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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.  
Keywords: transport; sales policy; industrial enterprise; consumer; products; Republic of Belarus 

Introduction 

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 

the goods to the consumer. By improving the sales 

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 
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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]. 

 

 

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:  

 

0

( )

t

t

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; t0, 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 p f m l r g

f r

f g





 



, (2) 

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  

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-

quirements 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-door», 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. 

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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Місце транспорту в збутовій політиці промислового підприємства 

Мета. У наш час організація збуту на підприємстві є головним і безперервним процесом, що забезпечує 

економічну ефективність підприємства і доведення товарів до споживача. Метою цієї роботи є аналіз і порі-

вняння видів транспорту та визначення його ролі в збуті продукції підприємства. Методика. Для побудови 

моделі збутової діяльності підприємства, а також під час моделювання механізму функціонування його ор-

ганізаційно-економічної та виробничої структури й місця транспорту в структурі промислового підприємст-

ва використані елементи економіко-математичного моделювання. Аналіз отриманих даних дозволяє вибрати 

найкращий спосіб транспортування, що є надзвичайно важливим для забезпечення задоволення потреб під-

приємства, а також потреб споживачів. Результати. Службам маркетингу та логістичним службам підпри-

ємства необхідно, вивчивши переваги й недоліки всіх видів транспорту, вибрати найбільш оптимальний се-

ред них для перевезення вантажів. У ході збуту своєї продукції підприємству слід враховувати, що з плином 

часу витрати різних видів транспорту можуть змінюватися, тому слід переглядати схеми транспортування. 

У роботі проведено порівняння видів транспорту і структури вантажообігу за видами транспорту (у відсот-

ках до підсумку). Наукова новизна. Застосування математичного апарату під час побудови функціональних 

залежностей, які складають загальну економіко-математичну модель, що характеризує організацію збутової 

діяльності підприємства, дозволить не тільки виявити «слабкі» місця, але й коригувати збутову політику 

підприємства відповідним чином, спираючись не на абстрактні умовиводи, а ґрунтуючись на отриманих 

чітких залежностях. Практична значимість. Корисним результатом є, перш за все, скорочення витрат у 

збутовій політиці підприємства й підвищення конкурентоспроможності, збільшення прибутку й максималь-

не задоволення вимог споживачів.  
Ключові слова: транспорт; збутова політика; промислове підприємство; споживач; продукція; республіка 
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