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Abstract 

The article is devoted to the issues of correct 

calculation of economic benefits in marketing through 

direct and indirect sales figures. The goal of 

preparing this article is for organizations to obtain 

the effect in the form of an additional amount of 

profit from the sale of products and savings in 

marketing costs that influence the overall financial 

result and the overall level of efficiency of their 

operation in the process of applying the chain 

substitution method, which fully meets the 

preparation of tools for determining these indicators 

in view of its complex and systemic nature. When 

preparing the tools, the authors take into account all 

the factors that form the sales profit, marketing 

costs, and the resulting calculation algorithm 

organically combines the general economic approach 

to calculating the direct and indirect efficiency of 

marketing activities as the degree of profitability by 

commercial expenses and the degree of commercial 

expenditure by sales profit. Such tools are applicable 

to all types of organizations engaged in marketing 

activities in any field of tangible and intangible 

production, as well as in the field of circulation, and 

therefore can be adapted to changing market 

conditions due to completeness and simplicity in its 

use. Use of these tools will allow organizations to 

choose the best options in managing sales for the 

successful resolution of all tasks when achieving the 

desired end points in the current and prospective 

periods of time. The material is useful for executives 

and specialists engaged in microeconomic subjects of 

management, as well as for educational and scientific 

institutions of economic and managerial speciality. 

Key Words: Direct efficiency of 

marketing activities, Indirect efficiency 

of marketing activities, Cumulative 

direct effect of marketing activities, 
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activities. 

 

1 Introduction 

Marketing is one of the key activities of 

organizations, and its significance for them is first of 

all determined by the fact that it provides a link 

between the stage of production (output) and sale 

(marketing) of products; secondly, it helps obtain 

complete and reliable information about potential 

clients and allows to carry out an objective analysis of 

market conditions taking all internal (controlled) and 

external (uncontrolled) factors into account, including 

factors of micro- and macroenvironment directly and 

indirectly affecting the attraction of resources and 

technology, formation of infrastructure and adoption of 

sound managerial decisions, which is described in 

publications of A.V. Generalova[1,2], S.N. Suetina[3], 

D.A. Shevchenko[4,5]. In view of the above, it requires 

not only the proper calculation of marketing costs, but 

also the construction of formalized algorithms that 

allow to determine the degree of their influence on 

organizations receiving direct and indirect economic 

benefits from the corresponding operations as 

precisely as possible to ensure the highest level of 

return on marketing activities. Therefore, the authors 

proposed tools for performing calculations related to 

the determination of these indicators based on the 

benefits of improving the direct and indirect efficiency 

of marketing costs. 

2 Purpose of the study 
The purpose of developing tools for calculating the 

economic benefits of marketing activities is to enable 

organizations to comprehensively and systematically 

account for all factor indicators that influence the 

increase in sales revenue and reduce marketing costs 

that largely determine their competitiveness and 

prospects for functioning in the sales markets – in 

other words, duration of their life cycle. 

3 Methods 
It is advisable to use the method of chain 

substitutions to create the authors’ tools, the 

advantages of which consist in its following properties: 

1. Combination of synthesis and analysis in 

obtaining calculated parameters. 
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2. Inverse relationship between deductive and 

inductive actions. 

3. Possibility of combination with all economic 

and statistical methods – primarily with index and 

correlation-regression methods in dynamics and, 

thereby, formation of prerequisites for the monolithic 

analysis of all types of economic activity. 

According to the selected topic, the method 

applied in the conducted research should be based on a 

combination of additive and factor marketing 

dependencies. 

4 Results 
To implement the method of chain substitutions 

in the field of marketing activities, it is advisable to 

turn to the works of A.A. Alekseenko[6], E.A. 

Derguzov[7], N.S. Komleva[8], A.L. Komysheva[9], I.G. 

Kudryavtseva[10], M.Sh. Machabeli[11], D.O. 

Musienko[12], which cover the issues of efficiency of 

marketing activities through the principles of their 

implementation; however, there is no monolithic tool 

for calculating performance indicators and economic 

benefits from their change. For example, M.Sh. 

Machabeli reduces the receipt of economic benefits to 

the increase in profits from sales[11], while A.L. 

Komyshev reduces it to cut in marketing costs[9]. The 

authors’ position is reduced to the creation of tools 

that dialectically combine both these factor indicators, 

relying on general methods of determining the 

economic effect and economic efficiency, adjusted for 

marketing activities as an element of the economic 

activity of organizations. 

Generalized direct and indirect indicators of efficiency 

of marketing activities should be calculated according 

to formulas (1), (2): 

    ( )  
      

   
                                                             (1) 

where     ( ) is direct efficiency of marketing 

activities; 

       is profit from sales, rub.; 

    is marketing costs, rub.   

    ( )  
   

      
,                                                             (2) 

where     ( ) is indirect efficiency of marketing 

activities; 

    is marketing costs, rub.;  

       is profit from sales, rub. 

