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The study presents in general terms the changes and trends that have emerged in the last
decade and concerns the implementation of sales model in companies operating on the Ukrainian
consumer market. It analyzes how the presented trends influence the above-mentioned entities”
behavior model from the perspective of the use of certain operational and strategic management
tools. The reasons for shifting priorities in the relations development within the structure of
vertically integrated and vertically located entities with an eye to the realities of the consumer
market new paradigm are indicated. The demand development features in the new conditions and
changes that have occurred in the consumers’ actions, as well as the accompanying prospects for
the development of the consumer-expected competencies of the seller are highlighted. The facts of
brand-new marketing and logistics practice dissemination are presented. This is about such a
modern method of implementing sales competencies as sales through multi-channel retail networks
and supply chains. The influence of new logistics and marketing tools on the nature of competitive
relations within the studied market boundaries is also described. The reasons for the need to
include new trade relations development trends in the program of scientific and methodological
development of logistics and marketing strategies are revealed. As a result, the necessity of
performing the conceptual and categorical apparatus synthesis for further research of e-Commerce
practice is revealed and indicated. Based on the results obtained at the current stage, a system of
indicators was established in order to identify the differences between the traditional single-channel
sales methodology and the features of multi-channel supply chain management. When developing
this system, it was decided to divide the indicators by their functional characteristics. To achieve
the goal set in this study, the selection of indicators was focused on the logistics component of
single- and multi-channel supply chains. The resulting set of indicators was used to perform a
comparative analysis of the mentioned supply chains. Along with the direct results presented in the
paper, the analysis allowed us to describe in general terms the differences between traditional
stationary retail trade and trade using information technology tools. Among other things, the
analysis of scientific sources on this topic allowed us to come to some conclusions about the
advantages of using multi-channel sales systems.
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Y crarTi momaHo 3MiHM i TEHHOEHIN], IKi BUHUKAU B OCTAHHE [AECATHAITTS B MOJEAl peaaizarrii
30yTOBUX KOMIIETEHIIIY KOMIIaHIIMH-0IepaTOPaMy YKPaiHCBKOTO CIIOKUBYOI0 PUHKY. [IpoaHaaizo-
BaHO BIIAUB IIPECTABACHUX TEHAEHIIH Ha MOIEAD TIOBEMIHKU JAHUX CyD’€KTiB 3 TOUKH 30PY 3aCTO-
CyBaHHS NeSIKUX IHCTPYMEHTIB OolepallifHOTO Ta CTpaTeriyHoro MeHeMKMeHTY. BkazaHi mpuU4nHU
3MIMIEHHSI HPIOPUTETIB IIPH PO3BUTKY BiAHOCHH y CTPYKTYPi BEPTHUKAABHO-iHTETPOBAHUX i BEPTHU-
KaAbHO PO3TalllOBAHUX CYD’€KTIB 3 OTASKOIO Ha peaaii HOBOI IIapagurMH CIIOXKHBYOrO PUHKY. 1103-
HaveHi 0COOAMBOCTI PO3BUTKY IIOMUTY B HOBHUX YMOBaX i 3MiHHU, sIKi BiIOYAHUCS B [isX CIIOXKHBA4iB, a
TaKOIK CYIIyTHI IIEPCIEKTUBH PO3BHTKY OYiKyBaHUX CIIOKHBA4YeM KOMIIETEHINN HpomaaBid. Hase-
AeHO (PaKTHU ITOIIHUPEHHS IMPAKTHKU BUKOPHCTAHHSA TAKOT'0 Cy4aCHOTO METOHY peaailailii 30yToBHUX
KOMIIETEHILIH K IPOAaKy Uepes3 baraToKaHaAbHI TOPTOBEABHI MEPEKI Ta AQHITIOTH IIOCTAaBOK. Takoxk
OXapaKTepPU30BaHO IOB’I3aHUN i3 3a3HAYEHUMHU MIEPETBOPEHHSIMHU BIIAMB HOBHUX IHCTPYMEHTIB AO-
TICTUKH Ta MapKETHHIY Ha XapaKTep KOHKYPEHTHHX BIIHOCHH B MEXKaxX AOCAIIZKYBAHOTO PHHKY.
BusaBAeHO IPUYHMHN HEOOXITHOCTI BITMCyBaHHS HOBUX TEHAEHIIIH PO3BUTKY TOPTOBEALHHUX BiIHOCHUH
y IporpaMy HayKOBO-METOOHYHUX PO3POOOK AOTICTHYHUX Ta MapKETHHITOBHUX CTpaTeTii. B pe3yaAb-
TaTi, BUSIBAEHA i Mo3HaYeHa HeOOXiAHICTh BUKOHAHHS CHHTE3Y [TOHSITIHHO-KaTeTropiaAbHOTO amnapaTty
IAST TIOOAABIIHUX JOCAIIZKEHD IPAKTUKH €eACKTPOHHOI KoMepllii. Ha 0CHOBi oTpuMaHUX Ha IIOTOYHOMY
eTari pe3yAbTaTiB, chopMoOBaHa CHCTEMA IMOKA3HHKIB, IIOKAMKAHA BUSIBUTH BiIMIHHOCTI MixX Tpa-
OUITIHHOIO OJHOKAHAABHOIO METOMHKOIO 30yTy i OCOOAHMBOCTSIMHU YIIPABAIHHS OaraToKaHaAbHUMHU
AQHITIOTaMH II0CTaBOK. [IpH po3po0biii JaHoi CUCTEMU OYAO IIPUMHSITO PIlIEHHS IPO II0/iA TOKA3HUKIB
3a X PYHKIIIOHAABHOIO O3HAKOIO0. [IAd MOCATHEHHSI IIOCTABACHOI B JAHOMY MOCAIMKEHHI METHU IIPH
BHOODI ITOKA3HUKIB OyB 3p00AEeHHT aKIIEHT Ha AOTICTUYHY CKAQI0BY OMHO- i baraToKaHaAbHUX AQH-
IIOTiB ITocTaBoK. OTpuUMaHa cucTeMa IMOKa3HUKIB BUKOPHCTOBYBaAaCs [IAs BUKOHAHHS KoMIIapa-
TUBHOTO aHaAi3y 3a3HavYeHUX AQHIIOTIB IIOCTAaBOK. [lopsia 3 IpeacTaBAEHUMHU B CTATTi Ge3rocepes-
HIMHU pe3yAbTaTaMU, IPOBEACHUN aHaAi3 JO3BOAMB y 3araAbHHUX PHCAX OXapaKTepPHU3YBATHU BiAMiH-
HOCTI MiXXK TPaAUIlHHOIO CTAIliOHAPHOIO PO3APIOHOI0 TOPTIBAEIO i TOPTIBAECIO 3 BUKOPHUCTAHHAM iH-
CTPYMEHTIB iH(popMaiHHUX TEXHOAOTiH. /[0 TOro 3K, aHaAi3 HAYKOBUX IKEpPEA 3 AaHOI TeMaTUKH
MIO3BOAWB IPUHUTH MO0 AESIKUX BHUCHOBKIB IIIOZI0 TIEpeBar BUKOPHUCTAHHS 0araToKaHaAbHUX CHUCTEM
30yTy.

