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1. Introduction

The democratic changes in Bulgaria in 1989 set the start of a period of transition
from centralized managed economy to a market one. Gradually, conditions were created
for affirming private initiative as a basic pillar of the development of a number of
sectors in Bulgarian economy. Such is the example with the logistics branch whose
evolution in the last 23 years has been associated mainly with the correct usage of
foreign logistics practices that enter the country rapidly and have proven to be applied
with success. The process of adapting the Bulgarian logistics sector to modern world
and European tendencies in the of logistics services has gained considerable speed
since the moment of Bulgaria’s accession to the European Union in 2007. The use of
opportunities a similar membership gives to logistics companies turns into a prerequisite
for business organizations to try to implement corporate policy in a way that provides
them with the necessary competitive advantages. This inevitably helps them to deploy
the potential for developing the logistics sector.

The aim of this paper is to offer to Bulgarian suppliers of logistic services
particular models of company behavior in their aspiration for quick integration to the
commonly accepted good practices that are characteristic for the ever globalizing
logistics sector. Achieving the goal defined in this way is done by a theoretical analysis
of the specifics of some marketing strategies and the adjoining marketing tactics defined
by the author as suitable for achieving successful corporate development in the field
of logistics. The opportunities to apply them in practice among Bulgarian logistic
companies are completely well founded having in mind the fact that they create
prerequisites for purposeful improvement of companies’ logistic efficiency in their
attempt for rational business functioning.

2. Possible marketing strategies for stimulating company development
of Bulgarian logistics suppliers

The main subject of activity of logistic companies concerns the provision of logistic
services that are single or related with each other. This presupposes the implementation
of a corporate policy which takes into consideration, on the one hand, rivals’ strengths
and weaknesses and, on the other hand, is constructed in such a way that allows effective
management of the relations with business clients who are users of logistic services. In
both cases the main task is to develop the logistic potential in a manner that earns
competitive advantages for the logistic company and to affirm it as a preferable partner
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for long-term cooperation. To achieve such goal requires that a complex concept of
company behavior is followed – one that sticks to a strategic management approach
through rational use of the corporate competences and abilities of the logistic supplier. A
correctly selected marketing strategy reveals opportunities for demonstrating flexibility
in the business actions and achieving rapid adaptability in conditions of the obvious constant
dynamics in the sector of providing logistic services. Typical for the sector is that it is
difficult to make success and the marketing strategy does not take into consideration the
fact that the business clients and competitors are equally important for the success of
the company. Having in mind the modern aspects of economic development, one can
make the conclusion that clients are a valuable asset for logistic organizations. This
requires that this asset’s worth is improved and, if possible, retained for a long period of
time. Competitors in turn, are a key indicator for expectations and tendencies in the
sector. Taking into consideration their actions has to detect this line of behavior that
needs to be followed in order to achieve the preliminary set goal for successful logistics
development. It is exactly the business clients and competitors that are the reason for
classifying the four marketing strategies, presented in this paper, into two basic groups.
Only provisionally the first one is called “marketing strategies concerning competitors”
(a strategy of integration and a strategy for dominating the market through leadership
among competitors) and the second one – “marketing strategies concerning business
clients” (a strategy of differentiating manufactured products and innovation strategy).

In specialized scientific literature there are a number of definitions for the concept
marketing strategy. Philip Kotler defines it as “a common marketing scheme to achieve
end goals”1. According to N. Mitev and M. Chipriyanov “it is actually the ground for
marketing management of an enterprise that is built upon a strategic vision for the
development of the business organization and the market”2. The definition is elaborated
further with the idea that the marketing strategy “reflects the long-term prospects for
making changes concerning the basic dimensions of the company’s marketing policy”3.
Other authors support the definition in which “the marketing strategy concerns an
integrated model of organizational decisions that determine the key choice of the
company as regards products, markets, marketing activities and marketing resources
in creating, communicating and/or supplying products which add value for the clients
in the process of exchange with the organization and thus give it the opportunity to
achieve particular goals”4. Stressed is also the idea that the marketing strategy is “the
effort of the corporation to be distinguished positively among its competitors by use of
its strengths in order to meet its clients’ needs better in the particular situation5. All

1 Kotler, P. Marketing management. - Sofia: Grafema, 1996, p. 130.
2 Mitev, N., М. Chipriyanov. Marketing and logistics. – Svishtov: Publishing house „Tsenov”, 2002, p.

