMEd.

Peszynemamu. Po3pobieno memoouunuil nioxio 00 popMySarHHs. ma po3gumiy CImpYKmypu Mepeiceso20 MapKemuH2y Ha OCHO8L
napmuepcmea 8 KaHanax noCmMaiants ma 36ymy npomucnogoi npooykyii. Obrpynmosano mooensb ynpagninHa npoyecom opanizayii
cmpameziuno2o napmuepcmed KOMnNaHii, sika nepedbayac euoLIeHHsi KOMNAHII-IHMe2pamopa, sIKa Mae HAuOIIbWUL CIyniHb GNIUGY
Ha Y4aCHUKI6 KaHamy NOCMAayanHs ma 30ymy Ha NPUHYUNAX MaApKemuney eHy4Ko20 napmnepcmaed.

Bucnoeok. Omoice, gionpasHolo moukoio 0na no6y008u Napmuepcmed € GU3HAYEHHS KOHKPEemHO20 NONumy, nponosuyii ma
IHWUX hakmopie GHYMPIUHLO20 | 306HIUHBO20 Cepedo8UWa KOMNAHIL, 3a0IAHUX Y YyboMY KaHani. 3azanbHuil nioxio 00 cmeopeHHs.
Makoeo Kauany OOYINbHO 6USHAYUMU HA NPUKAAOT KOHKPEMHUX KOMNAHI. Ane 01ia 8upiuienHs 3a60aHb KOHKPeMHO20 NIONPUEMCINGA
HEOOXIOHO pOo3PoOUmMU Memooo02ito 0OTPYHMY8anHs eubopy miei yu inwoi gpopmu abo it kombiHayil, ska 3abe3neyye HAUbLIbW
PAYIOHATIbHY MAPKEMUH208y Cmpamezito 0Jisk KOAHCHO20 NIONPUEMCINEA 3 YUCIIA NAPMHEPIE NeGHOT 2ay3i.

Knrouosi cnosa: cmpameziyne napmuepcmeo, KOMNAHIS-IHMeSpamop, Mepedcesd Opeanizayis, YNpaeninHi Npoyecom,
Mapxkemume
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