KArO40Bi cAoBa: ymIpaBAiHHA AQHIIOTAMU IIOCTABOK, MapKETHHIOBa CTPAaTETisd, AOTICTUYHA
cucremMa, 6araToKaHaAbHA TOPTiBASI, EAEKTPOHHA KOMEPIILisl, CIIOKUBYHH PUHOK.
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B cratre B O6LT_ICM BHUOE IIPEACTAaBACHBI USMCHCHUA U TCHACHIIMNKM, BO3ZHUKIIINE B IIOCACOHEE A€~
CATHAETHE B MOJEAU PeaAH3aluM COBITOBBIX KOMIIETCHIIHE KOMIIAHHSIMU-OIEPATOPAMH YKPaHH-
CKOTO MOTPEOUTEABCKOTO PhIHKA. [IpoaHaAu3uPOBaHO BAUSHUE IIPEACTABAECHHBIX TEHAEHIIUH Ha MO-
JEABb IIOBECOCHUA OAaHHBIX Cy6’I:eKTOB C TOYKH 3PEHULA ITPHUMEHECHHNA HEKOTOPBIX NMHCTPYMEHTOB OIIC-
PAIIMOHHOTO U CTPATETHYECKOTO MEHEIXKMEHTAa. YKa3aHbl IPUYHHBI CMEIEHUd TPHOPUTETOB IPH
Pa3BUTHU OTHOLIEHUH B CTPYKTYPE BEPTHKAALHO-UHTETPUPOBAHHBIX U BEPTHUKAABHO PACIIOAOKEH-
HBIX CYOBEKTOB C OTASKOM Ha peasWH HOBOM IMapaiurMbl HOTPEOUTEABCKOrO pbIHKA. OO03HAYEHBI
OCOOEHHOCTH Pa3BUTHS CIIPOCA B HOBBIX YCAOBHUSIX U IIEPEMEHEBI, ITPOU3OIIEAIINE B AEHCTBUAX II0-
Tpebureaeii, a Tak¥Ke COIyTCTBYIOLIHE IT€PCIIEKTHUBLI PA3BUTHA OXKHUIAEMBIX IIOTPEOUTEAEM KOMIIE -
TeHIUH mpoaaBla. [IpuBeneHbI aKThI PACIIPOCTPAHEHUS ITPAKTHKH UCIIOAB30BaHUA TAKOTO COBpe-
MEHHOT'0 METOZAa PeaAr3alluy COBITOBBIX KOMITETEHIIHMHM KaK MPOJAKU Yepe3 MHOTOKAHAABHBIE TOP-
TOBBIE CETH U LIEMIH IOCTABOK. TakiKe oxapaKTepHU30BAHO CBsSI3aHHOE C YKa3aHHBIMH IIpeoOpasoBa-
HUAMHU BAUSHHE HOBBIX HHCTPYMEHTOB AOTHCTHKH H MapKETHHTA Ha XapakKTep KOHKYPEHTHBIX OT-
HOILIEHUH B TPAHHUIIAX HU3y4aeMOI0 PhIHKA. BBISBACHBI MPUYHUHBI HEOOXOIHMMOCTH BITMCHLIBAHHS HO-
BBIX TE€HIEHIIUH PA3BUTHS TOPTOBBIX OTHOIIEHHN B MPOrpaMMy Hay4YHO-METOOHYECKHX pa3paboTok
AOTHCTHUYECKHUX U MApPKETHHIOBBIX CTpaTeruii. B peayabrare, o6HapyxKeHa 1 0603HaYeHA HEOOX0 U -
MOCTBH BBIIIOAHEHHSI CHUHTE3a MOHATHHHO-KaTETOPHUAABHOTO amraparta Oad JasbHEHIITNX MCCAeI0Ba-
HUH DPaKTHKH SACKTPOHHOM KoMMepIHuu. Ha OCHOBe IOAYYEHHBIX Ha TEKYILEM 3Talle PEe3yALTATOB
cchopMHupoBaHa cUcTeMa moKa3aTeAeH, IPU3BaHHAS BBISBUTD PA3AUYHI MEXKAY TPAIUIIMOHHOMN OX-
HOKaHaABHOH METOMUKOM cObITa 1 0COOEHHOCTAMH YIIPAaBACHHS MHOTOKAHAABHBIMH IIETIIMHU TIOCTA-
BOK. [Ipu pa3zpaboTKe maHHON CHCTEMBI OBIAO TIPHUHSITO PEIIEHHE O Pa3IEACHHH ITOKa3aTeAeH 1o uxX
PYHKIIMOHAABHOMY ITPU3HAKY. [Ad TOCTHXKEHHUS TOCTABACHHOMN B TAHHOM HCCA€TOBAaHUU LIEAU TTPH
BbIOOpE TT0KazaTeAeti ObIA CAeAaH YIIOP HA AOTHCTUYECKYIO COCTABASIIONIYIO OHO- 1 MHOTOKAHaABHBIX
Hereit moctaBok. [loAydeHHas cHCTeMa IIOKa3aTeAei MCIIOAB30BAAACH [AS BBITIOAHEHUS KOMIIapa-
TUBHOTO aHaAM3a YIIOMSHYTBIX 1eTlei mocTaBoK. Ha psamy ¢ mpeacTaBA€HHBIMHU B CTAThE HETIOCPET-
CTBEHHBIMHU pe3yAbTaTaMHU, MPOBEAEHHBIM aHAAW3 TTO3BOAMA B OOIIHMX YepTaxX oXapaKTepHU30BaTh
pas3anyug MeXAy TPaAUIIMOHHOM CTAllMOHAPHOM PO3HUYHOM TOPIOBAEM U TOPIOBAEM C HMCIIOAB30Ba-
HHUEM MHCTPYMEHTOB MHPOPMAIIMOHHBIX TEXHOAOTHH. KpoMe mTpoyero, aHaAu3 HAYIHBIX HCTOYHUKOB
TI0 TAHHOM TEMAaTHKE TIO03BOAMA MPUHTH K HEKOTOPHIM BBIBOJIAM OTHOCHTEABHO IIPEUMYIIECTB HC-
TIOAB30BAHHS MHOTOKAHAABHBIX CHUCTEM COBITA.

