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Urgency of the research. The use of marketing technol-
ogies in the formation of goods distribution channels is a topi-
cal issue in the context of organizing a rational system of
commodity circulation and establishing a long-term coopera-
tion which involves all its members.

Target setting. Traditional distribution channels are not
sufficiently effective in modern conditions of management,
therefore, at the expense of labor division and successful
cooperation, it is necessary to achieve the most effective
performance of functions by the participants of the distribution
channel.

Actual scientific researches and issues analysis. The
study of the marketing distribution system has been carried
out in the works of such scholars as O. A. Bilovodska,
V. A. Hertsyk, A. F. Pavlenko.

Uninvestigated parts of general matters defining. The
influence of relationships marketing concept on the activity of
forming goods distribution systems requires additional study.

The research objective. The purpose of the article is to
study the influence of goods distribution system on ensuring
the effective functioning of business entities and improving
marketing relationships of all members of the distribution
channel.

The statement of basic material. The influence of mar-
keting distribution systems on the competitiveness of an indi-
vidual enterprise is being investigated; the need for their ef-
fective formation and functioning is being substantiated. The
implementation of relationships marketing concept has been
proposed, which will help to establish a long-term cooperation
of all subjects of the distribution system and will be the basis
for the formation of production and distribution systems in
market conditions.

Conclusions. The necessity of establishing a long-term
cooperation of all participants of the distribution system on
the basis of implementation of relationships marketing con-
cept, that meets the existing requirements of the market, has
been substantiated.
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CUCTEM PO3MnoAainy TOBAPIB

nanPUEMCTB
AKkmyanbHicmb memu 00CiOXKeHHS.
BukopucmaHHa  MapKemuH208UX — mexHosnoeil  npu

opmysaHHi KaHarie po3nodiny mosapie € akmyanbHUM
numaHHAM 8 KOHMeKCmi op2aHisauyii payioHanbHOI
cucmemu pyxy moeapie ma ecmaHOo8/1eHHI mpuearsnol
criignpayi MiXx ycima il ydacHUkamu.

locmaHoeka npobnemu. TpaduuitiHi KaHanu
po3nodiny He € docmamHb0 eheKmMUBHUMU 8 CyYacHUX
ymMogax eocrnodaprogaHHsi, MmMOoMy 3a paxyHOK odiny
npayi ma ycniwHoi cnignpaui nompibHo domozmucs
Haubinbw eghekmueHo20 BUKOHaHHS1 yHKUIT
y4acHukamu KaHary po3mnodiny.

AHaniz ocmaHHix docnidxeHb i ny6nikauid. [o-
CrliOXeHHsI ~ MapKemuH2080i  cucmemu  po3nodiny
30idicHunu y  ceo0iX npausx maki  84YeHi, SK
O. A. binosodckka, B. A. lepyuk, A. @. [NasneHkKo.

BudineHHs1 HedocnidxeHux 4YacmuH 3a2asibHoi
npo6nemu. Bninue KoHuenuii MapkemuHay
83aeMOBIOHOCUH Ha OisinbHicmb M0 (hOPMy8aHHK Cu-
cmem posnodiny moeapie nompebye 0odamkogoz2o
00CiOXEHHS.

lMocmaHoeka 3aedaHHs. Memoio cmammi € do-
cnidxeHHs ennusy cucmemu po3nodiny mosapie Ha
3abesrneyeHHsi egekmugHo20 OYHKUIOHY8aHHs
cyb’ekmie 2ocrio0aprogaHH ma MOKPaW|eHHs MapKe-
MUH208UX 83aEMOBIOHOCUH MK 8CiMa yyacHUKaMu Ka-

Hany po3nodiny.
BuknadeHHs1 OCHOeHO20  Mamepiany. [o-
cnioxyemscsi 8rnnue MapKemuHa08uUx cucmem

po3nodiny moeapie Ha KOHKYPEHMOCPOMOXHICMb
OKpemoezo nidnpuemcmea, obrpyHmosyemscsi nompeba
ix ¢bopmysaHHA ma egeKkmueHo20 (DyHKUIOHY8aHHS.
BanpornoHosaHo 8npoeadxeHHs KOHUenuii MapkemuHay
83aEMOBIOHOCUH, WO Crpusimume 8CmaHOB/IEHHIO mpu-
easioi cnienpayi Mix ycima cyb’ekmamu cucmemu
po3nodiny, cmaHe OCHO80I0 (hOpMy8aHHS 8UPOOHUYO-
36ymoeux cucmem 8 yMogax PUHKY.

BucHoeku. O6rpyHmosaHo HeobxiOHicmb ecma-
HosneHHs1 dogzompusanoe2o  crigpobimHuymea Mix
ycima yyacHukamu cucmemu po3roQdirly Ha OCHO8I 8rpo-
8adxXeHHs KOHUenuii MapkemuHay 83aEMO8IOHOCUH, WO
8i0rnoeidae icHy4YUM 8UMO2aM PUHKY.

