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MARKETING PROGRAMSIMPROVEMENT
AND SALESSTIMULATIONAT THE ENTERPRISE

The problem of the marketing programs
improvement and sales stimulation at the enterprise is
very serious, especially in unpredictable Ukrainian
economy. Most industry players do not see clear
prospects for their activities, and certainly do not work
on sales promotion, maybe not because they do not want
to, but because they do not have the knowledge and skills
of the creation of incentive programs.

The efficiency of sales, overall development of the
enterprise, and initially its success are determined by the
correct management and marketing approaches to sales
stimulation.

The structure of sales promotion approaches must
be aimed at realization of company’s strategies, such as
gaining more customers, achieving new parts of market
etc.

The marketing programs improvement isimportant
for every organization. In conditions of market economy
and growing competitivenesstheissue of salesstimulation
measures is greatly important.

In conditions of market economy enterprises and
organizations must promptly react to the changes of the
external environment and adapt their sales stimulation
measures for these changes. Therefore this topic is
developedin detail in special literature[1—9], wherethe
general description of sales stimulation, its types is
provided; much attention is paid to the new forms of
sales stimulation and their possible future implementation.

Theaim of theresear ch isto analyze management
approachesto sales stimulation at the enterprise and trace
the internal development of the organization in order to
improve its sales stimulation.

The article was written using the materials of the
Small Enterprise” AVK” (Enterprise). Enterpriseanalysis
that was conducted revealed some weaknesses in the
sales promotion which negatively affect the company.

Therefore, based on practical material for Enterprise
is it necessary to offer a program of measures for
improvement marketing activities.

Talking about ways of salespromotion improvement
at Enterprise, it is necessary to note that the fundamental
techniques that can be offered should be:

» Firstly, adapted to the plastics processing industry.
That is, offering to introduce sales promotion measures

which are rather effective, for example, in the food
industry, would be wrong.

« Secondly, the issue of incentives should be
considered by the fact that the financial resources of the
enterprise, which can be spent on these activities, are
rather limited, asit is small business.

e And, thirdly, it is necessary to offer a flexible
and long-term program that would be linked to the
strategic management of the company.

Firg of al, the head and management personnel of
Enterprise should accept the clear and unambiguous necessity
of sales promotion as a genera phenomenon, and most
importantly — its importance for Enterprise activities.

These measures should contribute to the overall
understanding of problems in Enterprise on this issue
and contribute to the theoretical understanding of sales
promotion issues. Moreover, problems submission about
enterprise stimulation this way can be quite correct,
without making the head of the company think that his
subordinates have questioned his deeds.

Introduction of staff is important for formulating
correct attitude towards the use of sales promotion, i.e.
prevention of wrong perception of |eadership. However,
the lectures should be held under certain conditions;
making lectures for managing personnel is possible
perhaps not more often than once in four months, and
also with the consent of the head. For general staff lectures
should be conducted only on a voluntary basis and at
least once every six months; because, otherwise, instead
of the desired positive effect, rejection and denial of
management personnel to implement programs of
stimulation can be obtained.

After the lectures, when the head in general
understands the subject and the problem of Enterprise
more thoroughly it is necessary to move on to the next,
more practical activities and develop a concrete program
of action.

The introduction of improvement methods should
be carried after deciding two issues: necessary time and
amount of budget incentives.

Binding to time will help to control the process of
implementing measures of sales promotion improvement
in the company and to check whether these improvements
are done according to plan.
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The tough question for the head of Enterprise is
budget management, i.e. how much money should be
dlocated for the organization of salesstimulation activities.

In situation where it is impossible to say with
confidence which budget should be spent on activities to
incentivesit israther logical to usethefollowing scheme: in
the first phase certain average number is allocated, for
example, seven or eight thousand UAH. Thisamount isthe
so-called “seed money” for sales improvement measures.
In the second stage, after assessing the impact of improved
sales promotion, it is possible to use a certain interest rate.

For example 2 — 3% of revenue from each sold
product is allocated for sales promotion events.