KAroueBEBI€ CAOBA: YIIPABAEHHUE IIETISIMHU IIOCTABOK, MAPKETUHTOBAsI CTPATETHS, AOTHUCTHYIECKAasT
cucTeMa, MHOTOKAHaAbLHAsI TOPTOBAS, 9ACKTPOHHAasT KOMMEPIIHS, TIOTPEOUTEABCKHM PHIHOK.

JEL Classification: D30; D47; F11; M31.

Introduction. Despite a long period of mar-  logistics development when it comes to the con-
ket transformation in the Ukrainian economy, sumer market. Since the late 2000s there have
there are rather progressive shifts in the supply = been occurring an active development of a new

driver for changing the market supply system
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caused by the preceding change in the sales
model. Market practice records the significant
appearance and dissemination of such a phe-
nomenon as multi-channel trading.

The emergence of multi-channel supply
chains generates a number of significant and
radical changes that were not observed in the
previous period of institutional "maturation" of
the consumer market. Hence, there is a need to
create a solid theoretical basis for taking these
changes into account while carrying out subse-
quent scientific research.

The object of this research is multi-channel
supply chains of consumer markets goods in
Ukraine.

The subject of the study is the fact of the
multi-channel trading practices spread and the
related determinants and conditions of logistics
research.

The purpose of this study is to present a
system of indicators used for a comparative
analysis of the major economic characteristics
involving both consumer market single-channel
and multi-channel supply chains. Results of the
analysis will be used to find fundamental differ-
ences in the principles, models, and mecha-
nisms of the studied supply chains’ operation.

The main task is to give recommendations
on how to reflect the results obtained in the
structure of modern logistics research.

Literature review. A lot of scientific works
have been devoted to the development of trade
relations both on modern Ukrainian consumer
market and worldwide. In particular, the influ-
ence of this development on logistics concepts
and tools was studied by I. P. Mischuk (2017).
The scientist managed to identify the prevalence
in modern markets of new logistics development
areas related to the globalization of trade, the
logistics outsourcing institutionalization, the in-
creasing role and number of logistics providers,
and the development of logistics entities based
on the cluster model.