Knroyoei crnoea: mapkemuHeosa rionimuka posmno-
Qiny; MapKkemuH2 83aEMO8IOHOCUH; OpaaHi3auisi mosa-
popyxy; cucmema po3nodiny moeapis; KaHanu po3nodi-
1y mosapis.
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Urgency of the research. The organization of commodity circulation is an important function of
goods distribution channels, but in our country it is currently not being implemented quite efficiently.
Rational use of existing potential in the process of organizing commodity circulation would allow to
pause the prices growth rate for goods. Over the past years, the domestic market has been repre-
sented by distribution systems in which each participant has acted, focusing solely on achieving his
own goals, without taking into account the needs of other channel participants. However, the study
shows that the greater result is achieved not by means of competition, but by means of cooperation. It
should be noted that the use of marketing technologies for mutually beneficial cooperation enables to
get not only the necessary result - an agreement, but also a number of important in terms of the effec-
tiveness of sales results, namely: successful cooperation of the seller and the buyer, which will provide
the basis for further cooperation; the possibility of obtaining marketing information about the buyer,
which will not only increase the efficiency of sales of goods in current period, but also improve market-
ing efforts for the future. Therefore, the formation of commaodity circulation, based on the partnership
relationships of all participants in the distribution channels will enable the achievement of results that
are necessary for increasing the volumes of sales.

Target setting. Traditional goods distribution channels are not quite effective in modern economic
conditions. Each member of goods distribution channel does not depend on other participants and
specializes in the performance of one or more functions, resulting in not achieving the maximum effi-
ciency of the channel. Ideally, participants of goods distribution channel must work together in order to
increase sales and maximize profits, since the success of each participant depends on the efficient
operation of the entire distribution channel. Participants are required to perform their functions, coordi-
nate their goals and actions, and co-operate with other participants in order to achieve the goals of the
entire distribution channel. The problem is that the performance of functions can be assigned to differ-
ent participants of the distribution channel. By means of the division of labor and successful coopera-
tion, it is necessary to achieve the most efficient performance of functions by distribution channel par-
ticipants.

Actual scientific researches and issues analysis. The study of marketing goods distribution sys-
tem has been carried out in the works of such scholars as O. A. Bilovodska [7], V. A. Hertsyk [5],
A. F. Pavlenko, Y. E. Petrunya [9], T. N. Koflan, E. V. Krykavsky [6], L. V. Shtern [10], E. V. Harichko-
va. Their studies define the main approaches to understanding the essence and significance of goods
distribution system for the effective and uninterrupted operation of enterprises; they also form pro-
posals for solving problems that arise during the formation and implementation of this system.

Uninvestigated parts of general matters defining. At present, competition in the market is in-
creasing, and the expenses of attracting new consumers are constantly rising. In addition, consumers
themselves are becoming increasingly independent and discerning. Therefore, the influence of rela-
tionships marketing concept on the activity of forming distribution systems in modern conditions of
management requires additional study, and the potential of this concept should be strengthened in
order to ensure long-term relationship with the client, achieving the goals of the parties involved in the
transaction.

The research objective. The complexities of the formation of goods distribution channels are con-
ditioned by the peculiarities of commodities, namely: significant terms of their development and im-
plementation; financial expenses for the development of its production; a complex and lengthy proce-
dure for harmonizing the terms of delivery and signing contracts. Therefore, with the aim of long-term
cooperation, the formation of distribution channels requires the effective functioning of business enti-
ties and the improvement of marketing relationships of all participants of the distribution channel.

The statement of basic material. In modern conditions enterprises are redirecting their efforts to
gain additional competitive advantage and minimize overall expenses while achieving maximum eco-
nomic benefits during the promotion of commodities to the end-user.

Distribution channels are not just a set of enterprises that create different flows of goods, services
and information, but complex behavioral systems in which consumers and enterprises interact with
each other in order to achieve their own goals, operational goals of individual economic entities and
distribution channels in general [7]. Goods distribution channels of enterprises are characterized by a
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constant change, which means inclusion or exclusion of traditional intermediaries from the system,
which leads to the emergence of new intermediaries or the formation of additional distribution chan-
nels. It should be noted that the change in the structure of goods distribution systems, on the one
hand, reflects the objective desire of business entities to find the best conditions and results of func-
tioning, on the other hand — it is a factor in the growth of total expenses for delivering goods from the
manufacturer to the consumer.

One of the most important issues in the formation and management of goods distribution channel is
the question of organizing the cooperation of its participants. The main objective of organizing effective
cooperation of distribution channel participants is to increase the degree of controllability of the process-
es occurring in it. This can be achieved by regulating the rights and obligations of the distribution system
participants. The main reason for the emergence of intermediaries and intermediary structures in distri-
bution channels is the need for exchanging goods and improving the efficiency of the distribution channel
by monitoring the conformity of assortment and by rationalization of trading operations.

