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BUSINESS POLICY AND DISTRIBUTION

The enterprise as an economic system  can only be in terp re ted  w ith 

its environm ent and connections; the basic principle of its activity  is 

th a t it takes up m aterials, energy, labour force and inform ation from  

the environm ent and in the form  of products or services it em its those 

also to the environm ent. This algorithm  of functioning urges each 

en terprise  to adapt itself to the environm ent, or ra th e r  to have an 

effect on the environm ent. So among the aims of the en terprise  — in 

d ifferent forms and compositions — one can always find those wich are 

focused both on the quick and effective following of changing environ-

m ental influences, and on inducing changes in the environm ent. These 

aims are called, depending on their directions, adaptive and impressive 

aims.

W ith the adaptive aims the en terprise w ants to define its relation to 

the environm ent; w ants to follow quickly and flexibily  w ith  conception 

and plan figures the dynam ic changes of the environm ent, because the 

strategic aims of the enterprise, e.g., survival, growth, technical deve-

lopm ent and com petitiveness are realizable only w ith  developing capa-

city  for adaptation to the changes. The aims set for the  en terprise  acti-

v ity  are changing dynam ically, and the same is observed concerning the 

requirem ents and dem ands of the national economy, the proprie tary  

claims of society, and last bu t not least requirem ents of m arket partners 

(suppliers and buyers). The developm ent and m arket activities became 

m ore complicated, and before long they  set more difficult duties for 

the m anagem ent than  the control of well m echanized or autom atic pro-

duction organizations.

In the  impressive aims, activity  of the enterprise and its w illingness 

to prom ote its good image are form ulated. The en terprise  m ust con-
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tinously exert an influence on its environm ent. It is true, th a t the 

socialist en terprise  adapts itself to an environm ent strongly  influenced 

by the s ta te ’s economic policy, in spite of the fact th a t this environm ent 

cannot be regarded as a given thing from  the viewpoint of socialist 

enterprises, because they  are them selves also factors of change when 

form ing and reform ing their ex ternal and in ternal relations. The aims 

of the  en terprise constitute a definite dynam ic system ; among the ele-

m ents of the system  there  exists a m ultila teral relationship, which 

secures the coherency and hierarchical s truc tu re  of aims.

The freedom  of decision-m aking and sphere of activity expressed in 

the set of objectives of the enterprise create such an attitude, which 

m akes possible and promotes the dynam ic adaptation to the environ-

m ent, the w inning of environm ent over to the enterprise aims and the 

solving of inner problems. Passing over to problem s of the enterprise 

policy, first of all, I should like to note, th a t th is idea can be approached 

from  different sides, in d ifferent ways. The above analysis shows that, 

a t first, I define the enterprise policy as a concrete expression of the 

en terprise set of objectives and the enterprise a ttitude  com patible to it.

We can d ifferen tia te  five sub-spheres of the enterprise policy, which 

are as follows:

1. Production policy,

2. Sales policy,

3. Finance policy,

4. Income and social policy,

5. Development policy.

W hen looking a t the above m entioned division w ith  which I have 

tried  to define the sub-spheres of the en terprise policy, we can find no 

sub-sphere which m ight be called „business policy”. As it appears to 

me it concerns something else, business policy is not a separate sub- 

-sphere of the enterprise policy. If we should like to approach the con-

cept and the role of business policy, we have to go to another dim en-

sion, and to change the horizontally connected sub-spheres for some 

kind of vertical, in tegrated  connection.

The concept of business policy can be deduced from  the concept of 

enterprise policy, and knowing this we can say th a t business policy is 

nothing else but a comprehensive system  of decisions made in d ifferent 

sub-spheres of enterprise policy in connection w ith  the  long-range 

business (commercial) aims of the enterprise. So the thing is tha t among 

the en terprise policy ideas we can find some which concern the com m er-

cial connections, m arket attitudes, product developm ent concepts, etc. 

of the enterprise. These ideas can be found in all subspheres of the 

enterprise policy, na tu ra lly  w ith d ifferen t w eight and im portance, bu t



jo in tly  form ing a business a ttitude  of the enterprise. These elem ents 

have to build up a system  the same w ay as the  already  m entioned sub- 

-spheres. But this system  is to be approached in ano ther dimension, be-

cause we are speaking about a vertical system, which is combined w ith 

the en terprise policy, the basic task  of which is to in tegrate  the  aims 

and tools concerning the business a ttitudes found in any sub-sphere of 

the en terprise  policy. We can form ulate the problem  as a requirem ent 

of double coordination:

—  the  sub-spheres of the en terprise  policy have to be coordinated to 

each other, and to the whole en terprise  concept,

— the elem ents of the same goals and purposes existing in the ho-

rizontally  connected sub-spheres have to be coordinated to each o ther 

and to the en terprise concept as a whole.

This la te r  task can be fulfilled —  from  the view point of business

* a ttitudes and aims —  by the en terprise business policy. In  this way 

we have roughly defined the aim and function of the en terprise  business 

policy in the functioning of the  enterprise. F u rth e r on we have to 

discuss the field of business policy. I th ink, th a t it is su itable to s ta rt 

from  the enterprise m arketing elem ents and to form  the following sub- 

-sphereą:

— acquisition policy,

— product and service policy,

—  price policy,

—  prom otion policy,

—  distribution policy.

My statem ent th a t distribution policy is an independent field of 

business policy m ay produce a controversy. Somebody m ay pu t forw ard 

argum ents concerning the size of the country, the rela tively  monopo-

listic position of w hole-salers and trade enterprises in production goods, 

and also the relatively  overconcentrated production capacity on the 

scale of the country. But we have to acknowledge th a t production and 

consum ption are moving aw ay from  each o ther in space and we have 

to th ink  at same tim e about the fact, th a t although transporting acti-

vities are to be considered as value increasing activities, as additional 

activities to production (as M arx states it in „The C apital’VII. vol.), 

inspite of the fact th a t optim izing the tim e and cost of theirs is a more 

and m ore increasing task. We deal w ith such activities, which secure the 

realization of goods’ value, bu t do not increase it, w hat is more some-

tim es their being of value lim its circulation (e.g., spoiling).

I think, th a t a short definition is required  before going on. We can 

accept O strofsky’s opinion: „D istribution is the tran sfe r of the product 

or process to the u ltim ate operators or consum ers; th is m ay include



and it m eans th a t the state  gives im portan t support for the developm ent 

to enterprises, and so the firm s „exploit” it w ith  coordinating their aims 

to the aims of the national economy.
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POLITYKA PRZEDSIĘBIORSTW  A DYSTRYBUCJA

W ychodząc z analizy polityki przedsiębiorstw a au to r defin iu je  ją' ostatecz-

nie jako konkretny  w yraz system u celów, k tó re  przedsiębiorstw o zam ierza osiąg-

nąć, w yróżniając k ilka tzw. subsfer polityki przedsiębiorstw a w liczając w  nie 

również polityki m arketingow e.

W dalszej części a rty k u łu  au to r om awia problem y zw iązane z form ow aniem  

polityki dystrybucji w  przedsiębiorstw ach oraz sposobam i je j realizacji, w iążąc 

te  kw estie z podejm ow aniem  określonych decyzji m arketingow ych.


