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Place of Transport in the Sales Policy of the Industrial Enterprise

Purpose. Currently, the organization of sales at the enterprise is the main and continuous process that provides
the enterprise with its economic efficiency and bringing the goods to the consumer. The purpose of this work
is to analyze and compare modes of transport and its role in the marketing of products by an enterprise.
Methodology. To build a model for the marketing activity of an enterprise, as well as when modeling the mecha-
nism of functioning of its organizational, economic and production structure and the place of transport in the struc-
ture of an industrial enterprise, elements of economic and mathematical modeling were used. Analysis of the data
obtained allows you to choose the best method of transportation, which is extremely important to ensure that the
needs of the enterprise, as well as the needs of consumers, are met. Findings. Marketing and logistics services of the
enterprise need, having studied all the advantages and disadvantages of all types of transport, to choose the most
optimal mode of transport when transporting goods. For the sale of its products, the enterprise should take into ac-
count that over time, the costs of different types of transport may change, and the transportation schemes should be
revised. The paper compares the modes of transport and the structure of freight turnover by mode of transport
(as a percentage of the total). Originality. The use of a mathematical apparatus in the construction of functional
dependencies that make up a general economic and mathematical model that characterizes the organization of the
marketing activities of an enterprise will allow not only to identify «weak» points, but also to adjust the marketing
policy of the enterprise accordingly, relying not on abstract conclusions, but on the obtained clear dependencies.
Practical value. The result is, first of all, a reduction in costs in the marketing policy of the enterprise and an in-
crease in competitiveness, an increase in profits and maximum satisfaction of consumer requirements.
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the goods to the consumer. By improving the sales
Introduction system and the quality of service organization in
accordance with the needs of customers, the com-
pany strengthens its position in the market [1, 2, 4,
5].

In a highly competitive market environment,
the problem of product sales is becoming more and
more complicated, and it is already necessary not
only to study demand and produce products, but
also to choose a distribution channel and find reli-
able partners in the sales area. The production of
products can develop steadily only when their sales
are established and guaranteed, and this is difficult
if the so-called «transport factor» is not taken into

The increasing complexity and dynamism of
the economic environment, the increasing level of
competition in the market for goods, works and
services requires significant efforts from the man-
agement of an industrial enterprise to create an
effective mechanism for its functioning, which,
along with other areas of the enterprise’s activities,
can also be achieved by improving the marketing
organization.

Organization of sales at the enterprise is the
main and continuous process that provides the en-
terprise with its economic efficiency and bringing
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account, i.e. direct organization of transportation as
an element of the process of selling manufactured
products to the consumer.

In the sales management system, it is necessary
to subordinate and retain a certain part of the mar-
ket, maintain superiority over competitors in the
selected segment, and, as a result, make a profit
from the sale of products (goods, works, services)
of the enterprise. The best result for the enterprise
here can be achieved only if the customer (buyer)
is satisfied — and this is impossible if the products
are delivered late or if the quality is inadequate as
a result of violations of the transportation condi-
tions. Therefore, modern enterprises of various
sectors of the country's economy, which strive for
dynamic development and occupy a stable position
in the market in the conditions of market relations,
pay close attention to the problems of optimizing
the process of promoting goods from manufacturer
to consumer.

The actual tasks of the sales policy of the en-
terprise, regardless of the sector of the economy to
which it belongs, and the occupied market niche,
are the following:

— timely and high-quality delivery of goods

from the manufacturer to the consumer;

— ensuring high-quality work of marketing ser-
vices and complex organization of the sales net-
work;

— creation of official dealerships and shops;

— selection of the most optimal type of
transport and transportation option, including the
definition of the system and routes of movement of
goods, work on the shipment and loading of goods.

It is not possible to solve these problems for the
marketing service or the sales department locally,
without interaction with other divisions of the en-
terprise. Therefore, in the course of its sales activi-
ties, the enterprise is brought into close interaction
with other departments and divisions of the enter-
prise. An approximate diagram of such interaction
is given in Fig. 1.

When considering each pair of elements of the
presented scheme, it should be noted that the Sales
department of the enterprise has indirect relation-
ships with each department of the enterprise. So,
interaction with the logistics department can be
characterized by the presence of mandatory sup-
port for shipments to clients, and with the market-
ing department — by organizing promotional sup-

port and direct participation in market analysis. An
integral part of the structure of an industrial enter-
prise is transport (represented by the transport de-
partment or the transport service of the enterprise),
which is a system of technical means of the enter-
prise used for their own needs in order to load, un-
load and transport various materials, products, and
other objects used by the nature of their activities.
The main task of the transport sector is the imple-
mentation of uninterrupted transportation of all
goods in accordance with the production process,
the maintenance of vehicles in good working order,
reducing the cost of transport and handling [3, 6-8,
9-12].