This calculation method has several advantages:
increase of sold products results in an increase in the
budget for incentives, which in turn induces the manager
to the new activity. In addition, the cost of incentives
can be, to some extent, predicted and controlled in growth,
reduced or compensated.

After theintroduction of incentivesit would be more
appropriate to use budget methods of expenses calculation —
when in the beginning of the promotion campaign, its
goals, objectives and methods are discussed, and later
the required amount of funds for the proposed program
of sales promotion is set.

After deliberationsontime and budget, itisadvisable
to create an internal document (order), which would
clearly and unambiguously state basic principles of sales
stimulation programs improvement.

Estimated document structure should consist of a
statement whether sales promotion is needed or not —
increase in sales and profits, and the general manager's
activitiesin these issues.

Based on this document manager should write a
plan that includes existing and used measures and ways
of their improvement. Approximate plan of using the
incentivesis designed in the Table 1.

For Enterprise, which already has some system of
incentives, destroying it and creating something new
would not be quite correct. This system worksand global
changes would require considerable efforts and funds
which is not very effective in current conditions.

Therefore, it would belogical to pursueimprovement
of sales promotion activities in two stages:

1. To optimize and improve existing incentive
measures and evaluate their impact after optimization.

2. To introduce new measures of stimulation and
evaluatethe overall impact of all incentiveimprovements
on the activities of Enterprise.

Let's consider the improvements that can be
implemented for existing incentive measures.

Discounts proposition is rather balanced so it is
particularly inappropriate to change them. Perhaps it

would be useful to introduce a more developed loyalty
program for existing customers, which will be based on
gradual accumulative decrease of price by a certain
percentage. For example, if the client has a good
reputation and cooperates with Enterprise more than three
years, then for each subsequent year, he may receive an
additional discount of 1% but not more than 3% overall.
Limit to 3% is introduced in order to avoid very large
discounts that can reduce the profitability of production.
These discounts are classified as so-called loyalty
programs to customers, purpose of which isencouraging
the client to ongoing cooperation with the Enterprise.

Commodity loan can be modified if it ispossible to
reduce the number of daysin it, but to introduce it to all
consumers using the rule of “matrix sales promotion”; in
other words to offer trade credit in a very rare occasion,
or to reduce the period of the loan by offering greater
percentage of discounts.

Further modifications of such incentive as test
samples may be: the creation of electronic and paper
presentations, promotional materials. Very effective
measure “virtual” test samples would be opening a
permanent Internet portal of the organization where it
would be comfortable to post pictures or images of
products that could be seen 24 hours a day from any
point of the globe. Creating a Web portal would
considerably speed up the products review by interested
consumers and would facilitate the discussion process
of orders, because both consumer and manager would
have an opportunity to look at the object of discussion.

Free shipping for customer means additional
spending for Enterprise becauseif theclient isin Luhansk
and region or in neighboring regions (Donetsk, Kharkiv),
then asmall amount of productswould be more profitable
to deliver by own transport. In addition, it would
accelerate the delivery time. Therefore, purchasing
transport for the company usage may be called a
development of such incentive as free shipping.

Good evidence of Enterprise working on sales
improvement is decision to purchase small class
passenger van to transport small amounts of goods. This
measure may improve satisfaction of existing local
customers. This event was the first step in a program of
sales promotion improvement measures.

The program of replacing defected products does
not need any adjustments, but at the overall level of the
industry it is necessary to continue monitoring the quality
of products.

According to schedule these activities of sales
promotion improvement should be done in five or six
months.

