1. Fedosenko M.O. Transportno-ekspedy tors'ka diyal nist™ v
Ukrayini. [Elektronny’j resurs] - Rezhy'm dostupu
http://www.rusnauka.com/14_NPRT_2010/Economics/66613.doc.htm.

2. Gadzhy'nsky’j A. M. Osnover logy sty ky :uchebnoe posoby e/
A. M. Gadzhy'nsky’j. — M., 1995, — 122 s.

3. Plaxuta G.A. Logisty chny’j autsorsy 'ng: perevagy  ta nedoliky”
zastosuvannya // Visny'k SNU im. V.Dalya, 2010. - #11/158. —s.12 - 16.

4. Belov A.N., Kry'shtonova M.A. Transportno-skspedy torsky e
uslugy™ vy logy sty chesky’j autsorsy'ng // Zhurnal Y KF. AL'T 2007. - #
6.—s.10 - 14.

5. Yavceva O.V., Mazlo T.V. Vdoskonalennya mexanizmu
transportno-logisty chnogo obslugovuvannya mizhnarodny x vantazhny x
perevezen'.  [Elektronny’j  resurs] - Rezhy'm  dostupu
http://dspace.uabs.edu.ua/ jspui/handle/123456789/8753.

6. Kuxarchy’k V.G. Portovy’j Potencial Ukrajny” / V.G.
Kuxarchy k// Ekonomichni innovaciyi. - 2011. - # 43. —s. 143-149.

7. Tvarkovs'ka O.M. Ry nok logisty’ky" v Ukrayini. [Elektronnyj
resurs] - Rezhy'm dostupu :
http://www.socmart.com.ua/ukr/articles/read/7692/.

Peuyenzenm: Hwxina O.l. 0.e.Hn., doyenm Kagedpu mapxemuney

Oo0ecvKo20 HAYIOHATLHO20 NONIMEXHIUHO20 YHIGEpCUMemy
1.06.2015

UDK 334.716:658.81
Ananyeva Maria
SELECTION RATIONALE OF POWERFUL GOOD
DISTRIBUTION METHODS MENUFACTURING ENTERPRISES
This article is concerned with the major systems of sales
distribution and methods of product sales selection of manufacturers.
Different systems of distribution of goods between sales agents are
comparing. It is regarded the experience of international manufacturers and
it is comparing the nature and methods of distribution in different countries.
There were also pointed out the differences between using the marketing
mechanisms on the domestic market and on international markets. It was
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regarded the problem of incomplete using or underusing the marketing
system in a business environment of Ukraine the Ukraine, were proposed
the ways of effectivization the distribution of goods to improve the overall
operation of enterprises efficiency.

Keywords: distribution systems, sale, sales agents, sales channels,
marketing costs.

Ananveea Mapin
OBI'PYHTYBAHHS BUBOPY EOEKTUBHUX METO/IB

PO3MOALITY TOBAPIB NIANNPUEMCTB-BUPOGHUKIB
CrarTs mpHCBAYEHA PO3IIALY OCHOBHUX CHCTEM PO3MOALTY Ta
BHOOPY MeToMiB 30yTy TOBapiB MiIMPHEMCTB-BUPOOHUKIB. [lopiBHIOETBCS
pi3HI CHCTEMH PO3MOMALTY TOBapiB Mik areHTamu 30yTy. Posrmsgaerscs
JOCBiJl MDDXHAPOJHHUX BHPOOHHUKIB Ta MOPIBHIOIOTHCS XapakTep Ta METOAU
30yTy y pisHHX KpaiHax. KpiM TOoro 3BepHyTO yBary Ha BiIMIHHOCTI
BUKOPHCTaHHS 30yTOBHX MEXaHI3MiB Ha BITYM3HSHOMY pHHKY Ta Ha
MDKHapoOJHUX  pUHKax. PosrmsHyra mpobiema  HemoBHOro  abo
Hee(EeKTUBHOIO BHUKOPUCTaHHS 30yTOBOI CHCTEMH Ha MiJIPUEMCTBAX
VYkpaiHu, 3aIporoOHOBaHO UIIXY BIOCKOHAICHHS PO3IOITY TOBApiB 331

MiIBUIICHHS 3araibHOi €peKTHUBHOCTI QYHKI[IOHYBaHHS MiIPUEMCTB.
Knrouoei cnosa: cucrema po3mnojiiny, 30yT, 30yTOBI areHTH, KaHAJIN

30yTy, BUTpaTH 30yTYy.