R&D and Manager or Human
production owner Resources
- Sales .
Logistics department Marketing
Purchasing Financial IT
department department

Fig. 1. Scheme of interaction of departments
and divisions of an industrial enterprise

With the rational organization of the transport
service at the enterprise, the cost of production is
reduced, which ultimately leads to an increase in
the profit of the enterprise and an increase in the
profitability of its production.

Purpose

Currently, the organization of sales at the en-
terprise is the main and continuous process that
provides the enterprise with its economic efficien-
cy and bringing the goods to the consumer. The
purpose of this work is to analyze and compare
modes of transport and its role in the marketing of
products by an enterprise.

Methodology

To build a model for the marketing activity of
an enterprise, as well as when modeling the mech-
anism of functioning of its organizational, econom-
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ic and production structure and the place of
transport in the structure of an industrial enterprise,
elements of economic and mathematical modeling
were used.

The place of transport in the structure of an in-
dustrial enterprise can also be determined from
a mathematical point of view, using elements of
economic and mathematical modeling to build
a model for the marketing activity of an enterprise,
as well as when modeling the mechanism of func-
tioning of its organizational, economic and produc-
tion structure. For example, if the marketing activi-
ties of an industrial enterprise are separated into
a separate subsystem, then mathematically, its
work in general can be described as follows:

f=[f(p), (1)

where f(p) — is a function that characterizes the

process of bringing goods directly from the manu-
facturer to the consumer, taking into account the
use of vehicles, the corresponding delivery
schemes; to, t — moments of time that characterize
the immediate beginning and end of the process of
bringing the goods to the consumer.

In this case, f(p) is defined as a function that

takes into account the level of transport services
for the goods movement process, as well as logis-
tics and forwarding (if necessary) services, and the
marketing component. Thus, to construct the re-
duced function, it can be defined as follows:

f(m)
f(l)
f(r)’
f(9)

where f(m) — is a function that characterizes the
level of transport services for the goods movement
process; f(l) —is a function that characterizes the
level of logistics services for the product distribu-
tion process; f(r) — is a function that characteriz-

es the need for forwarding service of the goods
movement process; f(g) — is a function that char-

acterizes the marketing component of the product
distribution process.

When considering these functions and substi-
tuting in them a set of initial data characterizing

f(p)=f(mlr.g)e (2)

a specific element of the production structure of an
enterprise involved in the process of commodity
circulation, the analysis of the data obtained allows
you to choose the best method of transportation,
which is extremely important to ensure that the
needs of the enterprise, as well as the needs of con-
sumers, are met.

Findings

Depending on the characteristics of technologi-
cal processes and types of production at the enter-
prise, various vehicles are used — depending on the
requirements (single, one type of transport or vari-
ous combinations with the involvement of an ex-
ternal carrier or without). Therefore, the presence
or absence of own vehicles or free access to them
(as needed) affects the work of the enterprise and
its financial side, which, of course, requires a pro-
fessional approach to the procedure for organizing
such activities.

Large industrial complexes of the Republic of
Belarus are often characterized by the presence of
their own transport departments, including those
with their own vehicles. The company's own
transport can be used both for internal movements
(which leaves a certain imprint on the choice of
vehicles for such purposes), and for direct delivery
of products to the consumer. The internal transport
of the enterprise is intended for the movement of
goods between workshops, sections and workplac-
es. Internal transport is not only a means of moving
goods, but also an instrument of labor that organiz-
es the work of enterprise departments in a given
rhythm or schedule. Domestic transport should
ensure timely production of all types of vehicles
and services; rationally organize the operation of
vehicles and lifting mechanisms with minimal
transportation costs; to develop the technical base
and mechanization of transport processes.

External transport is intended for the delivery
of raw materials, fuel, materials, equipment and
other cargoes to enterprises, as well as for the ex-
port of finished products from the territory of en-
terprises to the points of their transfer to the main
transport or directly to the consumer.

Enterprises of the industrial complex, faced
with the need to deliver their goods to the consum-
er over long distances or due to the lack of their
own transportation capabilities, can successfully
choose any of the modes of transport widely repre-
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sented in the Republic of Belarus — rail, road, wa-
ter, pipeline or air transport, depending on the re-
guirements to the carriage of claims.

Rail transport is the most cost-effective mode
of transport for long-distance transportation, where
the transportation process is practically independ-
ent of weather conditions. Thus, freight operations
on the Belarusian Railway are carried out by
228 stations, there are 6 enterprises for terminal
handling of goods, 52 freight terminals. In 2020,
work is also continuing to increase traffic volumes
with the maximum use of the development oppor-
tunities of the western route of the North-South
international transport corridor, container traffic
China-Europe-China.