233.
3 Ibid, p. 233.
4 Varadarajan, R. Strategic marketing and marketing strategy: domain, definition, fundamental issues and

foundational premises. // Journal of the Academy of Marketing Science, 2010, Vol. 38, № 2, pp. 119 –
140 (p.128).

5  Subhash C. J. Marketing Planning & Strategy /sixth edition/. South – Western College Publishing,
1999, p. 24.
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definitions quoted above fully support the idea that the marketing strategy is equally
important for the business organization both for modelling a suitable behavior and
implementing a purposeful policy in the process of communicating with clients. In both
cases it is necessary to take into consideration the fact that achieving the preliminary
set end goals requires the application of well-reasoned marketing tactics. It is these
tactics that turn into the tools whose role is to transform the strategic ideas and decisions
into real actions. To define them precisely and then use them well helps for solving
particular business tasks successfully.

The challenge before suppliers of logistic services called adequate marketing
strategy does not refer only to following a program that meets certain requirements of
corporate clients in a particular time. The aim is to set up and then develop business
relations built on the principle of mutual trust combined with creating and affirming
long-term competitive advantages.

Contrary to any logics, when speaking about relations between rivals in the logistic
sector one can offer the marketing strategy of integration as suitable for application.
Building up logistic strategic alliances ensures the use of logistic suppliers’ strengths.
It is possible to observe control or a takeover, characteristic for horizontal integration,
through mergers or acquisitions. In most cases, however, the specifics of the logistic
business presupposes above all that participants in various sections of the “supply
chain” cooperate in order to achieve risk diversification, together with optimizing costs
in producing the provided logistic services.

The other essential moment of following a similar strategy is to lower competition
to a considerable degree. By their very nature logistic suppliers remain competitors,
yet, in certain business situations they manage to make use of each other. Thus they
increase their efficiency in servicing business clients.

As an inseparable part of the modern economic reality on this stage of its
development, the Bulgarian market of logistic services does not have the scope yet
that is characteristic of the leading world and European economies. It is not always
that companies have the necessary capacity and resources (material, financial,
information and human) in order to maintain an effective management organization
through which to be able to react fast and well to the changing conditions on the
market, regulatory requirements and clients’ wishes. That is why in the Bulgarian
logistic sector one should not accept that uniting the efforts of the suppliers of logistic
services in implementing a certain project can result into negative consequences incurred
by the fact that know-how is disclosed. On the contrary, in order for more logistic
companies to be able to establish themselves as competitive, the model of integration
needs to lie in the base of their thorough corporate policy. The sector does not
presuppose success as a result of isolated existence that excludes the use of
competitors’ abilities, whereas these competitors successfully play the role of sub-
suppliers in covering a particular project. The basic tactics necessary to follow in the
process of integration concerns keeping and perfecting company uniqueness and
identity. To do this, suppliers of logistic services need to have detailed knowledge of
the structure and intensity of competition in the sector. This requires the analysis of
the five competitive forces (intensity of competition, threat from emerging competitors,
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threat from substituent services6, the force of clients, the force of suppliers7) as part
of Michael Porter’s8 model that is commonly accepted in marketing theory and practice.
In this way logistic suppliers can establish their competitive position as regards their
business rivals. Taking into consideration the tendencies in the sector, the providers of
logistic services are able to follow the most suitable behavior model that would contribute
considerably for affirming them as companies which have the capacity to take part in
the process of logistic cooperation.

Even though cooperation has its positive sides, by no means logistic business
organizations should turn it into their one and only goal. They should rather accept it as
a constituent part of putting into practice their basic marketing strategy of dominating
the market through leadership among their competitors. Above all, the aspiration should
be oriented to taking a leading position among the companies that offer similar logistic
services.

The approach in this case requires an analysis and evaluation of the companies
defined as direct competition, i.e. the so-called competitive analysis. Systematizing
those companies’ strengths and weaknesses could be used as a basic tool for defining
the outstanding opportunities and existing threats before the particular logistic supplier.
Tactic actions require all its structural units and the support mainly of the marketing
department to make regular and purposeful observation of the various business events
of the real and potential competitors. Of course, one could also use the services of an
outside consultancy. In most cases, however, a similar choice involves considerable
financial means which is another burden for the company budget.

