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STRATEGIC DIRECTIONS OF SALES MANAGEMENT

In the article is considered the main directions of the formation of a marketing sales strategy in the field of retail trade are
considered, the main management decisions in this area are analyzed, the forecast paths of the evolution of retail chains and
the place of the sales strategy as a functional component in the general system of strategies for the development of retail chains
are identified, the main directions of the development of sales strategies in specific industries are presented, the relevance of
the omnichannel approach to strategic sales management is substantiated adaptation and use of new technologies and tools for
sales channels. Prospects for further exploration are the development of a model for strategic sales management in a crisis and
the development of predictive ways of evolution of trade networks.
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CTPATEI'TYHI HAITPAMU YIIPABJIIHHA 3BYTOM

B ymosax imnynocroeo possumky ekoHomiku Yxpainu, nocunenoi 63aEmooii yuacHuKis i CKiadosux puHKy, 3pOCaHHs akmueé-
Hocmi 6 mepedici [nmeprem ma NOCMIHOT 3MIHU NOMPed CROHCUBHOT ayOUMOpii, KIHOUOBUM NUMAHHAM eKCIMEHCUBHO20 PO3GUMKY
GIMUUBHAHUX NIONPUEMCING MOP2IGITIL € HASABHICTIb OPIEHMUPIB [ NPOSHO308AHUX ULTSXIE e6ONIIOYIT MOP2OBUX MEPENC, BNPOBAONCEHHS
ONMUMATLHUX MAPKEMUHS08UX cTnpamegitl 30ymy, NOWyK ma QopmMyeaHHs J0ATbHOCII 00 CHOACUBAYA, NOCUTICHHS MA 3AUMANHS
JEOUPYIOUU NO3UYITL HA PUHKY, POSUUPEHHS KAHANIE 30YMY 3 UKOPUCIAHHAM IHHOBAYIUHUX IHCIMPYMEHMIE 00 NPOCYBAHHI NPOOYK-
my npu GIOKpumitl 63aeMOo0ii Ha 6Cix pieHaAx. AHANI3 OCMAHHIX QOCTIONCEHD | NYONIKayill NOKA3a8, Wo npoyec UOOPY U NPULHAMMS
VIPABIIHCOKUX PitlleHb PO3POOKU Ma BNPOBAONHCEHHS eheKMUBHUX 3aX0016 U000 CIMPAMeSiMHUX HANPAMIE YIPABTIHHI 30YMOM 015
30IUCHEHHS. Pe3yIbMAMUEHOL MapPKemuH20601 30ymoeoi cmpamezii nionpuemMcme mopeieii 8 yMo8ax weUOKONIUHHOCHE ma adan-
mayii pUHKOBOI eKOHOMIKU 00 HOBUX YMOB, 6NAUG 2N00ANLHUX MPEHOIE 3ATUUAEMbCS HEOOCTNAMHbLO BUGHEHUMU MA AKIMYATbHUMU
i Cb020OHI. Y cmammi Ha 0OCHOBHI AHATI3Y CEIMOBUX MEHOEHYIL PO3GUMKY MAPKEMUHLOBUX CIpamezitl 30ymy, 6UKOPUCIANHSL 3d-
2ANIbHOHAYKOBUX MA CNeYIANbHUX MEeMO0i68 CHOCIEPEINCEHH, NPUHYUNIB Y3a2AbHEH S, NOPIGHATLHO20 MA CIPYKIMYPHO20 AHATI3Y,
CUCMEMAMU308aH0 CMAMUCIMUYHI OaHi, NPOAHANI308AHO OCHOBHI ACNEKMU POPMYBAHHA MAPKeMUH20601 30ymoeoi cmpamezlii,
BUOKPEMILEHO CIPAMeiuHi HANPAMU YIPABTIHCOKUX PilieHdb ) chepi po30piOHOT mopeiei, Hanpsimu po36UmMKY ma 6UKOPUCTIAHHS
IHHOBAYIUHUX THCIMPYMEHMI8 KaHanie 30ymy ujo0o aoanmayii 00 po30pioHux mepedic. Ak pe3ynomam, chopmo8ano 0CHOBHI Hanpsi-
MU MapkemuH2o60i 30ymogoi cmpameeii' y cghepi po30pioHoi mopeieni, npoananizo8ano 0CHOSHI HANPSIMU YAPAGTIHCOKUX PIUEHb
6 yill chepi, susHaueno micye 30ymosoi cmpamezii K QYHKYIOHATbHOI CKIA00B0I y 3a2aNbHill cucmemi cmpamezitl po3eUmKY
MOP2oBUX Mepedic, NPeOCMAasNeH0 OCHOBHI HANPAMU PO3BUMKY cmpameziti 30ynty 6 Koukpemuux cgepax. ObrpyHmosano 0oyinb-
HICMb OMHIKAHATILHO2O NIOX00Y, 6NPOBAOICCHHS HOBUX THCMPYMEHINIG A MEXHON02I Y npoyec 30ymy, 3anponoH08ana NOOAIbULA
aoanmayis 1 6UKOPUCMAHHS THHOBAYILIHO-MEXHONIO2IYHO20 IHCMPYMEHMAapito 00 Kauanie 30ymy.