To a large extent, M. Christopher and
H. Peck (Christopher & Peck, 2005) are con-
sidered to be the authors of the fundamental
work about the XXI century markets qualitative
transformation and the reorientation of market-
ing onto the customer relationship management
using logistics tools. In their book, the re-
searchers for the first time argumentatively
criticized the relevance of traditional marketing
“4Ps” and suggested, in their opinion, more
competitive “3Rs”: responsiveness, reliability,
relationships, as the basis of marketing logis-
tics. Thereby, scientists have represented a con-
ceptual basis for the development of modern lo-
gistics, focused on the ways in which customer
service is used to achieve a competitive ad-
vantage.

Scientific and methodological approaches
to the implementation of modern marketing

techniques in companies from the point of view
of logistics support were explored in detail by N.
B. II'chenko (2016). The scientist managed to
represent and organize the main stages of an
optimal logistics strategy development. More-
over, he designed a dynamic model of supply
chain management and a model for placing an
outsourcing based  distribution center.
N. G. Mitsenko (2019) studied features of
Ukrainian small commercial businesses oper-
ation and average parameters of commodity
flows in this sector of the economy. The re-
searcher identified factors that shape the logis-
tics flows organization specifics in the retail seg-
ment. Those factors are expected to affect the
requirements for logistics systems establish-
ment and administration as well as their con-
struction approaches options.

A number of works have also been devoted
to the transformation of single-channel trade
into the multi-channel and omni-channel ones,
especially it concerns the English-speaking seg-
ment. B. Keillor (2007) is the author of a de-
tailed theoretical apparatus for marketing
multi-channel logistics. In his study, N. Roiter
(2019) examines elaborately the advantages and
disadvantages of single-channel and multi-
channel trade from a practical point of view.
G. Kokoris (2013) examines the emerging con-
troversial aspects of the implementation of ful-
fillment operations. M. Chan (2019) examines
the operational side of the multi-channel strate-
gy, e.g. automation processes, inventory con-
trol, returns and so on.

Research methodology. In order to justify
the current research methodology, we consider
it necessary to identify and ground the leading
features of the supply chain operation both
within the consumer market traditional retail
setting and the system of multi-channel trade
that is actively developing nowadays. In our
opinion, this is helpful in terms of our analysis’
scope determination.

In contrast to single-channel sales, the
modern development of multi-channel supply
chains has acted as a response, an effective al-
ternative to traditional stationary retail. Thus, a
comparison of single-channel and multi-chan-
nel supply chains shows that their development
takes place in fundamentally different condi-
tions of the competitive market environment,
consumer behavior models, and so on.

All this causes significant differences when
designing and operating single-channel and
multi-channel supply chains, and hence carry-
ing out the related research. Their comparative
analysis is aimed to discover qualities due to
which multi-channel sales are regarded to as a
modern organizational and technologically more
advanced form of sales management. Its de-
velopment is considered to provide for the ongo-
ing abolition of multi-link wholesale and retail
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systems that cannot be effectively developed
only in an offline mode. For example, electronic
and home appliance networks (rozetka.com.ua,
etc.) consider mobile sales as their basic pri-
ority. At the same time, Ukrainian online retail-
ers also compete with international market-
places (AliExpress, eBay), which are constantly
increasing their market presence in Ukraine.

The catalyst for these changes is the devel-
opment of Internet technologies, the use of
which on the demand side increases the re-
quirements of customers for any retail operator,
which must form an equally advanced service
both online and offline, eliminating any barriers
that prevent the transition from one channel to
another.

All of the above allows us to arrange a sys-
tem of indicators for the single-channel and
multi-channel supply chains comparative
analysis, which is presented in this study.

Main results. Multi-channel sales are de-
veloping as a more efficient form of product sup-
ply to the consumer market. Despite the fact
that the vast majority of purchases will occur in
stationary retail, it is hybrid models of retail
sales (multi-channel, integrated (omni-channel)
that will create the most significant competitive
advantage in the combat for the buyer (Guohe,
2020). The new sales model significantly trans-
forms the loyalty of customers, almost half of
whom (45%) are disloyal to the retailer and do
not seek to make purchases primarily using the
retailer they acquired products last time from.

Researches show (Singh, 2008) that con-
sumers do not wait for sellers to get an offer,
instead they invent multi-channel opportunities
by themselves. Since most retailers have not yet

established effective multi-channel models, con-
sumers decide on their own, using different
channels in the most convenient way. In other
words, the purchasing behavior model in a
multi-channel trade is actually a determinant of
marketing and logistics when organizing multi-
channel sales. In stationary retail, this kind of
causality is not visible.

So, as part of single-channel and multi-
channel supply chains operational and evolu-
tional features® comparative analysis (Table 1,
2), we note the following.

In the period of crisis and the following con-
sumer market destabilization, researchers” vec-
tor turned towards the leveling of the macroeco-
nomic imbalance of consumer market retail sys-
tem, for example in closed retail outlets (shop-
ping malls) (Trishkina, 2017).