The systematic study of competitors’ moves inevitably has an impact on the
direction of development of the respective provider of logistic services. Judging on the
results of the competitive analysis, the company can accept an offensive behavior
model, i.e. take advantage of the competitors’ weaknesses by making use of the
emerging opportunities on the logistic market. In case that the competitors have more
strengths, the logical behavior model presupposes a defensive corporate policy which
has to prevent the logistic supplier from the threats it is exposed to as a result of the
competitive advantages.

The media, mostly specialized editions on logistics and above all Internet space,
are some of the supposed sources of data, which could be used skillfully to diagnose
the competition in the branch. Besides those, relationship with business partners could
also contribute for information about the positive and negative sides in competitive
corporate policy. Most often similar information is provided when aiming to achieve a

6 Substituent services in this case mean logistic services of rival companies to the particular logistic
provider. Having in mind the core requirements for their supply, such services are similar to the ones,
provided by the respective logistic company but at the same time offer a number of extras which gives
them certain advantages.

7 By “suppliers” we mean providers of logistic services that turn out to be partners of the respective
logistic provider in the particular situation, they add to range of provided logistic services for ensuring
the supply chain.

8 Porter, M., Competitive Strategy: Techniques for analyzing industries and competitors: with a new
introduction. New York, NY: Free Press, 1998, pp 3-32.
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common goal, for instance winning subsidies for a particular logistic project. Clients
are another way to get data on competitors’ logistic opportunities. This usually happens
when a particular client is dissatisfied with the logistic services provided for him and
has searched for another provider.

Creating a clear notion of the potential of the main business rivals can turn into a
key factor for the corporate development of a logistic company. It is important to be
aware of competition at a time when the management’s business intuition hints at
something, while actually the reality is different. In a sector like logistics most successful
happens to be the informed logistic provider. That is why being aware of competitors’
advantages and disadvantages turns into a reference point for the direction into which
the respective logistic intermediary is expected to focus its efforts. Thus it can achieve
a steady competitive advantage. Even if it doesn’t turn into a logistic company – a
proven leader, it could be among the leading providers of logistic services.

However, the real corrective of how competitive providers of logistic services
are, including those as part of the Bulgarian logistic sector, are the clients with their
behavior in the communication process. It is not enough only to attract the latter. It is
necessary for the company to follow a preliminary outlined marketing concept aimed
at taking adequate actions for further developing the relations with the users of logistic
services in a way that leads to satisfaction proved by their customer loyalty. This is
turned into one of the leading indicators that show whether the logistic provider is
holding a good position in the sector and is actually among the companies on demand
on the market of logistic services. Strengthening its position implies showing the ability
to encourage clients’ behavior pointed at multiple purchases of logistic services. In
this case the main requirement is communication that goes on in time and whose aim
is to perfect the established relations with clients.

An important stage in making a dialogue with users of logistic services is to be
aware of the idea that the process of developing relations with them presupposes the
logistic organizations manage it purposefully through well-designed marketing strategies.
At a time when one observes the first signs of “getting rid” of the world economic
crisis as most adequate for the Bulgarian logistic sector one can offer those strategies
that directly influence the way of providing logistic services so that they can have an
impact on modelling rational interrelations with clients who get even more demanding.
Among the opportunities for achieving similar purposeful interrelations are the marketing
strategy of differentiating manufactured products9 and the innovation marketing strategy.

Implementing the first one has the task to offer logistic services to clients in a
way that differs considerably from the traditional ones for the sector. This helps the
business organization to be assessed as a suitable and preferred partner for logistic
cooperation. Following the strategy of differentiation presupposes that logistic providers
study and analyze very well the clients’ requirements by striving to integrate them in
forming and providing services. In the logistic sector the scope of basic services to be
offered is no secret for logistic companies. Of course, formulating an absolutely new
service is the best but the most difficult variant that could bring them positive and
9 Here in particular we mean logistic services.
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competitive advantages. That is why the main challenge for logistic providers is the so
called modification of services in a shrewd way that is accepted as untypical and
distinguished and, at the same time, assessed by clients as absolutely applicable in
practice in the particular situation.