In terms of water transport, the cost of trans-
porting cargo such as sand, coal, grain, oil and
metal ores is very low. However, water transport
has significant drawbacks — it is the slowest
transport, and it is also significantly influenced by
weather conditions.

Mainly pipeline transport is used to transport
gas, oil and oil products. The cost of transporting
oil products by oil pipelines is cheaper than by rail,
but somewhat more expensive than by water.
However, the limited list of goods suitable for
transportation by pipeline makes the scope of its
application also very limited.

Due to its flexibility and maneuverability, road
transport allows you to use various route options
and traffic schedules. It is used both for transport-
ing goods over long distances and for delivery
around the city. Also, the main advantage of road
transport as a carrier is the ability to deliver cargo
«door-to-doory, i.e. the cargo is picked up from the
consignor's warehouse and delivered immediately
directly to the consignee. While when using rail or
water transport, it is necessary to use road transport
in addition to deliver the cargo «from door to
door». Therefore, from the point of view of the
organization of logistics services for the enterprise,
the formation of its sales policy, road transport is
a necessary link for the successful sale of products.

Despite the high cost of delivery, air transport
is used when speed of distribution of products is
important, a decrease in the level of inventory,
a reduction in packaging costs, or the distance to
the point of sale is large. Most often, air transport
is used to transport perishable products (fresh
flowers, fresh fish), as well as non-bulky items of

high value (such as appliances, jewelry). The
widespread use of this type of transport for the im-
plementation of their marketing policy is typical
for enterprises that produce single products, the
cost of which is very high, and, therefore, the
transport costs associated with the use of air trans-
portation will not significantly increase it.

The correct choice of an external carrier deter-
mines not only the speed of delivery and the condi-
tion of the goods at the time of arrival at the desti-
nation, but also the level of prices. Thus, an enter-
prise, when organizing the sale of its products, can
choose any type of transport or its combination.

As noted above, all types of transport operating
in the Republic of Belarus are actively used by in-
dustrial enterprises to bring their products to con-
sumers. This is evidenced by the volume of cargo
turnover by type of transport. The structure of
freight turnover by type of transport is shown in
Fig. 2.
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Fig. 2. Structure of freight turnover by mode of
transport (as a percentage of the total)

According to Fig. 2, a large share of freight
traffic falls on rail transport — 36.1% in 2010 and
36.8% in 2020, and road transport — 12.5% and
21.8%, respectively.

Each enterprise, based on its sales policy, must
make a choice of transport, taking into account
a number of factors:

— delivery speed — choice for air or road
transport;

— minimum costs (delivery price) — choice of
water or pipeline transport.

Many enterprises, thanks to containerization
(loading goods into boxes or trailers), use two or
more modes of transport in the sale and delivery of
their products, which brings certain benefits to the
sending enterprise. Also, when choosing and using
transport for marketing its products, an enterprise
should take into account that over time, the costs of
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different types of transport may change, and the
applied transportation schemes should be revised.
The transport department, marketing department,
logistics and other structural divisions must use up-
to-date information and work in close cooperation
with each other to achieve the most efficient organ-
ization of sales of manufactured products.

Originality and practical value

Based on the study of literature and scientific
developments in the field of development and im-
provement of the sales policy of the enterprise, it
was proposed that enterprises monitor and reorgan-
ize the sales system to maximize its compliance
with the requirements of the market environment.

The use of the mathematical apparatus in the
construction of functional dependencies that make
up a general economic and mathematical model
characterizing the organization of the marketing
activities of an enterprise is a rather promising ap-
proach, since with a detailed mathematical descrip-
tion of functional elements, it becomes possible to
predict the results of the organization of sales of
both a specific product and the whole enterprise.
This, in turn, will allow not only to detect «weak»
points, but also to adjust the sales policy of the en-
terprise accordingly, relying not on abstract con-
clusions, but based on the obtained clear depend-

encies. However, the detailed construction of these
constituent elements of the sales activity model of
the enterprise is quite voluminous and laborious,
and, therefore, within the framework of this article,
only the model is given in general form and its ap-
proximate components are described that can be
taken into account in practice.

The result in the case of a versatile and method-
ical approach to building a sales policy of an en-
terprise should be, first of all, a reduction in costs
in its main areas and an increase in the competi-
tiveness of the organization, an increase in profits
and maximum satisfaction of customer require-
ments.