Knrwuogi cnosa: cmpameziuni Hanpamu, MapkemuHe08a cmpamezis 30ymy, cmpame2iune ynpasiinHs, mopeieis, po3opioHa
MOop2i6is, WIAX CROXCUBAYA.

Background. In the conditions of impulse develop-
ment of economy of Ukraine, the strengthened interaction
of participants and components of the market, growth of
activity in the Internet and constant change of consumer
preferences, the key question of extensive development of
domestic enterprises of trade is butt.

Today, having the opportunity to travel and receive informa-
tion about other experiences, consumers make high demands
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on Ukrainian brands, encouraging them to change and improve,
find ways to demanding consumers, strengthen and occupy
new positions, expand sales channels using innovative tools to
promote products and open interaction at all levels.

Analysis of recent research and publications. The
work of many domestic and foreign scientists is devoted
to the study of sales activities of trade networks and deve-
lopment strategies, a significant contribution to the theory
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belongs to 1. Ansoff, Alfred D Chandler, P. Doyle, K. Hat-
ten. T. Kvasha, A. Mazaraki [1-6], and others.

However, the process of selection and management
decisions on effective measures to implement an effective
marketing strategy of trade enterprises in a dynamic mar-
ket economy, the impact on these decisions of global trends
remain insufficiently studied and relevant today.

The aim of our research: to analyze the main aspects
of the formation of marketing sales strategy, to present
management decisions in the field of retail trade, to identify
the main directions of development and use of innovative
tools of sales channels for adaptation to retail networks.

Materials and methods. The results of research are
global trends in marketing strategies, used statistical data,
general and special methods of observation, methods of
generalization, comparative analysis, structural analysis
and systematization of data.

Results. Today, in conditions of intense and dynamic
competition, Ukrainian retail chains are successfully cop-
ying international experience, expanding the scope and
impact on the consumer audience, in Ukraine there are
almost 500 retail chains, of which 83% belong to interna-
tional companies [7]. Analysis of the state of domestic and
foreign trade networks provides prerequisites for predict-
ing the emergence of new, standard formats of trade, an
intensive change in relations between sellers and consum-
ers. Over the past 10 years, there has been a change in the
factor determinants of the development of trade networks:
geographical factor, zoning, change in the range, sales
channels, the selection of key strategic management posi-
tions. In general, the place of sales strategy as a functional
auxiliary in the system of strategies of the trading network
is presented in Figure 1.

That is why understanding the causes and consequences
of certain management decisions to expand or reduce the
network of stores, planning, formation, selection and
implementation of marketing strategies, identifying ways
to overcome crises — are important for market analysis of
Ukrainian retail chains [8].

As we can see, in the scheme of strategic planning in
the part concerning competitiveness, the place of the trade
enterprise is determined by establishing a connection of
any trade enterprise with its environment, implementation
of selected strategies and goals in efforts to achieve desired
state of relations with the environment through manage-
ment resource allocation.