Both formulas are consistent, since they satisfy the 

concept of efficiency based on the performance 

(profitability) and cost of marketing activities, the 

principle of constructing the indicators of which is 

detailed in articles of S.Yu. Ilyin[13,14,15,16,17], K.V. 

Pavlov[18], proceeding from general economic 

postulates relevant to various areas of economic 

activity of organizations, including marketing 

activities. 

Chain tools are obtained from the contents of formulas 

(1), (2), which describe the change in the direct 

efficiency of marketing activities over time (formulas 

(3), (4), (5)): 

    ( )  
       

    
,                                                        (3) 

where     ( )  is direct efficiency of marketing 

activities in the base period of time; 

        is profit from sales in the base period of time, 

rub.; 

     is marketing costs in the base period of time, 

rub.;   

    ( )  
       

    
                                                          (4) 

where     ( )  is direct efficiency of marketing 

activities in the conditional period of time; 

        is profit from sales in the conditional period of 

time, rub.; 

     is marketing costs in the base period of time, 

rub.;   

    ( )  
       

    
                                                          (5) 

where     ( )  is direct efficiency of marketing 

activities in the reporting period of time; 

        is profit from sales in the reporting period of 

time, rub.; 

     is marketing costs in the reporting period of 

time, rub. 

Combination of formulas (3), (4), (5) provides the 

following additive relationship between the 

performance and factor indicators of direct efficiency of 

marketing activities over time (formula (6)): 

     ( )       ( )[      ]       ( )[   ]         (6) 

where      ( ) is cumulative change in the direct 

efficiency of marketing activities; 

      ( )[      ] is change in the direct efficiency of 

marketing activities due to profits from sales; 

      ( )[   ] is change in the direct efficiency of 

marketing activities due to marketing costs. 

The additive dependency between the performance 

and factor indicators of the indirect efficiency of 

marketing activities over time can be built by similar 

principle and in similar sequence (formulas (7), (8), (9), 

(10)): 

    ( )  
    

       
                                                          (7) 

where     ( )  is in direct efficiency of marketing 

activities in the base period of time; 

     is marketing costs in the base period of time, 

rub.;         

        is profit from sales in the base period of time, 

rub.; 

    ( )  
    

       
,                                                         (8) 

where     ( )  is in direct efficiency of marketing 

activities in the conditional period of time; 

     is marketing costs in the reporting period of 

time, rub.;         

        is profit from sales in the base period of time, 

rub.; 

    ( )  
    

       
                                                          (9) 

where     ( )  is in direct efficiency of marketing 

activities in the reporting period of time; 

     is marketing costs in the reporting period of 

time, rub.;         

        is profit from sales in the reporting period of 

time, rub.; 

     ( )       ( )[   ]       ( )[      ],         (10) 

where      ( ) is cumulative change in the indirect 

efficiency of marketing activities; 

     ( )[   ] is change in the indirect efficiency of 

marketing activities due to marketing costs; 

     ( )[      ] is change in the indirect efficiency of 

marketing activities due to profits from sales. 

In this case, the indicators of calculation of the 

cumulative economic benefits from the marketing 

activities are represented by formula (11), which 
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means its cumulative direct effect and formula (12), 

which describes its indirect effect: 

    (     ( ))  
(     ( )[      ]       ( )[   ])      ,           (11) 

where     (     ( )) is cumulative direct effect of 

marketing activities (economic benefits from the 

cumulative change in the direct efficiency of 

marketing activities), rub.; 

     ( )[      ] is change in the direct efficiency of 

marketing activities due to profits from sales; 

      ( )[   ] is change in the direct efficiency of 

marketing activities due to marketing costs; 

     is marketing costs in the reporting period of 

time, rub.; 

    (     ( ))  
(     ( )[   ]       ( )[      ])                     (12) 

where     (     ( )) is cumulative indirect effect of 

marketing activities (economic benefits from the 

cumulative change in the indirect efficiency of 

marketing activities), rub.; 

     ( )[   ] is change in the indirect efficiency of 

marketing activities due to marketing costs; 

      ( )[      ] is change in the indirect efficiency of 

marketing activities due to profits from sales; 

        is profits from sales in the reporting period of 

time, rub. 
5 Discussion  

Advantages of the authors’ tools for calculating 

the economic benefits from marketing activities are 

the following: 

1. Combination of direct and indirect indicators 

to the evaluation of the degree of benefits due to 

changes in the result and costs. 

2. Scrupulousness in the calculation of the 

performance and factor indicators associated with the 

profits from sales and marketing costs in general and 

in the context of particular cost items. 

3. Development of measures aimed at 

improving the financial performance and efficiency at 

the same time due to changes in profits from sales and 

marketing costs. 

4. Universality of application irrespective of the 

field of activity, form of incorporation and legal 

mechanism of organizations. 

6 Conclusion 
As such, the authors’ tools will enable organizations to 

conduct scientifically justified policies aimed at 

ensuring a stable financial condition of organizations 

that will positively impact their competitive positions 

and, consequently, facilitate the implementation of all 

strategic and tactical activities and economic 

prosperity. 
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