As noted by A. 1. Zimina (2016), the reasons
for such opportunities were: increased cost effi-
ciency of supply logistics, as well as the trans-
formation of the rental system in shopping cen-
ters and the transition of competition from the
retail cluster to the real estate retail market. The
aforementioned events are known to generate
additional customer traffic and stabilize sales
during cyclical fluctuations in demand.

Note that the traditional sales system de-
velopment is strongly correlated with the de-
velopment of the consumer market retail and lo-
gistics infrastructure, which are important com-
ponents of the distribution network. In turn, the
institutionalization of this network should be
correlated with the development of demand, re-
tail and a balanced macroeconomic policy im-
plementation.

Table 1

Comparative analysis of sinlge- and multi-channel chains in terms
of their operational features

Cgmparlson Single-channel chains Multi-channel chains
indicator
1 2 3
Definition Refers to the use of one | Refers to the use of more than one channel for
marketing channel to market a | a brands marketing and communication
company's products and
services.
Organizational Is simple to operate in terms of | Requires good organizational infrastructure
complexity tracking inventory, customer | and discipline
service and shipping inventory.
Technological Low High. The chain is more complex, last mile
complexity logistics are diverse. Technological connection
of the mainline logistics platforms — fulfillment
— last mile operations.
Institutional Prevalence of retail chains. | Diverse: from online stores to marketplaces.
structure of trade Mainline transportation and | Multi-link logistics: last mile, fulfillment, order
and logistics links supply of goods to retail | processing, broadband last mile.
outlets.
Role and signify- Average High. Logistics as a driver and a relevant part
cance of logistics of the product and service offer.
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Continuation of Table 1

1 2 3
Logistics and The importance of marketing is | Maintaining the parity of logistics and
marketing increasing marketing in a complex system of omnichannel
interaction in the supply chains. Expanding the marketing
chain functionality while gaining customers’ loyalty.
Logistics as part of a | Logistics is an auxiliary | Logistics is a relevant part of the sales
sales business function and it is not a part of | business model. It provides cost reduction,
model the Dbusiness model. The | which is necessary for the online retail
growth of added value occurs | existence.

in numerous links in a chain.
Has a narrow customer reach
High level of customer loyalty
in offline mode.

Has a wide customer reach

Low level of loyalty to the retailer. The buyer
uses from 3 to 7 channels to search for and
purchase the product.

Even lower. Trade becomes dominant in the
supply chain.

Customer base
Model of consumer
behavior

Parity of bargaining | Low
power in supply

chains

The presence of such components, espe-
cially during a period of intense market growth
and expansion, led to an unjustified increase in

value added in the chain, a significant part of
which was redistributed in favor of the trade
and market infrastructure.

Table 2

Comparative analysis of sinlge- and multi-channel chains

in terms of their developing

features

Comparison indicator

Single-channel chains

Multi-channel chains

Reasons for modern
transformation

The crisis and the contraction in final
demand. The impact of e-Commerce.
Increased competition.

Changing the model of purchasing
behavior.

Market resistance

Low. The margin is unevenly
distributed among many links. During
a crisis, the added value is reduced,
some of the links go out, causing the
destruction of the chain (franchise
networks, etc.).

High. The supply chain is short (direct
sales system). The added value is
optimal. During a crisis, these chains
grow even faster due to price
advantages and optimal cost levels.

Innovations and

Low level of innovations

High level of innovations

technologies

Depth and speed of Low High. Rapid transition from multi-
technological channel to integrated supply chains.
transformation

Economic features of
the market cycle of
development

The growth of the market and final
demand, an increase in value added in
the chain and an asymmetric shift in
its accumulation center to trade.
Increasing currency and market risks
in retail, their translation into the final
price of the product.

Tougher competition, price pressure.
Reduced demand, the need to create a
highly competitive offer and progressive
customer experience.

Links length Long Short

Price level High Low. Provide a lower price level at the
chain output.

Level of added value High Low

Cost-efficiency

Is cost-efficient as it uses one marketing
channel

Is expensive to operate and maintain.

The operation

Minimum cost

Maximum economic effect and value

efficiency criterion proposition.

Dependence on High Low

infrastructure and its

role in the supply

chain

Offline and online Transition from online retail |Initially, a strong impact on stationary

influence

competition to a more efficient multi-
channel-integrated sales model.

retail. An evolutionary shift to a hybrid
multi-channel trading model, and then
omnichannel.

Demand influence

Low

High. Demand creates the formats of

communication access.
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From our point of view, the evolutionary
leap in the development of supply chains and
sales models today requires in-depth research
on the operational logistics of multi-channel
sales. According to I. L. Reshetnikova (2011),
the institutional deformation of the consumer
market supply system is characterized by a di-
alectic of contradictions, which is characterized
by increased antagonism between trade and
production FMCG-companies. We believe that
this theoretical conclusion is less acceptable in
relation to multi-channel trade and the current
stage of supply chains market evolution.

First, the organizational and technological
complexity of multi-channel sales brings to the
fore issues of operational convergence of suppli-
ers and multi-channel trade.