The logistic service itself can be offered by lots of companies; however, its
uniqueness is defined mainly by intangible characteristics that accompany its
implementation. They are claimed to be its distinguished positive aspects in negotiating
with clients and are manifested in the so called “logistic servicing”. It is “a process
comprising a set of operations (tasks) that are linked with each other. Carrying out
(solving) those one after the other ensures the creation of added value for the user”10.
With the purpose to satisfy clients completely in the process of their “logistic servicing”
and achieve a competitive advantage it is necessary for the selling company to direct
its marketing efforts to an on-going improvement of the quality of services and the
organization while carrying out the services.

Turning logistic services into preferred ones to those of the competitors requires
the availability of the following tactic actions in providing the services:

- efficiency in work (speed of action)
- precise execution of negotiated conditions;
- orientation to the specific needs of clients;
- regular and detailed information about the status of a current project or order;
- timely competent reaction when questions arise;
- solving problems efficiently and effectively;
- ethical behavior and commitment on behalf of employees (politeness, honesty,

accessibility, responsiveness, flexibility).
Above all, every logistic organization is necessary to have a clearly defined

policy, which is oriented to the client’s needs of servicing that should influence for
constantly adding value in respect to the provision of logistic services. In specialized
literature the value is accepted as “the sum of money that a client is inclined to pay for
the goods and services provided by a particular organization”11. In other words, one
means to what extent logistic services are provided in a way that meets the client’s
needs which, in turn, makes him pay the particular sum of money for using them. Of
paramount importance here is that the client is completely convinced that what he
pays matches what he receives in return, i.e. the price he pays corresponds to the
benefits he takes.

The value added can be viewed in two aspects. For clients it is the difference
between the expenses they make (on time, efforts, energy and money) for receiving
the respective service and the general advantages that are a consequence of this
difference. Apart from clients, there is added value for the organization as well. It is
“the difference between what the clients pay and the costs of the organization for
providing the goods or carrying out the service”12. The bigger the difference - the

1 0 Blagoev, B. et al. Economic logistics. – Varna: Science and economy, 2009, p. 193.
1 1 Gattorna, J. Handbook of logistics and distribution management.- Bourgas: Dolphin press.1996, p 26
1 2 Ibid, p. 26.
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more essential the profit for the organization. It is important to clarify that this should
not turn into the ultimate goal for companies, since there is a risk to lose the client and
making him find another provider of logistic services. From financial point of view, if a
business organization allows itself to offer a particular service at a price lower than
the cost for producing it, this will lead to financial loss. However, from the point of
view of what goals are set to achieve, the case is not exactly like this in the logistic
branch. Striving to win a bigger market share by being involved in strategically important
logistic projects, for a big part of providers of logistic services it can turn out to be
more cost-efficient to make a similar financial loss. It will be of no consideration
against the background of the finances that are to be earned in the future as a result of
the fact that there will be value added to the quality of the services offered to clients.

Because of the specifics of logistic services and the way their users wish to
develop and adjust them to their individual preferences, earning the trust of clients is
not an easy task, by any means it isn’t unachievable either.

The goal of logistic-services providers to be as close as possible to their clients,
to understand their wishes, to offer to solve their problems in an non-standard way is
unthinkable if the marketing strategy of differentiation does not comply with the
innovation strategy that takes into consideration the tendencies in the field of information-
and-communication technologies. The nature of the logistic business turns the use of
scientific-and technical achievements, namely hardware and software decisions, as
well as being available in internet space into a compulsory condition that logistic
companies need to meet in their aspiration to have a successful logistic development.

It is good to orientate tactic actions mainly to introducing CRM, ERP and project-
management systems. Together with their advantages, such systems offer also
opportunities for optimizing logistic providers’ operating costs which influences the
creation of end logistic prices and adds up to a higher overall business value of companies.

It is logical for the logistic sector where the products offered are actually services,
the CRM systems to be identified as one of the basic and necessary corporate software
that helps for achieving a competitive edge. Conditions are created for systematization
of data on client-companies. This allows making a constant detailed analysis of their
preferences and, based on it, offer specifically adapted logistic services at prices that
are acceptable both for users and service providers. The applications of the ERP
systems, in turn, underpin the formation of an optimum cost price for the offered
logistic services that allows those offering them to be as flexible as possible in the
process of negotiating with real and potential clients. It is necessary for the managerial
staff of logistic business organizations not to undermine also the project-management
systems. The main reason for this is that to what extent a company is unique can be
judged best in financing a specific project since the project itself presupposes that
several interdependent logistic services are provided. The necessary synchronization
of activities in this case would be made considerably easier if one uses the functionalities
of a similar type of IT application.