Along with the improvement and upgrading of the
existing system of sales promotion, the company is also
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Plan of salespromotion improvement in Enterprise

Already in use Ways of improvement | New Directed on who
Discounts - Encouraging more
regular cusomers i Existing
- Dynamic price cusomers
propositions
Commodity loan | - Implementation to all
y P - All customers

consumers

Samples

- Creating electronic
presentations and the

Attracting new

Internet site of the cusomers
company
Free shipping - Purchase of own i Existing
vehicles cusomers
Defect - Further improvement
replacement of the quality control - All customers
of products
- Implementation of
- - internal motivation | All personnel
system
- - - Presents All personnel
- Commissions
M anagement
- - from sales of
personnel
products
i i - Participation in Attracting new
exhibitions cusomers
. .| Existing and
- Consecutive series
- - . : wholesale
of incentives
cusomers
- Extension of types
- - and channelsof All customers
promotion
R [y
- - optimization of all i~
) . personnel / all
Incentives
personnel
- Creating Edf“gmg][“mta'
- - additional business y
consumers and
process
government

Table 1

recommended to introduce some more means of
stimulation to strengthen competitive advantage.

First of all, after the improvement of existing
incentives, company should pay attention on stimulating
its own personnel.

This question is very important because, no matter
how effective the overall stimulation of the entire
distribution network is, without effective incentive of
own personnel company will never work in full force.

It is desirable to start personnel stimulation by
improving the reward system for commercial director

and sales manager. At the time of percentage payment,
management personnel, who are responsible for sales,
will be more interested to work with 100% efforts
because their wage will depend on the way they work.
Another way of sales promotion encouragement is paying
extra money, which will include bonuses for increase in
sales and additional bonuses for generating interesting
incentive ideas or rapid preparation of documents, and
so on. However, bonuses which may receive sales
manager should not be too high, as this may result in a
very active and aggressive business manner which the
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client may not really like. Optimal bonusis 2 — 3% from
the additional sales.

But no matter how effective manager and commercial
director work, contribution to the increase in sales will
be small without encouragement of all staff. Therefore,
itisalso advised to establish ageneral system of incentives
for sales personnel by the areas of work:

« Additional bonusesfor good quality of products,
lead to decrease of percentage of defected products, and
strengthen Enterprise relationships with consumers who
will be satisfied with the quality of products;

e Presents in the end of year, which cost will
depend on results of sales promotion activities. For
example, if the production staff and management have
increased profits by additional measures, compared with
the same period of last year by 10 thousands UAH, it is
possible to introduce a gift for all employees by 10% of
the additional revenue that is 1000 UAH,

« Creation of personal incentive scheme for each
individual worker, whichwould be based on theindividual
qualities of an employee. This system can be linked with
gift incentives, so each employeewill get agift of similar
cost based on hisindividual achievements.

All these measures should be aimed at making the
personnel believe that the quality of work of each
individual separately, firstly, leads to an increase in total
welfare of the enterprise, and secondly, some of well-
being of the company will be shared with him in the
form of prize or gift.

Also for boosting sales of industrial goods it would
be very helpful to take part in exhibitionsand presentations
of goods. These measures are aimed primarily at attracting
new customers and improvement of awareness about the
company, the opportunity to establish new business
relationshipsand expand or strengthen old ones. In addition,
exhibitionsand seminarsareagood reason for free samples
and other promotional materials distribution to customers.

Also important issue for the improvement of sales
promotion is an optimization and improvement of
promotion process.

At the moment Enterprise consumer may make an
order in several ways:

« In person — in other words, client comes to the
office and discusses issues of lot size and delivery
methods.

« The same questions can be discussed through
the use of communications (phone).

¢ By fax — in other words, customer makes a
written request, which is transmitted by facsimile. After
receiving arequest, manager communicateswith the client
and specifies all the details.

These methods are highly effective, but in order to
implement a coherent and comprehensive system, it is
recommended to supplement them by two more:

e Order by email —in other words, client places
an order using email at any convenient time.

e Order through the Internet site, which is
recommended to create. This way of ordering is very
convenient for the customer because it can be done in
minuteswithout leaving the office. It isadvisable to open
the website of the online store or shop. This type of
communication is most convenient for the customer
because he can directly review the photos and technical
descriptions of products, order test samples and delivery
of chosen products in few minutes.

Implementation of all incentive programs with a
right start and in correct sequence is important for the
creation and improvement of sales promotion in the
company.