Ananveea Mapusn
OBOCHOBAHHUE BbIBOPbI J®PEKTUBHbIX METOJ0B
PACHPEJEJEHUA TOBAPOB IPEAIIPUATUU-

IMPOU3BOJIMUTEJIEN
Cratps TOCBAIICHA PACCMOTPECHNIO OCHOBHBIX CUCTEM PACIIPEACIICHUA
U BbIOOpa METOJIOB COBITa TOBapOB  MPEINPUSTHI-TIPOM3BOIUTEINCH.

CpaBHUBAIOTCS Pa3NMYHBIE CHCTEMBI paclpeereHHs TOBapOB IMOCPEICTBOM
areHToB cObITa. PaccMaTpuBaeTCs OMBIT MEXITyHApPOAHBIX MPOU3BOAMTENEH U
CpPaBHUBAIOTCS XapaKTep ¥ METOJbI CObITa B pa3iIMYHBIX cTpaHax. Kpome Toro
o0palieHo BHUMaHWE Ha Pa3Iiusl UCTIOIb30BaHUS COBITOBBIX MEXaHU3MOB Ha
OTEUECTBEHHOM PhIHKE M Ha MEXKITyHApOJHBIX phIHKaX. PaccMoTpeHa mpobiema
HETIOJIHOTO WM HEd(PQEKTHBHOTO HCIIONB30BaHMS COBITOBON CHUCTEMBI Ha
MPEANpPUSITASIX Y KpauHBbL, NPEAJIOKEHbl IyTH  COBEPIICHCTBOBAHMS
pacrpezieieHdsi  TOBapOB Ul TOBBIIEHUS  0Omiel 3 ¢pEeKTUBHOCTH
(YHKIIIOHIPOBAHUS TIPEATPHSTHIA.
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Kntouesvle cnoea: cucrema pacrpeneneHus, COBIT, COBITOBBIC
areHTHI, KAHAJIBI COBITA, U3IEPIKKH COBITA.

Formulation of the problem in general terms. The economy of
Ukraine objectively integrates into the global system of management, it is
included as a compound of the international division of labour through
implementation the sweeping economic reform, that allows for economic
independence and responsibility comprehensive expansion of the main
production component — the enterprise.

The concept of sale use makes an opportunity to create an efficient
base of management, economic and marketing enterprise activity on the
foreign markets and in the domestic market alike. The overwhelming
majority of world's top companies build systems on active sales basis.

Analysis of recent research and publications. The research of
essence of marketing channel, channel of distribution and the
logistical channel interpretation, which are adduced by number of
scientists, is testimony to the fact that the scientists mean the same
category.

So, S.S.Garkavenko argues that “distribution channel is the
aggregate of firms or individuals, who take title to goods either facility or
promote assignment of this rights to other companies or individuals on the
way of physical distribution from producer to consumer ” [11, p. 365].
F.Kotler [38, p.944], V.P.Khlusov [74, p.93], V.M.Vlasova [56, p.289],
E.A.Utkin [68, p.287] hold by the same opinion.

A.N.Romanov treats the distribution channel as possible way of
commodity and services flow to the end consumer [52, p.20]. And
L.E.Vardanyan argues that distribution channel is the system of
organisational and technical, and also economical methods of delivery of
goods to the point of sale or consumption, at an appointed date, at an
excellent service and economic costs of sales clerk [33, p.156].

After comparing above-mentioned definitions of term “ distribution
channel” it may be concluded that the most concrete and frontmost is the
S.S. Garkavenko’s interpretation, which point to the subject of trade
channel — the aggregate of private persons and the corporate bodies trade
channel object — property in the goods or the service. The channel of sales
(logistical channel) is the aggregate of firms or individuals, who take a
hand in the process of distribution from producer to consumer. Trade-
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channels activity is characterised by specific functions, levels, methods of
promotion, gradation of distributive system use [11, p. 368].

Highlighting previously unsolved aspects of general problem.
The research of essence of marketing channel, channel of distribution
and the logistical channel interpretation, which are adduced by number of
scientists, is testimony to the fact that the scientists mean the same
category, which requires more detailed investigation.

Formulation of objectives. The aim of the article is the analysis of
marketing systems companies in order to identify problems and propose
solutions.

Basic material. During sales policy development firm should
determine how the sales system (distribution system) will be organized:
through its own distribution network or through the intermediary dealer
network; through which commercial agent types the sales turnover must be
implemented and so on.