V. Sharko emphasizes the main stages of formation of
strategic sales management in the field of retail: collection,
processing and analysis of information on the state of the
internal and external environment, analysis of competitors'
strategies; analysis of the influence of factor determinants
on the formation of strategies in a particular area; evalua-
tion, formation and development of directions of formation
of sales strategies, evaluation and control [11].

Thus, today, according to the analytical data of the
Euromonitor.com service, global consumer spending
shows a progressive growth in the product sector, the least
in the "fashion and beauty" sector.

This figure is quite high in Ukraine, compared to world
figures due to the growth of purchasing power of the popu-
lation, where food (especially water) is still the largest share
in consumer spending of Ukrainian households (Figure 2).

At this stage, retail chains do not risk investing in the
introduction of new technologies, as required by global
consumer trends, giving preference to existing business
models. Ukrainian retail chains are actively introducing
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Figure 1. Strategic directions of development of trade networks

Source: developed by authors based on [9; 10]
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Figure 2. Indices of growth of retail sales of retail chains in Ukraine and the world (2017-2018), %,
according to Euromonitor.com [12]

additional sales of products from other segments, including
unexpected related products and services, after the success
of Epicenter K, bookstores are testing the sale of diapers,
grocery retailers are increasing the range of non-food prod-
ucts, Health Food Store and Combination of Food & Drug
Store offer water sugar-free and fortified refreshing drinks
with medicines, the fight for the consumer is conducted in
all sales channels, in turn, mineral water brand "Kraina"
has developed a partnership program for fitness clubs,
including delivery, branding of the club, building a system
for selling water to obtain a stable financial result, increas-
ing loyalty to the fitness center [13].

Today, the management of Ukrainian retail chains under-
stands that customer orientation is a strategic basis for brand
differentiation, competitive advantage, which is based on
monitoring, continuous analysis, study and systematization
of global consumer trends, compliance with the established
mission and brand ideas. There are a large number of tools
for choosing the level of consumer trend implementation,
starting from the well-known STS matrix, consumer trend
canvas — a template of consumer trend, which allows a com-
prehensive assessment of a consumer trend, impact and eco-
nomic effect of its implementation [14].

Thus, against the background of high rates of sales
growth, structural changes are taking place, the share of
unorganized stores is decreasing, small chains of stores
located within walking distance with a wide range of
goods, developing networks of discounters and hypermar-
kets, expanding the representation of foreign retail chains.
E-commerce continues to develop rapidly in the world and
in Ukraine. More than 22 million Ukrainians are Internet
users, of which 31% made online purchases in 2018 [15].
Most retail chains in Ukraine are present on the Internet, so
retailers, in order to differentiate, following the global con-
sumer trend, offer consumers more convenience. Accord-
ing to the latest research of US consumers, compared to
2012, the waiting time for delivery has decreased. If in
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2012 consumers agree to wait about 5.5 days, in 2018 this
figure is 4.5 days [16]. Given that delivery to Ukraine
of purchases from abroad can take 3-4 weeks, therefore,
the time indicator is still not critical for the decision to
make a purchase from a Ukrainian consumer, but within
the country preference is given to those brands that can
sell as soon as possible delivery. New companies in the
Ukrainian market take this trend into account, for example,
the ICOS brand delivers orders between 15 minutes and
3 hours. Some restaurants declare that if the courier does
not deliver the order by a certain time, the consumer does
not pay for delivery.

The change in the model of consumer behavior, the shift
of focus from the product to the consumer experience, pro-
voked the corresponding changes in the format of sales of
retail chains [17]. Retail of the last century and the era of the
beginning of e-commerce was focused on the product sold,
but consumers are increasingly seeking a unique experience
of interacting with the brand. Therefore, the latest sales for-
mats — through mobile applications, with the possibility of
virtual fitting and other available to consumers elements of
the purchase have become a lever of competitive advantage.
Virtual reality, augmented reality, the Internet of Things and
mobile technologies are changing the consumer experience
of Ukrainians and increasing the desire to use the latest tech-
nologies and trade formats (Figure 3).