Second, trade is gaining market strength
multiple times. Therefore, previous estimates of
the disparity between the commodity producer’s
and trade operator’s negotiating positions con-
cerning the process of commodity and sales co-
operation require revision. We believe that the
development of online Commerce, international
marketplaces and various trading platforms
create the disposition of even less parity inter-
action between the manufacturer and the
trading company (Danylenko, 2020). When
working with national online stores, domestic
producers may have a stronger strategic posi-
tioning, but this example does not negate the
resulting inference logic.

Third, the overall perception of trade busi-
ness in the supply chain integration theory con-
text changed. Not only is it understood now to
be a focus company as a link that coordinates
sales, but also as an operator providing end-to-
end management of longer and more complex
logistics. These are last-mile logistics, end-user
delivery schemes, channel inventory manage-
ment, connecting mainline and last-mile logis-
tics platforms, fulfillment, and return logistics
(Chukhraj, 2009).

In a multi-channel sales system, the sup-
plier is not able to solve such complex logistics
tasks independently. Moreover, changes in the
logistics tasks of managing the production cycle
occur directly under the influence of the sales
operator that organizes multi-channel sales.

From our perspective, in online retail, sup-
ply chains have a higher level of market sta-
bility, added value is generated by a smaller
number of links, and the main competitive ad-
vantage of such chains is a low exit price, which
eliminates the practice of unjustifiably increas-
ing profits.

A priori, we can assume that the develop-
ment of online trading in the future will solve
the problems of an increased level of added
value in chains. These chains appeared on the
market as a competitive alternative, an organi-
zational counterweight to the traditional sales
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system. Whereas, the driver of their growth was
precisely cost reduction through the develop-
ment of a direct sales system, the elimination of
links and optimization of logistics costs (Tara-
kanov & Makoveiev, 2015).

It can be stated that in the current phase of
development, there is an increase in competitive
tension in the system of commodity supply of
the consumer market, where various sales
channels and supply chains compete. In our
opinion, this forms the specifics of the current
phase of the market evolution of sales (Larina &
Danylenko, 2018).

The comparison results show that multi-
channel chains represent a functionally and or-
ganizationally more advanced type of supply
chains that meet the requirements of the mod-
ern market as much as possible and allow oper-
ators to form an adequate product offer in the
network of relevant sales channels.

Note that in the stationary system of whole-
sale and retail distribution recently, logistics no
longer plays a key role and acts as its support-
ing component. In a more progressive and rap-
idly growing practice of multi-channel sales, lo-
gistics is considered to be a driver of develop-
ment, building new institutional and market
shapes of logistics business, especially in the
service of eCommerce and last-mile logistics
(Burdiak, 2018).

The role and importance of innovations in
the logistics business, which are one of the
basic conditions for development and market
entry, for example, in the field of last-mile logis-
tics, is multiplying. A similar trend, less pro-
nounced in terms of innovation, has spread in
the stationary commodity supply system, where
overproduction of warehouse facilities coexists
with a shortage of real providers who can effec-
tively organize and manage commodity and dis-
tribution logistics (Ryzhikova, 2014; Hirzheva et
al., 2019).

In general, we can summarize that in the
real market practice today is undergoing a
radical transformation of trade, diversification
of sales model which entails a fundamental
change in the consumer market supply system.
In theory, this system is known to shape new
configuration of supply chains, the offline and
online sales components frameworks, and the
commercial and logistics offline ratios.

Conclusion. From the logistics perspective,
such factors as marketing, chain configuration,
commodity operational management level and
information flows, end-to-end management of
the supply chain and inventory in sales chan-
nels, interaction with producers, multi-channel
sales, in fact, represent a new evolutionary
stage in the consumer market supply system
development.

Thus, we can state that there has been a
powerful shift in the consumer market supply
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chains evolution, which brings logistics to a new
level of institutional, operational and techno-
logical development.

This main trend should be reflected in the
structure of modern logistics research, the basic
directions of which should be:

— analysis of conditions and opportuni-
ties for launching cost-effective models of multi-

channel trade services (fulfillment, last mile);

— development of systems for integrating
online stores and logistics services, integration
with delivery services, integration of mainline lo-
gistics platforms and last-mile logistics;

— development of new tools for logistics
management of multi-channel sales, rationing
and inventory accounting.

Airepartypa

1. Mimyxk I. II. dopmyBanHa i (QyHKIIOHyBaHHSI CHUCTEM AOTiCTHKHU IiAIIPHUEMCTB TOPLiBAi : AHC. ...

JOKTOpa eKOoH. HayK : 08.00.04. A., 2017. 665 c.

2. Kpucrodep M., [Tok X. MapkeTuHroBas AOTUCTHKA. M.

: «Texaoaorwmm», 2005. 200 c.

3. Iapuenko H. B. AoricTuuHi ctparerii B TopriBai : MoHorpacis. Kuis : KuiB. Hall. Topr. eKoH. yH-T, 2016.

432 c.

4. Minenko H., Miimyxk I. Po30yzoBa cHCTEMH AOTiCTHKH Cy0’€KTiB TOPTOBEABHOTO ITiAIPHEMHHUITBA Ta ii
CYTHICHO-KpHUTEpiasbHA XapakTepUcTHKA. XKypHan egponeticokoi ekorHomiku. 2019. Tom 18. Ne 1(68). C. 54-80.
5. Keillor B. Marketing in the 21st Century: Interactive and multi-channel marketing. Santa-Barbara :

Green Publishing Group, 2007. 273 c.