The  enquiry of distributing methods is oriented to uncovering
the promising techniques of product promotion from manufacturer to the
end consumer and its retail trade organisation as authorized under
fundamental analysis and distributive system evaluation. Much producers
and business corporations offer their goods on market, applying for
broking. Each of those endeavour to form the proprietary distribution
channel.

The channels of sales creation is the blending function of
manufacturing enterprise’s activity. It is necessary to bring down to the end
consumers and to produce its availability for target segment of market.

We consider that product sales commodity marketing should be
considered not as one-shot, but like circumspect long-term strategy.

The distribution channels fulfil many functions, among which are:
marketing research; sales promoting; the consumer promotion; the trade
policy generation; rhe policymaking and realization of assortment policy;
the price determination on product groups; maintenance services of
customers (before- and after sales); direct ToBapiB sale, establishment
of contacts with customer, the conduction of negotiations, awarding the
contracts; the transportation, storing and the warehousing of goods; the
grading of commodities; financial package; assumption the risks,
discharging of responsibility for goods during the physical distribution to
the customer.
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But to our opinion, the major channel of sales function is the
reduction in expenses for production distribution.

The enterprise must take much pain to treat the formation of trade
channels, its market transactions and physical distribution system
improvement.

On the distribution activity there are used the direct and indirect
types of distribution channel. The direct trade channel makes a provision
for the producer enters into direct relations with customers and doesn’t
turn to the brokerage service.

The  direct selling is more often used by firms, which wish to
control the commercial program, have the limited destination markets, are
be gunning for a direct contact with customers. Such method of distribution
is useful when manufacturer sells goods through own market outlets.
Sometimes firms are turning to direct marketing or telemarketing to
increase the sales of products, to respond quickly to changing market needs,
to develop the customer base. Such method of distribution is useful when it
is the quantity of goods, and the customers are concentrated on the limited
territory, when it is needed the specialty service or it is the singular product.
But such system of distribution becomes unprofitable when there are many
customers, but creating its own distribution network for their service
requires a significant investment in relation to the expected sales.

Indirect channel of sales is transfer of goods from manufacturer to
mediator, and hereafter — to consumer. At that, it may be several dealers.

Indirect channels are usually used by firms, which are trying to
expand its markets and the volume of services. So they agree to refuse
certain marketing functions and costs and according to a certain percentage
of goods movement channels control, the contacts with consumers. There
may be different commercial interests: the manufacturer wants to increase
the volume of sales and broker wants to increase the size of the trade
margin. It is also possible to use the multiple channels simultaneously. It
should be defined own special channel for each product, the most
appropriate in certain situation.

Product distribution equally as manufacturing, should be effective
and to deliver goods to consumers as economically as possible.

All kinds of channels have its advantages and disadvantages. The
direct channel of sales allows the manufacturer to maintain direct contact
with the consumer, and thus to control the marketing of his products and
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ensure effective feedback. In this case, the trade margins and commission
for trade companies and intermediaries are excluded. Direct channels are
typical for oil, coal, machine-tool companies that supply basic raw
materials for manufacturing. Direct sales to make an opportunity of better
exploring the market of own products, to establish long-term relationships
with major customers, to conduct joint scientific researches with consumers
to improve product quality. At the same time its own sales organization,
allowing affect sales, expanding the scope of activity and increases costs.

For supplying activity of the different dimensions with different
regularity it is necessary to form the larger volume of sales inventories, that
leads to increasing of storage costs, working capital requirement and cost of
its immobilization for creation of such supplies.

There are the following methods of direct selling:

- direct marketing. The selling department agents of enterprise visit
their customers on a regular basis. Depending on profile of feasible
production, the personnel skill level;

- telemarketing (telephone sales);

- catalogue sale;

- Internet-marketing.

The international practices shows that 2/3 of export of machinery
and equipment is realized through the dealers and just 1/3 — independently
from intermediate distributive links.

The outsourcing sales agency, allows producers to use the well-run
distributive system, provides for the larger market, makes it possible to
economize on upkeep of personnel. But it also plagues of high commission
fees and trading margin.

The companies often build sales policy on basis of combination the
different direct and indirect channels of distribution. In the case of using
mixed or combined method of contribution, the dealer, who is not active at
stock movement, takes part in sales of products. His participation is
confined to the supplied production settlement calculations or providing the
sale of production service with an allowance for marketing.

The mixed channels of distribution may be used when the market
concentration is in one region, the customers are posnopoiiieHi B iHIIOMY
and there is the poor demand.

In the first case it is rationally to use the direct distribution
channel, and in the second case - realization through the middlemen
organizations.
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The mixed channels of distribution are also used when the
enterprise turns out few products and sell each of them on different
markets, through marketing firms.