Parallel to the offered software decisions, another tactic method associated with
the innovation strategy and exceptionally suitable for achieving a competitive advantage
for logistic-services providers is internet marketing. Nowadays internet turns into a
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preferred space for business communication. This requires a professional approach in
applying the marketing tools. Among the tactic actions a company can take are:

- Making a functional website that plays the role of a business card. On
the one hand, it has to orientate potential clients about the logistic opportunities
of the particular service provider and, on the other, it has to affirm its image of
a preferred partner among the already existent clients.

- Creating and introducing mobile applications for online access and use
of logistic services. The main requirement for applications is to be compatible
with basic mobile platforms like Android, iOS, BlackBerry OS, Windows Phone
and others. The goal set is to achieve greater efficiency expressed in flexibility
and better customer service. Through mobile applications their users get the
chance to always track in real time the status of the provided logistic services
and make consistent business decisions.

- Careful analysis aimed at selecting the most suitable places for online
advertisement of logistic services. As such one can offer specialized electronic
issues that focus on what happens in the logistic sector. It is supposed that
most of these issues’ readers are strictly streamlined specialists who are aware
of the logistic-services market. That is why it is good for logistic companies to
target their presentations exactly at a similar type of thematic issues instead
of using chaotically advertising banners in internet space.

- Corporate presence in professional social networks that gives the
opportunity for a business-oriented dialogue for promoting the activity
of logistic companies. Among the basic advantages of creating a company
profile in similar professional networks is the automatic ranking of the respective
logistic-services provider on a higher position when browsing in Google. The
commitment with the online search-engine ensures an easier access for current
and future clients to information about the main activity of the logistic company.
Another advantage is the technical feature for potential clients to know
whether there are enough references from other clients of the company which
can convince them or not in choosing exactly this provider of logistic services
to be their business partner.

The constantly changing outside environment as a result of technical progress
suggests a flexible adaptation on behalf of logistic providers as they wish to have
competitive advantages that can earn them leading logistic positions. In the last decade
it is exactly information technologies that turn into being the most essential for the
development of the logistic sector as a whole. Implementing any marketing strategy in
any form depends on the opportunities that they can provide. This fully concerns also
the success of the four strategies (that of integration, of dominating the market through
leadership among competitors, of differentiating the manufactured products and that
of innovation) reviewed in this paper. They would be helpful for Bulgarian logistic-
services providers because of the fact that their essence is specifically directed to
applying tactic actions that have direct influence on the corporate image for successful
logistic development.
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3. Conclusion

On the ground of the theoretical analysis made above one can summarize several
important items and it is necessary to take them into consideration as a factor for
developing Bulgarian logistic companies when marketing strategies are concerned:

- It is not enough to apply one strategy only. It is necessary to strive for the
impact of several marketing strategies that are combined cleverly so that a
positive synergetic effect is obtained.

- A successful corporate policy presupposes that a company follows marketing
strategies which takes into account the trinity: logistic company – client –
competitor.

- Marketing strategies in the logistic sector require the use of clearly and precisely
defined marketing tactics, i.e. a relevant set of tools for designing a suitable
model of business behavior that corresponds with the constantly changing
logistic conditions.

- Applying suitable marketing strategies is able to develop the logistic potential
in a way that has positive impact on the long-term performance of logistic-
services providers.
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Abstract

In times of global economic uncertainty, in which the logistics sector - one of the most
dynamic and promising sectors in the Bulgarian economy - functions, it is more important than
ever for the logistics service providers to conduct targeted corporate policy, allowing them not
only to survive among the rivals in the industry, but also to establish themselves as a preferred
business partner for long – term cooperation. With this paper the author attempts to prioritize
the use of appropriate marketing strategies as a source of achieving competitive advantage by
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logistics services. For this purpose, possible marketing tactics are viewed and analyzed, specific
to the different strategies, whose implementation helps to achieve the pre-set target of successful
logistics development.
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