6. Roiter N. Single-Channel Vs Multi-Channel Retail: The Natural Evolution of an eCommerce Business.

2019. URL:

https://times.subivi.com/ecommerce-customer-support/single-channel-vs-multi-

channel/?utm_source=WR1 (garta 3BepHenHs: 15.11.2020).
7. Kokoris G. Multi-channel vs. single-channel distribution. Supply Chain Management Review. 2013.

URL: https://www.scmr.com/article/multi_channel_vs._single_channel_distribution (mata 3BepHeHHS
02.10.2020).

8. Chan M. What a multichannel strategy means for your supply chain. 2019. URL:
https:/ /www.unleashedsoftware.com/blog/multichannel-strategy-means-supply-chain (mata 3BepHeHHS

02.10.2020).

9. Guohe Q., Danylenko V. Estimation of active roles of agricultural economic agents in the food
distribution. International Journal of Arts Humanities and Social Sciences Studies. 2020. No 5(3). C. 49-57.
10. Singh S. Sales management: an overview. Delhi : Guru Jambheshwar University of Science & Technology,

2010. 202 c.

11. Tpimkina H. I. MapkeTHHr-AOTiCTHYHI migxXoau OO0 oOCAYrOBYBaHHS CIIOXKUBadiB. CxioHa €spona:
erxoHoMmiKa, 6i3Hec ma ynpaeniHHs. 2017. Bum. 6(11). C. 174-179.

12. 3imina A. I. [IpiopuTeTH PO3BUTKY AOTICTHYHOI aKTHUBHOCTI HAIliOHAABHOI €KOHOMIKH B Cy4acHOMY
6isHec-cepenoBul. bisHec-iH¢popm. 2016. Ne 2. C. 88-95.

13. PemrernikoBa I. A. OCHOBHi ITOAOKEHHSI KOHIIEMI[ii MapKeTHHTY Ha PUHKY AOTICTHYHUX IIOCAYT.

MapremuHe e Ykpaini. 2011. Ne 4. C. 66-69.

14. [HdaumaeHko B. ImenTHikallia XxapakKTepUCTHK KOHKYPEHTHOTO CEpPEeIOBHINA I[IABOBUX PHUHKIB 30yTYy

OPOAYKINI ITiAIIPHUEMCTB-BUPOOHHKIB 3€pHA.
https://doi.org/10.26565/2524-2547-2020-59-04.

CouyianvHa exoHomika. 2020. Ne

59. C. 32-38. DOI:

15. Yyxpaitt H. 1. AorictuyHa minTpuMKa po3poOA€HHS IMPOAYKTOBHUX iHHOBAIIifl Ta BUBEAEHHS IX Ha
puHOK. BicHurx HayionansHozo yHieepcumemy «\vgiscbka noaimexHikar. 2009. Bum. 1. C. 445-452.

16. TapakauoB H. A., MakoBeeB A. II. AorictuyHuii pakTop POPMyBaHHS HOAAHOI BAPTOCTi B CUCTEMI
TOBApHUX PUHKIB. ExoHoMika: peanii uacy. 2015 Ne 2(18). C. 28-34.

17. Aapina T. &., Januaenko B. B. EkoHomika YKpaiHu Kpi3b ONPHU3My iHCTHUTYILiHHOI Teopii cBiTOBOTO
PO3BHUTKY. AKMYyanvbHi npobaemu iHHogayiliHol ekoHomiku. 2018. Ne 4. C. 69-75.

18. Bypaaxk O. M. KaieHTOoOpieHTOBaHa AoricTvKa B IHTepHeT-TOpriBAl. Mapkemure. 2018. Bum. I-11(69-70).

C. 222-228.

19. Prxukora H. I. OcHOBHI HanpsaMu pecpopMyBaHHS PUHKY LyKpy B €C. BicHuk XapKiscbko20 HAUOHAILHO20
MexHIUHOo20 YHIBepcumemy CLibCbioeo 20cnodapcmsa imeHi [lempa Bacunerka. 2014. Ne 150. C. 267-272.

20. TipxkeBa O. M. Ta iH. CydacHuii cTaH Ta TEHIAEHIli MIFALHOCTI MiAIPHUEMCTB MaAoro Oi3Hecy B
XapkiBCEBKilt 0baacTi. BicHuk XapKiscbkozo HAUIOHATbHO20 MEXHIUH020 YHisepcumemy CliibCbko20 20Cno0apcmaa

imeHi [Tempa Bacunexra. 2019. Ne 200. C. 145-156.

21. Chopra S. The Evolution of Omni-Channel Retailing and its Impact on Supply Chains. Transportation
Research Procedia. 2018. Vol. 30. P. 4-13. DOI: https://doi.org/10.1016/j.trpro.2018.09.002.

22. Forman C., Ghose A., Goldfarb A. Competition between local and electronic markets: how the benefit
of buying online depends on where you live. Management Science. 2009. Vol. 55. P. 47-57. DOI:

https://doi.org/10.1287 /mnsc.1080.0932.