If the enterprise caters to the one customers and to adapt the
production in accordance with the of the other, then in the first case the
maintaining relations may be put on to dealers, and in the second case there
are forming the direct contacts. In the bargain, if the enterprise has large
number of orders, then substantial orders may be realized through the direct
channels, and the other are realized through the agency firms, i.e. are also
used the mixed channels of distribution.

To achieve the broadest destination market reach, it determines the
density and types of intermediaries, which will be used at the stage of retail
goods.

The choice of efficient distribution channel calculations are based
on the comparison of advantages and costs when the direct and indirect
channels. Consider the factors that have a bearing upon the activity of the
company while using different distribution channels in Table 1.

Production expenses, marketing costs and therefore total cost of
production depend on the distribution channel selection, that is detrimental
to return on employed capital. Creating a network of trade requires highly
skilled professionals who are well-informed about the specifics of trading.

The practice of enterprice’s business activity is testimony to the
fact that in the majority of cases the mediatory improves largely the
efficiency of trading operations. There are the following reasons shewing
the necessity of this:

1) high professionalism of agents in the commercial field makes an
opportunity to speed up the recoupment of expenses, velocity of money
funded with the closing of deals, establishes facilities for ultimate
customers;

2) having strong trade links, experience, service specialization, the
dealers are equal to drive the product to the target market;

3) some producers don’t have the experience on new geographical
market, it's short of own financial capabilities for direct selling;

4) the having of intermediary services is common in event of
trading on tenders, on commodity exchanges, where is no contact with
final customers;
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5) the possibility, when it is necessary to increase the investments
in primary activity — in production becomes more remunerable for

producer.

Table 1

Characteristic of distribution channel selection factors

Characteristic of factor npu pisuux distribution channels
Factor Direct Indirect channels Mixed channels of Sales
channels of of sales sales a0ents
sales Distributors 9
Market type Vertical Horizontal Vertical Any
Sales volume Small High Medium High
Consumer contacts with Intimate Poor Poor Medium
manufacturer
Marketing costs High Medium Low Optimal
Flexible
(takes into Flexible (takes into Not flexible
account the account the enough (requires
Pricing policies changing of changing of market coordination of Flexible
market conditions price changes with
conditions immediately) manufacturer)
rapidly)
Awareness about
subject matter of Full Fractional Medium Optimal
distribution
Narrow (in case of
Consumer penetration Narrow Wide territorial Iv?gemOSt
separation)
Ownership of products | . /04 cer The dealer The producer Mixed
in course of distribution
Manufacturer's - . -
financial state Stead Insecurity Insecurity Optimal
Maintenance capability . . . .
of products High High Medium Optimal
Standardization level Low High . Upper Any
intermediate
Service level High Medium Very low Medium

The modern sales policy makes a provision for the circumstance
that manufacturer doesn’t have to opt out of the services of brokers,
notwithstanding he doesn’t have sufficient funds for creation of own
marketing network.
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We consider that in forming the channel of sales the enterprise should
undertake the previous market research of trade opportunities, to take into
account the following factors: the personality factor of final customers, their
number, cluster, the value of the average one’time purchase, income level,
regularities of purchasing behaviour; opportunities, financial position,
competitive power, the policy functions, economic management ranges of the
enterprise under analysis. By the way, the small-scale enterprises with limited
assortment of goods and limited financial resources the preference should be
given to work by brokers, and for large enterprises it is advisable to conduct
some commercial operations by own sales network; characteristics; the degree of
competition and sales policy of opponents, arrangements in the distribution
system; characteristic and produce market and the development prospects
considerations, backlog demand level; relative value of different distribution
systems on logisticapproach.

It should also take into consideration the gquantity of channels of sales
members, their geographic arrangement, marketing program, commercial
interest of firm, control over the propulsion system, the rate of inventory
turnover, the level of turnover costs, production volumes and sales of goods,
production quantity and sales of products, location of consumers, state of
material and technical base of commercial facilities. The distribution system
efficiency the higher, the shorter time period, that is wasting for delivery of
goods from the point of production to place of supply and for its sale to final
consumer; so much the less distribution of goods organization costs. The
cumulative marketing costs depend on the level of commercial work and the
form of cooperation with partners.

It has been argued that the less there are mediators between producer
and consumer, so much the more costs, because it have to lay in required
supplies of goods, to provide the storage for it, conversion and hereafter the
wholesale trade. From the viewpoint of producers, the more dealers are involved,
so much the less there are direct contacts with consumers and the low degree of
its control over the structure of trade links.

