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Annotation: In today's competitive environment, businesses are trying to expand their markets. 

Marketing and logistics play the most important role in finding new sales markets and organizing 

the sale of goods on them. Therefore, this article describes the combination of marketing and 

logistics in the organization of sales, the use of marketing logistics. Marketing logistics has been 

studied in terms of finding two new markets and organizing stocks. 
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At present, the traditional concept of marketing and logistics is undergoing significant changes. 

These components are as important as the quality and price of the product. 

At the same time, the question arises of finding new solutions not within the framework of 

marketing and logistics, but in the areas of their intersection. It is in this area that a systemic 

synergistic effect can be achieved. The urgency of the problem lies in conducting research to 

substantiate the feasibility of introducing marketing logistics into business structures in a 

competitive and market economy. 

Therefore, the introduction of marketing logistics into the enterprise management system, 

determining its place can be a factor in the strategic development of entrepreneurship in modern 

conditions. To achieve the goal, it is necessary to determine the influence of environmental factors 

on the effectiveness of marketing logistics and establish organizational aspects in the process of 

introducing a marketing logistics system. 

While logistics management helps to optimize the flow of materials within an organization, supply 

chain management goes beyond the organization, expanding the integration of material flows up 

to suppliers, and down to customers. Logistics basically represents two main product movements: 

Physical delivery associated with the supply of raw materials, components and other related 

materials required for the production process. This applies to the purchasing function (materials 

management) and the physical distribution associated with the delivery of finished products to 

customers and resellers. This falls under Marketing Management, which is also called Marketing 

Logistics. 

Marketing Logistics is the process of delivering finished products to both intermediaries and 

buyers. An efficient delivery system helps to reduce costs, improve customer service and 

minimize time, which ultimately helps to win customer loyalty. The physical distribution system 

includes various tasks (as indicated in the table below) that interact with each other and play an 

important role in the overall efficiency of the logistics system. 

Marketing sets the task of a systematic approach to the organization of goods movement, with the 

effective organization of goods movement, each of the stages of this process should be planned as 

an integral part of a well-balanced and balanced system However, the methods of technical and 
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technological integration of all participants in the process of goods movement are the main subject 

of study not of marketing, but of logistics. 

Logistics, in relation to the "price" factor, usually has a direct impact on the company's 

achievement of corporate or financial strategic goals set by marketing. Pricing decisions require a 

thorough analysis of factors related to competitive products, socio-economic, demographic and 

other characteristics of consumers in a particular market segment. 

In some cases, logistics may be interested in different pricing schemes if they meet the 

requirements of inventory management, changes in storage location and delivery time, dictated by 

consumer demand and the provision of appropriate service. Logistics efforts here can be aimed at 

increasing sales volumes in certain market segments, if the marketing price scheme is not reached 

there. This situation often develops under the influence of seasonal fluctuations in demand, which 

necessitate the adoption of additional logistical decisions for the management of stocks (for 

example, the creation of special seasonal stocks). 

In the process of implementing the concept, marketing is aimed at satisfying the needs of 

consumers, and logistics focuses all production schedules and plans on ensuring optimal 

production costs and improving the quality of logistics service. Therefore, the main goal of 

marketing logistics is the full, timely and high-quality satisfaction of the solvent demand of 

customers with a minimum of logistics costs. 

Another important characteristic of the sphere of mutual intersection of interests of marketing and 

logistics is product characteristics and, above all, the range of products determined by the 

marketing strategy of the company. Assortment characteristics of finished products directly affect 

the structure of logistics chains and channels in the distribution system, as well as the level of 

stocks, types of vehicles, modes of transportation, etc. The restoration of non -rending Assortment 

Poosions, also a day, but in a friend (a gabarite reclamation) is up to the use of the structure of the 

lobasting or the affected 

Marketing logistics is a key component of any business that ensures that products reach the right 

range of customers along with all information related to the product. A good product is useless if it 

doesn't reach the right audience in the right place at the right time. As you know, the sale process 

is divided into three stages: before the sale, during and after. In these three moments, marketing 

and logistics are directly related, and depending on the stage of the cycle, one will be more 

relevant than the other, but it is important that they are connected throughout the entire cycle. 

 Before the sale: at this stage, you need to link marketing and logistics in order to start creating 

effective sales strategies. The marketing area must have information about available products, 

quantity and logistics methods in order to create promotions based on real data. 

Communication and information management must be optimized so that misunderstandings do 

not arise, and marketing does not generate erroneous strategies. 

 During the sale: at this time, of course, the main character is the logistics itself. It must work to 

properly fulfill what was previously promised in marketing strategies. It is important that 

information about stocks, loading and unloading, delivery times and other issues that make up 

the industry itself is available to achieve the necessary organization, which involves the 

provision of cystic services. 

 After the sale: at this stage, the product has already been delivered, so two things can happen: 

the customer is satisfied, and this indicates that all the actions that were performed in the field 

of marketing in the beginning and in the course were logically successful. Or it could be that 

the customer was dissatisfied with either the product or the delivery, in which case a change or 

refund is required. This may be related to the product itself or to activities directly related to 

the logistics process, so in this case, the processes must be adjusted so that these 

inconveniences no longer occur. 
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Marketing and logistics function as complex independent systems. But due to the fact that the 

process of product distribution begins only after the adoption of marketing strategic decisions, the 

product distribution strategy is a derivative or serving the strategy of the company. 

In conclusion, we note what real results the introduction of the concept of marketing logistics in 

the company can bring. The main ones can be distinguished: 

 thanks to a more accurate placement of stocks and control over them, an increase in sales and a 

higher level of customer service (defined mainly in terms of product availability) is achieved. 

 This gives the supplier company a serious advantage over competitors in the fight for market 

share. 

 the system of marketing logistics contributes to the strengthening and consolidation of 

relations between the supplier and consumers. 

 the development of more efficient methods of "physical distribution" provides significant cost 

savings, which can be extended to the consumer in the form of discounts on payment for the 

delivery of products, etc. 

 the introduction of an effective system of marketing logistics gives the company the 

opportunity to compete more successfully and profitably in distant markets. 

Thus, at the present stage of economic development, marketing logistics should be considered as a 

key element of the company's competitive market strategy. 
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