23. Neslin S., Shankar V. Key Issues in Multichannel Customer Management: Current Knowledge and

Future Directions. Journal of Interactive
https://doi.org/10.1016/j.intmar.2008.10.005.

Marketing.

2009. Vol. 23. P. 70-81. DOI

75



COILIIAABHA EKOHOMIKA, Bunyck 60, 2020

References

1. Mischuk, I. P. (2017). Formation and functioning of logistics systems of trade enterprises (Ph.D.
Thesis). Lviv University of Trade and Economics, Lviv. (in Ukrainian)

2. Krystofer, M., & Pek, Kh. (2005). Marketing logistics. Moscow: «Tekhnolohyy». (in Russian)

3. I'chenko, N. B. (2005). Logistics strategies in trade. Kyiv: Kyiv. nats. torh. ekon. un-t. (in Ukrainian)

4. Mitsenko, N., & Mishchuk, I. (2019). Development of the logistics system of commercial business
entities and its essential criteria characteristics. Journal of European Economy, 18(1), 54-80. (in Ukrainian)

5. Keillor, B. (2007). Marketing in the 21st Century: Interactive and multi-channel marketing. Santa-
Barbara: Green Publishing Group.

6. Roiter, N. (2019) Single-Channel Vs Multi-Channel Retail: The Natural Evolution of an eCommerce
Business. Retrieved from https://times.subivi.com/ecommerce-customer-support/single-channel-vs-multi-
channel/ /?utm_source=WR1.

7. Kokoris, G. (2013). Multi-channel vs. single-channel distribution. Supply Chain Management Review.
Retrieved from https://www.scmr.com/article/multi_channel vs._single_channel distribution.

8. Chan, M. (2019). What a multichannel strategy means for your supply chain. Retrieved from
https:/ /www.unleashedsoftware.com/blog/multichannel-strategy-means-supply-chain.

9. Guohe, Q., & Danylenko, V. (2020). Estimation of active roles of agricultural economic agents in the
food distribution. International Journal of Arts Humanities and Social Sciences Studies, 5(3), 49-57.

10. Singh, S. (2010). Sales management: an overview. Delhi: Guru Jambheshwar University of Science &
Technology.

11. Trishkina, N. I. (2017). Marketing-logistics approaches to customer service. Skhidna Yevropa:
ekonomika, biznes ta upravlinnia, 6(11), 174-179. (in Ukrainian)

12. Zimina, A. I. (2016). Priorities for the development of logistics activity of the national economy in the
modern business environment. Business Inform, 2, 88-95. (in Ukrainian)

13. Reshetnikova, I. L. (2011). Main provisions of the marketing concept in the logistics services market.
Marketynh v Ukraini, 4, 66-69. (in Ukrainian)

14. Danylenko, V. (2020). Identification of the characteristics of the competitive environment of grain
producers” target markets. Social Economics, 59, 32-38. doi: https://doi.org/10.26565/2524-2547-2020-59-
04. (in Ukrainian)

15. Chukhraj, N. I. (2009). Logistics support for the development of product innovations and their
introduction to the market. Visnyk Natsional'noho universytetu «L'vivs'ka politekhnika», 1, 445-452. (in
Ukrainian)

16. Tarakanov, N. L., & Makoveiev, A. P. (2015). Lohistychnyj faktor formuvannia dodanoi vartosti v
systemi tovarnykh rynkiv. Ekonomika: realii chasu, 2(18), 28-34. (in Ukrainian)

17. Larina, T. F., & Danylenko, V. V. (2018). Ukraine's economy through a prism of the world
development institutional theory. Actual problems of innovative economy, 4, 69-75. (in Ukrainian)

18. Burdiak, O. M. (2018). Customer-oriented logistics in e-commerce. Marketing, FI[[69-70), 222-228. (in
Ukrainian)

19. Ryzhykova, N. I. (2014). Main directions of sugar market reform in the EU. Visnyk Kharkivs'koho
natsional'noho tekhnichnoho universytetu sil's'’koho hospodarstva imeni Petra Vasylenka, 150, 267-272. (in
Ukrainian)

20. Hirzheva, O. M. et. al. (2019). Current state and trends in the activities of small businesses in the
Kharkiv region. Visnyk Kharkivs'koho natsional’noho tekhnichnoho universytetu sil's'’koho hospodarstva imeni
Petra Vasylenka, 200, 145-156. (in Ukrainian)

21. Chopra, S. (2018). The Evolution of Omni-Channel Retailing and its Impact on Supply Chains.
Transportation Research Procedia, 30, 4-13. doi: https://doi.org/10.1016/]j.trpro.2018.09.002.

22. Forman, C., Ghose, A., & Goldfarb, A. (2009). Competition between local and electronic markets: how
the benefit of buying online depends on where you live. Management Science, 55, 47-57. doi:
https://doi.org/10.1287 /mnsc.1080.0932.

23. Neslin, S., & Shankar, V. (2009). Key Issues in Multichannel Customer Management: Current
Knowledge and Future Directions. Journal of Interactive Marketing, 23, 70-81. doi:
https://doi.org/10.1016/j.intmar.2008.10.005.

Crarra Hagifmaa no pegakmii 29.11.2020 p.
Crarta nputinara 21.12.2020 p.

76