It is necessary to keep track of time and content
of all shares of sales promotion, especially when
it comes to short stocks. They must be used in a
strict sequence — one after another, because if the
company has several shares, the consumer may have
misunderstanding of terms and conditions for each, so
the overall effect of simultaneous use of all actions will
be decreased.

Implementation and improvement of incentives
should be conducted thoroughly and consistently, since
inconsistent activities can cause reduction of consumer
reaction to the product which is stimulated.

Thus, we can say that theintroduction of additional
measures for stimulation will create a closed system of
marketing of the company (Fig. 1).

Stimulation of
mediators

Stimulation of

own staff >

Stimulation of all

> consumers

New groups of consumers

Wholesal e consumers

Retail consumers

Fig. 1. Closed system of incentivesat Enterprise
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The pictureindicated measuresthat arealready being
used; white labeled measures are recommended to use
for creation of integrated system.

As we can see, after building such system of
incentives, all categories of consumers can be encouraged
to purchase products at by least two kinds of incentives
for each. For example, new customers can be attracted
by presentations on the company Web-site and by taking
part in exhibitions.

An important advantage is also the integrity of the
system:

» Firstly, apart from the existing measures of
mainly short-term action, which are modified, long-term
incentives and loyalty programsthat will keep customers
should be introduced;

» Secondly, this stimulation system involves all,
from management to production units, in incentive
measures.

For calculating the effectiveness of incentive
measures there are few methodic and all of them are
quite not perfect.

Typicaly, the effectiveness of implementation of
sales promotion improvement is measured in monetary
form and by terms of increasing profits.

Implementation of sales promotion improvement
should doublethis number at least twice since the program
provides a comprehensive approach. That is why
predicted income growth rates from implementing sale
promotion measureswill reach to 120 — 150 thousand UAH
per year.

If the implementation starts in 2013 then this year
the cost of al the activities the company would wipe
25 — 26 thousand UAH. But since 2014, when the system
will work at its full “power”, company may get up to
170 thousand UAH of additional revenue per year, not
including the cost of the system. It should be noted
that the cost of sales promotion functioning will be
approximately 13 — 15 thousand UAH per year. So it is
possible to say that the implementation of the system of
sales promotion will bring company about 155 thousand
net income per year.

Before starting implementation of sales promotion
measures it is required to note necessity of following
certain requirements:

» Improvement of the following sales promotion
measures should be started in September 2013 and
implemented during 2014. The delay in time or delay of
implementation may modify the external environment that
will bring all the efforts to minimal effect or it will not
change anything at all;

* A program of sales promotion improvement, if
its implementation will be started, should operate until
2018 —that isfour years. After this period it is necessary

to adjust the program according to the market situation
and general sales promotion situation for that period,
taking into consideration the factual data about expenses
and additional income from implementation of sales
promotion improvement program;

 Itisimportant to haveintegrated approach during
implementation of incentive measures and control all
stages of implementation.

Genera improvementsin incentive programs should
bring extra profits and attract new customers. These
improvements were designed taking into consideration
company’s specifics and its financial capabilities.

Implementation of such program will certainly
increase the competitiveness of the enterprise and improve
its profit.

However, if to try to create a coherent program of
incentives and sales promotion it becomes necessary to
introduce additional business process that can create a
closed set of incentives and sales promotion. The point
is to create a new unit that would be involved in the
processing of plastics waste not only for their own use,
but also for saleto external customers. Having examined
ways of incentivesimprovement for Enterprise, it should
be noted that the above measures are the so-called
“minimum program”, and in practice company should
adapt all the measures of improving sales activity with
the realities of the market environment; because in case
of straightforward implementation of these measures the
effect may even be negative. Therefore, measures of sales
promotion improvement should be implemented in such
away that they will not damage the current activity and
reputation of the enterprise.
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Mpumena H. I1., Ilytinues A. B. YaockonaJien-
HSl MAPKETHHIOBUX NPOrPaM i CTUMYJIIOBAHHS 30y Ty
HA MiANPHEMCTBI