Conclusions

The correct sales policy will allow the company
to maintain a stable level of sales throughout the
entire business cycle, to meet the needs of various
groups of the population in a timely manner, and to
develop dynamically. For the successful imple-
mentation of the sales policy at the enterprise, it is
necessary to be based on a scientifically grounded
approach, constant monitoring and reorganization
of the sales system must be carried out to increase
its flexibility and maximum compliance with the
requirements of the market environment.
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Micue Tpascnopry B 30yTOBiH MOJIITHII NPOMUCI0OBOI0 MIANPHEMCTBA

Mera. Y Ham yac oprasizanist 30yTy Ha HiANPUEMCTBI € TOJIOBHUM 1 Oe3nepepBHUM MPOLIECOM, 10 3abe3nedye
E€KOHOMIYHY €(peKTUBHICTh MiAMPUEMCTBA i TOBEJCHHS TOBAPIiB A0 CIOXHBada. MeTo0 miel poObOTH € aHAawi3 i mopi-
BHSIHHS BUIB TPAHCIIOPTY Ta BU3HAUCHHS Horo poii B 30yTi mpoxaykiii mianpuemctea. Meroanka. {1 moOymnoBu
Mozeni 30yTOBOI JisUTBHOCTI MiAIPHUEMCTBA, @ TAKOX IiJl YaC MOJETIOBAHHS MEXaHi3My (QYHKI[IOHYBaHHS HOTO Op-
TaHi3alifHO-eKOHOMIYHOI Ta BUPOOHNYO1 CTPYKTYPH U MICIISI TPAHCIIOPTY B CTPYKTYPi IIPOMHUCIOBOTO IiATIPHEMCT-
Ba BUKOPUCTaHI €JIEMEHTH €KOHOMIKO-MAaTEeMaTUYHOTO MOJICIIFOBaHHS. AHaNi3 OTPUMAHUX JAHUX JI03BOJISIE BHOPATH
HalKpalui crocio TpaHCIOPTYBaHHS, 110 € HAJ3BHYAailHO BaXKIIMBUM JUIs 3a0e3MeueHHs 3a10BOJICHHS MOTped mij-
MPUEMCTBA, a TAKOXK MoTped croxkuBadiB. Pesyabrarn. Ciayx0aM MapKeTHHIY Ta JIOTICTHYHHM CIy)X0aM MiJnpu-
€McTBa HeOoOXiZIHO, BUBUMBIIIY MIEPEBAry i HEJOJIIKK BCIX BUJIIB TPAHCIOPTY, BUOpATH HAMOUIBII ONTHMANBHUN ce-
pel HUX ISl TIepeBe3eHHsI BaHTaXIB. Y X0/l 30yTy CBO€T NPOIYKIIT i IPUEMCTBY CJIiJi BpaXOBYBAaTH, 110 3 IUIMHOM
Yyacy BUTPATH Pi3HUX BUIIIB TPAHCIIOPTY MOXYTh 3MIHIOBATHCS, TOMY CIIJI TIEPErJIsIaTH CXEMU TPAHCIIOPTYBaHHSI.
Y po0oTi IpoBeIeHO TIOPIBHIHHS BUJIB TPAHCIIOPTY 1 CTPYKTYPU BaHTaX000Iry 3a BUJaMU TpaHCHOpTy (Y BiJcCOT-
Kax J1o miacymky). HaykoBa HoBH3HA. 3acTOCYBaHHS MaTeMaTHYHOTO allapary IIiJ] 4ac MoOyIOBH QYHKI[IOHATBHAX
3aJISKHOCTEH, SIKi CKIaJal0Th 3aralbHy eKOHOMIKO-MaTeMaTHYHy MOJEb, [0 XapaKTepHu3ye opraHizauit 30yToBoi
ISUTBHOCTI MiIPUEMCTBA, TO3BOJHUTH HE TIIBKU BHUSBUTH «CIAOKi» MICI, alle i KOPUTYBATH 30YTOBY HOJITHKY
HIIIPUEMCTBA BiJIIOBIZHUM YHHOM, CIIUPAIOYHCh HE HA aOCTPAKTHI YMOBHMBOIM, a IPYHTYIOUHCH Ha OTPUMAaHHX
YiTKUX 3alexKHOCTAX. [IpakTHyHa 3Ha4YMMicTh. KOpHCHHUM pe3ylbTaToM €, MepIl 3a BCe, CKOPOUCHHS BHTpAT y
30yTOBI¥ MOMITHII TIATPHEMCTBA ¥ TiABUIICHHS KOHKYPEHTOCIIPOMOXKHOCTI, 30LTBIICHHS IPUOYTKY i MaKCUMallb-
HE 3aJI0BOJICHHSI BUMOT CIIOKHBAYiB.

Knrouosi crosa: TpancnopT; 30yToBa MOJITHKA; IIPOMKCIIOBE MIANPUEMCTBO; CII0KMUBaY; IPOIYKIis; pecryOiiika
binopycs
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