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Abstract 

The relevance of the topic is reflected in the fact that, according to the State Statistics Service, 758,478 enterprises 

were registered in Georgia in 2020, representing a 5% increase from the same period last year. The quantitative growth 

of companies creates competition, new markets, and forces commercial organizations to use new tools to maintain and 

increase sales volumes. This means that marketing in Georgian companies is moving to a new level of development. 

Innovations should primarily concern small and medium-sized enterprises, since they are relatively more flexible in the 

face of change. Marketing in such companies, as they say, is more “plastic” and allows testing various strategies for both 

product promotion and the company’s marketing structure. Thus, the chosen topic is relevant because of the need to 

develop marketing in Georgian enterprises. 

Purpose and objectives of the work. The purpose of the work is to develop a marketing strategy for the company. 

To achieve this, it was necessary to solve the following logically interconnected tasks: (i) study the concept and specifics 

of marketing in the industrial sphere, the specifics of competitiveness, (ii) determination of methods for assessing 

competitiveness and comparison of their effectiveness; (iii) definition of the content of marketing strategy as a tool for 

managing competitiveness. 

Subject and object of research. The object of research is marketing strategies. The subject of research is the 

marketing activities of the company "Elite Motors". 

The practical significance of the work lies in the potential to use the developed system to promote goods and 

services within a Georgian company. This strategy has been tested in the Georgian company "Elite Motors". 

 

Keywords: enterprise marketing strategies, marketing strategy models, functional strategies. 

 

1. Introduction 
A market economy implies the existence of 

competition. Today, there are several definitions of 

competition in the economic literature: 

a) “the existence of a large number of 

independently acting buyers and sellers of any specific 

product or resource in the market”; 

b) “a situation when buyers and sellers freely 

enter or leave markets”. 

c) In the Law of Georgia “On Competition”, 

adopted on May 8, 2012, competition is defined as 

“rivalry between economic agents operating or 

potentially operating in the relevant market for gaining 

an advantage in this market”. 

The law defines the organizational and legal basis 

for deterring, restricting, and preventing monopolistic 

activities and unfair competition. It aims to ensure the 

conditions for the creation and effective functioning of 

commodity markets. It does not apply to relations 

governed by the norms of the legal protection of 

inventions, trademarks, and copyrights, except in cases 

provided by law. 

2. Variety of marketing strategies and models 

of their use in the company “Elite Motors.” 

The basis of each marketing strategy of the 

company “Elite Motors” is an executive plan, by which 

the company achieves its set goals. Of the two 

theoretically known main marketing goals, at different 

times (depending on the strategic goals), it contains one 

of the following: 

1. A plan for attracting clients (buyers); 

2. A plan for promoting the product. 

In any marketing strategy of the company “Elite 

Motors”, a competent analysis of the market and the 

sphere in which the company plans to operate is very 

important. Such niches may differ in size, scope, target 

audience, and potential profitability. In most cases, 

each such niche requires an individual approach from 

the marketing strategist. 

In addition, the following factors should be taken 

into account: product features, target audience, market 

opportunities, promotion methods, distribution, and 

sales. 

Thus, the marketing strategy of the company 

“Elite Motors” corresponds to the following goals: 

- Assessment of real solvent demand for the 

product and methods of its distribution; 

- Assessment of market capacity, according to 

which distribution will be carried out; 

- Analysis of risks that may arise during product 

promotion and marketing; 

- Analysis of real and potential products of 

competitors; 

- Assessment of the sustainability and 

efficiency of product production and distribution. 

The main types of marketing strategies for “Elite 

Motors” are: global, basic, growth, competitive, new, 

and functional, which we will discuss in the next 

chapter. 

3. Results of activities carried out in 2021-2022 

within the framework of the study at the company 

“Elite Motors.” 

In 2021-2022, as in 2020, when the pandemic 

began, the company “Elite Motors” continued its 

development and even experienced significant growth. 
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Of course, this was also due to the company's marketing 

department. But it should be noted that within the 

framework of the study, the company's management 

decided to try a new type of marketing strategy for 

itself- functional. Functional strategies are presented in 

Table 1. 

Table 1.  

Types of functional marketing strategies 

Functional strategy name Functional strategy name 

Assortment strategy Assortment strategy 

Development strategy Development strategy 

Distribution strategy Distribution strategy 

Pricing strategy Pricing strategy 

Target market selection strategy Target market selection strategy 

When summarizing the activities and results of 

2021, it turned out that the implementation of the new 

functional strategy gave us the following picture: The 

company "Elite Motors" conducted lead campaigns: 

• Diesel generators, 

• Nitrogen generators, 

• Air compressors, 

• Mekalaco-excavator loader 

A lead is, first of all, the client's interest in the 

company and the contact established with it. 