Conclusions. Now therefore, sum it up so far, it may be concluded that
for obtaining business success while using one or other channel of distribution it
is necessary to delve the financial matters. Particularly, it is necessary to carry
out the comparative analysis of marketing costs. The list of costs includes:
recruitment and staff training expenses; administrative costs; advertising and
sales promotion costs, expenditure on distribution, with haul and stocking
costs; the commission fees level.
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But it must be noted that comparative cost estimation of separate
sales channels must be also reconciled with volume gain possibilities of
realization of goods. Much turns on undertaking of long-term agreement
between contractual counterparties — the members of generalized
manufacturing chain. The wrong distribution channel selection may incur
the breach of contract, which will affect the trading result and the
intermediary. It is laying emphasis on price policy, the terms of sale, areal
of market reach, the range of services at contractual relationship between
producers and dealers.
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V]IK 338.45
bacwpxkina Hamania, banmoecvka Onexcanopa
AHAJII3 CTAHY XJIIBOITEKAPCBKOI
MPOMUCJIOBOCTI YKPATHU TA NEPCHEKTHUBHU PO3BUTKY
B crarri  po3rasHYTO Cy4acHHME cTaH  XJiOOMEKapCchKOi
NPOMHCIIOBOCTI B yMOBaX EKOHOMIYHOi Ta MOJITHYHOI HECTaOiIbHOCTI.
IIpoBeneHo anami3z auHaMikd 0OCATY BHPOOJIEHOI MPOMYKINI 1 peamizarii
PosrnsgHyTo  migmpyroui  MO3WINT  BITYM3HSHUX  XJTI0ONEKapChKHX
miAOpueEMCTB.  BusBiIeHI  akTyanpHI  mpoOiieMu  XJTiOOMeKapChKUX
MiANPUEMCTB, SAKi TIOB’S3aHI 3 TIHI3AIi€l0 BITYM3HAHOTO PHHKY,
BiZICYTHICTIO HAJIS)KHOI JIep>KaBHOT MiATPUMKH BUPOOHUKIB XJI1000YIOUHUX
BUPOOIB Ha 3aKOHOJABUOMY piBHi, II0O TPU3BOIUTH IO 3HIDKEHHA iX
mpuOyTKOBOCTI ab0 OaHKpyTcTBa. B maHiii cTaTTi 3ampOrNOHOBaHI MUISXH
BUDILICHHSI IHX MpoOJeM Ha JAepKaBHOMY, 3aKOHOJABUYOMY piBHI, SKi
OyIyTh HampaBlieHi Ha JOCATHEHHS CTa0UIBHOCTI Ta EKOHOMIYHOTO
3poCTaHHs XJII0OMEeKapchbKOi NMPOMHUCIOBOCTI YKpaiHM Ta 3poOisTh ii
NpUBAOJIMBOIO  JUISI  BKJIAQJAHHS  TPOIIOBHX  KOINTIB  1HO3EMHHMH
inBectopamu. KUlro4oBi  cjoBa: Cy4yacHMH CTaH, XJiOomekapchka
MPOMUCIIOBICTh, €(PEKTHBHICTh  [iSUIPHOCTI, BHUPOOHWKH xiiba Ta
XJTIOOTIPOTYKTIB, MEPCIIEKTHBH

bacrwoprxuna Hamanwssa, baumoecxkasa Anexcanopa
AHAJIM3 COCTOSIHUS XJIEBOITEKAPHOMN
MNPOMBIINIJIEHHOCTU YKPAUHBI U NEPCIIEKTUBBI
PA3BUTUSA

B crarbe paccMOTpeHO COBpEeMEHHOE COCTOSHHE XJeOOmeKapHOil
MPOMBIIIUICHHOCTA B YCIIOBUSX OKOHOMHUYECKOW U  TOJUTHYECKOM
HectabmibHOCTH. [IpoBeneH aHamu3 NWHAMHKU O0OBEMa IMPOW3BEIECHHOM
MPOAYKIIMKA U pealu3aluu XJIeOOO0YJI0YHOH HPOAYKIIMH, €€ IKCIOopTa H
UMIIOpPTa 3a TOCIENHUE TATh JIeT. PacCMOTpeHbl JHIUPYIONINE TTO3UITUN

OTEYECTBEHHBIX XJICOOTIEKAPHBIX PEANIPHUATHI. BhISBICHBI aKTyaIbHEIC
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