A significant component of the development of enterprises’ goods distribution policy is the definition
of its strategy and tactics. In order to achieve the goals, taking into account the specifics of the enter-
prise, analytical methods are used, measures for the implementation of plans are developed, coordi-
nation, regulation, accounting and analysis of work concerning goods distribution are carried out. The
enterprise provides the functioning of the policy of goods distribution along with the rationalization of
its organizational structure, improves the economic mechanism of commercial activity, establishes
information links and communications. Thus the successful implementation of goods distribution policy
in many cases depends on the enterprise’s experience in sales activities and the availability of skilled
personnel.

According to V. M. Vlasova [3] distribution systems are divided into two groups - simple and com-
plex. In a simple system, the distribution chain consists of only the manufacturer and the consumer,
and in the complex system there are also intermediate levels to which V. M. Vlasova assigns "inde-
pendent intermediaries, wholesale and retail enterprises." As a kind of complex system, a scientist
identifies a dual system of channels when a manufacturer uses two separate or interconnected distri-
bution channels in one market.

Unlike the abovementioned scientist, F. Kotler [8] and S. S. Harkavenko [4] do not divide the distri-
bution systems into simple and complex ones. The classification system of distribution developed by
them consists of traditional, vertical, horizontal and combined systems, the comparative analysis of
which is shown in Fig. 1.

The application of rational goods distribution policy ensures stable functioning of the enterprise and
also allows him to hold leading positions in the market.

The problem of establishing a distribution system at the enterprise for the purpose of long-term co-
operation of all its participants is becoming urgent.

Acting in the interests of consumers and emphasizing the goal of long-term cooperation of all par-
ticipants of the distribution channel, it is necessary to take into account the following main guidelines
during the process of its formation:

1) ensuring the effective functioning of the enterprise in the current and future periods;

2) maximum satisfaction of consumers' solvent demand;

3) long-term market stability of the enterprise and the competitiveness of its products;

4) creating a positive image on the market and its public recognition.

The goods distribution system in marketing uses an analysis of the influence on the decision-
making at each stage of commodity circulation from production to consumption.

Among the tasks of managing goods distribution policy one should mention the organization of
company’s sales management as a basis for distribution processes managing. Sales management
creates an organizational framework for achieving distribution objectives of the enterprise. At the same
time, an important precondition for its effective functioning is a balance between the needs of the con-
sumer, the expenses of the organization of distribution and the final cost of the goods.
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Characteristic:
one or more channels whose
participants are relatively inde-
pendent of each other;
small size of the enterprise
(number of employees, turnover);
motivation of participants is
short-term and tied to the volume
of production and sales;
the amount of funds neces-
sary for implementation is deter-
mined by competition and return

\iinvestment.

Characteristic:
connect several participants of
the same level;
works effectively if it has a
global character;
to achieve the task, one has
the opportunity to choose which
channel to use with greater profit

@ oneself.
@racteristic:

one of the participants in the
channel is the owner or co-owner
of others (controls the activities of
others) - rigid vertical integration;
one of the participants signs
agreements with other ones
(manufacturer or wholesaler) -
flexible vertical integration (suffi-
cient influence for the unification
of all participants);

close coordination is a pre-

requisite for a successful market-
\in\gactivity. /

o

aracteristic:
horizontal distribution of func-
tions, created mainly by industry
leaders, between the manufacturer
and his partners and intermediar-
ies;
— consist of their own sales de-
partments and independent sales
Qmpanies.

%
<

<

/

Advantages:
the possibility of converting fixed expenses into variables;
reduction of investment needs;
improving the quality and effectiveness of work of channel
\Earticipants.

-

Disadvantages: \
lack of coordinated actions between participants;
lack of powers and responsibilities of the participants in
commodity circulation and conflict resolution;
lack of control among the participants;
significant expenses and risks associated with agreement

ﬁigning. /
Advantages: \

combination of capital, production capacity and marketing

resources, in order to improve the indicators of production

and economic activity;

regulation of labor demand;

accelerating the development and introduction of new
products to the market. /

Traditional

Horizontal

Disadvantages:
low loyalty of channel participants of the same level;
insignificant system orientation of channel participants.

Advantages: \
profitability due to joint activity, internal control and coordi-
nation, quick information retrieval;
eliminating duplication of functions by the members of the
channel and increasing their efficiency at the expense of the
positive influence of the scale effect;

/

high level of control.

Disadvantages:
increase in the share of constant expenses in full cost;
reducing the opportunity to change partners;
the need for significant investments;
increasing barriers to exit the market;
decrease in the level of motivation and flexibility.