As you can see from the chart and analytical data of
Global Entertainment & Media Outlook, the greatest
emphasis today is on the mobile Internet and OOT video.
Despite the reduction in the number of offline stores, they
still play a key role in the sales process. E-commerce opens
up other formats, but to a large extent it is also physical
points of sale where consumer services are provided with
related services or additional sales, even if it is an online
ordering point. Consumers reduce the time to visit the
physical store, and seek the experience of interacting with
the brand.
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Figure 3. Pools of growth in TMT of the Source:
PwC Global Entertainment & Media Outlook 2019-2023, www.pwc.com/outlook [18]

Omnichannel helps to make the buying process more
convenient and combines e-commerce with offline stores,
making it possible to access a single range of products in
the retail network, regardless of channel and sales format
[19]. A striking example is the international companies
VOSS (updated website, VR technology, close customer
relationship, personal approach and customization) [20],
Evian, Perrier and the Ukrainian brand Morshinska (speed
of online registration and delivery directly by the brand,
feedback, feedback and brand community in the Internet
environment) [21]. Yes, Nestle also sells water through
its own Ready Refresh delivery service. In IDS Borjomi
Ukraine to ensure uninterrupted supply of quality product
all couriers work directly HOD through the delivery ser-
vice https://mywatershop.ua/, the international company
DIY-retailers Leroy Merlin has a chain of stores, online
store, contact center, active in social networks, offers con-
sumers services from partners and supports Viber commu-
nication channels and e-mail through a collected database
of e-mail and telephone [23].

Social networks as an additional channel in sales strat-
egy are often seen as a personal space, and potential cus-
tomers may not evaluate the commercial offer through those
channels. However, if there is a connection to the personal
profiles of the consumer, a smart strategy — to interact with
their posts with the support of likes / comments / retweets,

the brand performs its tasks to confirm the presence of the
client. Additionally, the Youtube channel as a sales channel
and the Instagram social network, due to the peculiarities
of communication and some problems of linking data to
CRM, is not used by retail chains at full capacity, while for
small businesses it is an effective sales tool.

Facebook is an image resource that allows consumers
to express their opinion about the brand or leave feedback.

The author's study showed that retail chains do not
take full advantage of social networks, consumer feedback
may go unanswered, complaints without a solution, which
even leads to lawsuits, proved that the use of omnichannel
approach in strategic sales management, gives conversion
rate to potential customers. 28% higher than representa-
tives using other strategies (Table 1).

The following matrix provides a visual overview of how
the sales channel (for example, e-mail) should be used for
potential retail consumers who have already received an
offer and are in the process of making a purchase decision.

In the system of strategic sales management, the devel-
opment of omnichannel requires discipline and determina-
tion. Sales teams can also consider automated workflows
to help them perform multi-channel follow-up without los-
ing all the different platforms and their respective nuances.

Conclusions. Thus, the state of development of retail
trade networks in Ukraine indicates important social and

Table 1

An omnichannel approach for retailers
(example based on email channel) [24]

Base collect Primary touchpoint Seconda.ry Remainder Social Foll(?wup
touchpoint Touchpoint
Channels Different sources E-mail Messenger SMS Remarklitsl;%g’rzr?ebmk’
Base collect Primary touchpoint Seconda.ry Remainder Social Follqwup
touchpoint Touchpoint
Engage or re-engage Follow-u Engage with the social
Purpose CRM pack with content relevant to undates arI::i Brief to the point life of the retailer to
P p requested merchandise, reco?nmen dations ask trigger to buy more from
call-to-action the same chane
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economic processes within the state and regions, reflects
the dynamics of changes in living standards. In general,
to make optimal management decisions in strategic sales
management, you need to understand consumer prefer-
ences, decision-making preferences, monitor their moods
and analyze the purchasing process, which necessitates
further research on consumer preferences when interacting
with retail chains.

It is important to monitor these processes with an omnic
approach, using the latest technologies and sales channels,

using ATL / BTL-activity with promotion in digital chan-
nels, development and inclusion of social networks and
messengers, effective tools for research and analysis of
consumer sentiment, increasing loyalty consumer audience
to the brand in Ukraine.

Prospects for further development are a more detailed
analysis of trends in the development of retail chains,
development and adaptation of marketing strategies for
different markets, taking into account the specifics of retail
chains.
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