CraTTIO IPUCBAYEHO OJIHIH 3 HAUOIBII aKTYaIbHUX
npoOieM yIpaBIiHCHKOI MPAKTUKH — IPOOIIEMi YIOCKO-
HaJICHHS MApKETHHTOBHX IIPOTPaM 1 CTHMYITFOBaHHS 30y-
Ty Ha mianpueMcTBi. OcoOIuBy yBary NpuaijieHO BHpi-
LIEHHIO TEOPETUYHUX 1 IPAKTUYHUX MUTaHb CTUMYJIIOBaH-
Hs1 30yTy Ha miApUeMCcTBI. BusHaueHi ynpaBiHChKI TiTX0-
JI1 10 CTUMYJIIOBaHHs 30yTy Ha miaAnpueMcTsi. Posrisna-
FOTBCSI OpraHi3alliiiHi CTPYKTYpH CTHMYIIOBaHHS 30yTy
Ta METO/IN CTHMYJIFOBAHHS 30y TY, IO BUKOPUCTOBYIOTHCS
Ha mignpueMcTBi. HagaroTecst pekoMeHaitii, o crocy-
FOThCS YITPABIIHCHKUX MIXOAIB 0 CTUMYITIOBAHHS 30yTY
Ha MiAPUEMCTBI.

Kniouosi crnosa: mianpueMcTBo, 0i3HeC, ympas-
JIHCHKI PillIeHHs, MAPKETHHTOB1 IPOTPaMu, METOAU CTH-
MYJIIOBaHHS 30yTy, CTUMYIIIOBaHHS ITPOJAKIB.

Hpumena H. I1., Iyrunues A. B. CoBepuien-
CTBOBaHHME MAPKETHHIOBBIX MPOrPaMM M CTHUMYJIH-
poBaHMe cCObITA HA MPeINPUATHH

Cratbs MOCBSIICHA OJHON M3 CaMbIX aKTyaJIbHBIX
po0IIeM PaKTHKH yIIPaBICHUS —Ipo0iieMe yCOBepIIeH-
CTBOBaHUSI MAapKETHHTOBBIX MPOTPAMM U CTUMYJIHPOBA-
Hus cObITa Ha peanpusTir. OcCOOCHHOE BHUMAHUE YIie-

JICHO PELLIEHUI0 TEOPETHUECKHUX U PAKTUYECKUX IPoOIieM
CTUMYJIHPOBaHUsA cObITa Ha npeAnpusaTHU. OnpeneneHsl
yIIpaBIeHYECKUE ITOIXOIBI K CTUMYIIMPOBAHUIO COBITA HA
MPEANPUATHH. PacCMOTpeHbI OpraHU3allMOHHbBIE CTPYKTY-
PBI CTUMYJIUPOBAHUS COBITA K METOJbI CTUMYIIUPOBAHHS
cOBITa, HCTIONB3YIOMINECS Ha IPEANpUITHHN. [laHbI peKo-
MEHIalluH 110 YIpaBIeHYeCKUM MOIX0aM K CTUMYIIUPO-
BaHUIO COBITa HA IPEANPHUITHH.

Knrouesvie cnosa. npennpusitie, OM3HEC, yIpaBlIeH-
YeCcKHEe PeUIeHHUs, MApKETUHTOBbIE IPOTrPaMMbl, METO/IbI
CTUMYJMPOBAHUSA COBITA, CTUMYIHPOBAHUE MTPOJIAK.

Prischepa N. P., Putintsev A. V. Marketing
Programs | mprovement and Sales Stimulation at the
Enterprise

Thearticledeaswith one of the most actual problem
of management practice — the problem of marketing
programs improvement and sales stimulation at the
enterprise. The article is devoted to solving theoretical
and practical issues of sales promotion at the enterprise.
The management approaches to stimulate sales at the
enterprise are determined. The organizational structures
of sales promotion and sales stimulation methods used at
the enterprise are considered. Recommendations
concerning management approaches to stimulate sales
at the enterprise are provided.

Key words: enterprise, business, management
decisions, marketing programs, sal es stimulation methods,
sales promotion.
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