Advantages:
servicing large and complex markets;
the ability to adapt own products and services to the spe-
cific requirements of different market segments.

Combined

Disadvantages:
complexity of management;
increasing the likelihood of conflicts emergence.

¢

Fig. 1. Comparative analysis of goods distribution systems

* systematized by authors on the basis

of sources data [6; 7]
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The process of managing the distribution policy is a certain sequence of stages, during which a de-
cision to maximize the efficiency of the distribution system is made (Fig. 2).

An important point in the effective management of the distribution system is the increase in both
the sale of certain goods and the in the entire distribution process. This can be achieved through the
use of marketing communications.

One can meet different sales concepts on the domestic market: commodity oriented sales; trader
oriented sales; consumer oriented sales [1; 9].

It should be noted that a new-generation sales concept suggests consumer oriented sales. This
concept does not disagree with the other sales concepts. It is based on the potential of previous mod-
els and integrates their advantages with the possibilities of marketing technologies.

The concept of marketing, which helps to establish long-term cooperation between all the elements
of a particular process - production, service provision, management - maximally corresponds to the
specifics of organization and the formation of production and distribution systems in a market envi-
ronment. It allows to deepen partnership links, to improve significantly the use of resource potential of
all participants in the process of commodity circulation, including consumers, to accelerate the devel-
opment of the territories in which the partners operate, to create new jobs.

> Setting the objectives of goods distribution policy

o|Analysis of the factors of external and internal environment

+— of distribution channels _+

| Choosing the goods distribution system |

Choosing the best distribution strategy

type of goods | | consumers’ behavior |
| |
v
| Choosing intermediaries |

Development of a system for monitoring the compliance with the provisions of goods distribution policy

A

| Formation of distribution policy ¢ ‘
v

| Implementation of the distribution policy |

| Analysis and evaluation of distribution policy implementation |
v

| Distribution policy efficiency estimate |

Achievement of the goal of
the enterprise distribution
system

Fig. 2. Goods distribution policy management *
* compiled by authors on the basis of sources data [1; 2; 5]

Today we are witnessing the process of transition to relationships marketing. The scientists [5; 6],
were among the first who proposed the thesis that the behavior of goods consumers is determined by
the system of long-term relationships with suppliers. At the same time, marketers in the service sector
came to the conclusion that it is cheaper for an enterprise to keep an existing consumer than to find a
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new one. In goods distribution systems an important role is played by good relationships between the
consumer and the trader. The studies confirm that most of the orders come from regular customers.
That is why the companies began to develop measures aimed at keeping the existing customers.

The deepening of partnership links allows to switch to relationships marketing, the principal ad-
vantages of which must be used by enterprises as much as possible when establishing and managing
goods distribution systems.

It should be noted that the concept of relationships marketing significantly affects the activities con-
cerning the formation of goods distribution systems [10]. This concept is the most suitable one for the
organization of the process of forming and functioning of goods distribution channels. However, the
potential of this concept can be greatly enhanced if it is supplemented by new principles.

One of them should be the principle of mutual openness in cooperation, since the manufacturer is
interested in long-term cooperation with his consumers, distributors, dealers and suppliers, because it
is them who become partners in the process of identifying new values and help business entities to
get additional income. It is important for businesses to strive to engage the consumer in interactive
cooperation at different stages of value creation, which will enable them to cooperate with consumers
in order to guarantee the benefits they seek.

Using the relationships marketing concept in the formation of the distribution system provides an
opportunity to improve its efficiency.

Considering the existing approaches, we offer to estimate the level of social utility of the distribution
channel, taking into account three components: efficiency, equity, effectiveness:

CKKP = fE(En;Ec) + fC(CdKD;CeKD) + fP(P@D;PD) (1)

where, CKKP — social utility of the distribution channel
E,— supply efficiency of the distribution channel;
E. - stimulation efficiency of the distribution channel;
Caxp — availability equity of the distribution channel;
Cexp— Usage equity of the distribution channel,
P.,— usage effectiveness of the distribution channel;
P, — profitability of the distribution channel.

The proposed method of estimating the level of social utility of the distribution channel will enable
to determine the effectiveness of its construction, which is determinant in the process of financial,
economic and marketing activities of an enterprise.

Conclusions. Currently the concept of relationships marketing corresponds to the existing market
conditions, which requires the establishment of a long-term cooperation between all entities of the dis-
tribution system. It allows to deepen the links between the participants of the distribution channel, to
improve significantly the use of resource potential of all participants in the process of commaodity circu-
lation, including the consumers. It is the distribution systems that have a significant influence on the
competitiveness of any enterprise, so there is a need for their effective formation and functioning. That
is why the principle of mutual openness in cooperation will make it possible to create a stable relation-
ships between the consumer and the supplier, will allow the supplier in advance to offer certain goods
and services to the consumer at a convenient for him time and to balance the future demand.
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