In the strict sense, a lead is a potential customer 

who responds to marketing communications in a way 

that enables the seller to understand his needs and 

capabilities and assess his sales potential. In this sense, 

a lead is not only the contacts left by a potential buyer 

and/or another person, but also a specific combination 

of the client's interests and desires, as well as the seller's 

belief in the prospects for further communication. 

Depending on the scope and goals of the 

marketing campaign, the understanding of a lead's 

characteristics and the amount of information it 

contains may change. For example, market penetration 

can be done in several steps. It can collect different 

amounts of customer data (including the customer's 

position in the company) if we are talking about b2b 

marketing. 

In general, any client contact information can be 

considered a lead, but questions arise regarding the type 

and qualification of the lead. 

In addition, an advertising video was placed at 

Gldani Mall as an outdoor campaign. 

Let's consider the impressive results we achieved: 

- Diesel generators - 124 leads, 

- Nitrogen generators - 35 leads, 

- Air compressors - 117 leads, 

- Mekalaco-excavator loader - 17 leads. 

In exchange for the $345 spent on the lead 

campaign, the company reached up to 150,000 business 

clients (Geostat's business database, filtered by areas of 

activity). The advertisement placed as a result of the 

outdoor campaign was seen by 360 thousand people. 

Among the innovations planned for 2022, it is 

worth noting: 

- 2 professionally edited posts per month on all 

pages; 

- One professionally written blog per month on 

news; 

- One blog per month about products and their 

features, which will highlight the positive aspects and 

advantages. 

As for general marketing activities, the following 

were planned within the framework of the study: 

a) Renewing visits to BMG by starting to discuss 

large projects of partners; 

b) Special offer for the business club; 

c) In the best case, shooting and editing 2 videos 

per year about the company's path and growth 

prospects; 

d) Create a Wikipedia page for the company 

“Elite Motors” (in the coming months); 

e) In addition to TV Pirveli, on which the 

company’s activities are systematically covered within 

the framework of the research (3 programs), start 

cooperation with several other online media; 

f) Register the company “Elite Motors” in 

Google My Business and create an account. 

Marketing activities planned and implemented in 

2022 are presented in Table 2. 

In addition, the company, not within the 

framework of research, but based on its own business 

goals, conducts marketing activities for FB/INSTA, 

namely: 

• Photo projects at locations using the 

equipment of “Elite Motors”, 

• A column of small video discussions, led by a 

specialist in each direction (one video per month); 

• Posting blogs; 

• Posting informational posts on each brand of 

Elite Motors; 

• Live broadcasts and Q&A on Instagram, 

raffles. 

Period Activity 

January-February • SEO optimization (in terms of content and backend); 

February • Starting work on the creation of news; 

March • Ordering a blog. 

Until the end of the year • Visiting BMJ; 

Until the end of the year • Taking photos with partners; 

Until the end of the year • Recording a video review. 

Until the end of the year The path of “Elite Motors.”  
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Conclusion 

The strategy for promoting goods and services 

today is a key element of the research company's 

marketing plan; it sets out the goals of advertising 

campaigns, basic approaches to marketing 

communications, and tools for promoting products in 

the market. 

1. To build a motivation system, it is necessary 

to introduce non-financial indicators of employee 

performance; 

2. The salary of sales managers should depend on 

their professional knowledge and skills, planned and 

already concluded contracts, the level of customer 

satisfaction, etc. In addition, a system of additional 

bonus payments is needed, which is tied to the total 

value of the contract concluded by the employee, or to 

the importance of the client for the organization; 

3. An annual bonus can be used as an effective 

motivation tool, the calculation of which will be based 

on the analysis of indicators obtained as a result of 

monitoring the level of customer satisfaction. For a 

sales manager, an annual bonus is an additional 

incentive to stay in the organization; 

4. To manage the current situation, the head of 

the sales department should flexibly and promptly 

change the motivation goals so that they are fully 

consistent with the organization's ongoing goals. The 

change process should begin with providing employees 

with full information about the planned changes. The 

information should include: the reasons for the 

changes, their scope, implementation deadlines, and a 

list of benefits that the change will bring to employees. 

Employees should be well informed about all changes, 

since the approaches to managers in this area are special 

and in this market segment, even positive experience 

from other industries cannot be thoughtlessly used; 

5. Salary alone is not enough to motivate a sales 

manager. Here, a direct connection between the efforts 

made, the results achieved, and the amount of 

compensation “works” much better. That is why it is 

important to show them the principle by which the 

remuneration is calculated; 

6. In the process of developing an incentive 

system, it is necessary to take into account the level and 

structure of the incentive package offered by 

competitors under similar conditions. That is, to create 

an effective incentive system that drives sales growth 

and improves quality, it is not enough to rely solely on 

standard schemes. A creative approach, a deep 

understanding of the organization's business processes, 

and consideration of sales managers' personal, 

professional, and psychological characteristics are 

required. 
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