MIHICTEPCTBO OCBITH | HAYKH YKPAIHH
JATIOPI3LKA JEPHABHA [HAEHEPHA AKATEMIA

EKOHOMIYHHWH BICHUK
3ANIOPI3LKOI JEP/KABHOI
IHZKEHEPHOI AKAJIEMII

Bunyer 1 (13) 2018

JATMOPEEAEA
018



FEJARLIANA KOJETA:

[oaonnmi peankTop:
Eopmzemkn (LB, = J0KTOp EKDEOMiMIMX 12YE, Opofecop, Janigymad kKadeanM SEOIOMIKH  MIANHCMITER
Jancqizukoi Jepxasnoi imKENEpnDi AKAAEMIL

Bianomiznawimwii cexperap:
Tpatgonon 8. = @uz03aT EcONDMISNEY RYK, ADUENT E2HEI0H EXCIOAMIEN ManpeescToa 3ancpisukoi Jepasanal
iIEes EpRal 2 AEMIT.

Yrenn perseniingd soneri:

Bopomcons B.IM. = aoxmap fincoodiceex 2ye, npofecon, 3a0igysad Kaheaps SEsIEsenTy oRranilauii Ta ynpags
JimE npoeKTaMu 3aMapLED] JEDEAEID] NIKEETIDT AmIeMil, akagesic Y ipaincueol aKagesdl noEi THHITE NayK.
Mpamuks T.B. = JoxTon exooosisnEx nayx, npodiecap, Janigysad cadesnu SKONasike Ta ynpannims ninponeTpogs
CLREOMT IRYiCHATW0re yuisencuTery mem Onecs Noraapa.

Amiryn Al = JoETOD EXDROMINEHK NAYE, Npatecon, IRMAALIEE 0330y perionansnoi nowiTaen HICT npa Mpeaus
AenTowi ¥Yepalim.

Enaocon AM. = aoxmon exonourims mayk, npodecon sadeapn semsgasenTy Ty TalCLEnrs R IRTLICTD YHileps
comeTy i Tapaca Wlemaenca (u. Crapobimncue).

Makopenko ALlL = zoTon exoEOoMiSIRE BEVE, NROfeToR, REIVEY @peApE oANKy, aNANTy, ANOIATKYRANIE T2
2¥ANTY JanapiiLeD] JeTaaEIn] DEERETIal Aanesil.

Mezunfopuen H.C. = z0kTop exooiouizimy 12y, npofecon xaeaps sxniasiunoi kifepneriod OgecLEDro nadios
NILHDND KOOI IOrD YINBERCHTETY.

Merenenkn oI = joeTop exououizms @yk, npofecop, @aiayey apeaps qinancis, Ganciocueoi CNaE T2 CTps
xysamma Jancpizkoi JepEasnol imKENEpnD aKaIesii

{paoecukn H).B. = zokTop =xanosiunux iy, npodecap, 1ani3ysaq kapeann sizmapoanal examosice JBHT allaus
AMINPOICLED JETHARIA AKAZ=MIA Oy JINNHETOA | ApCITEXTYHN.

Croaara KuC. = zoxT0p sxonasiunHx 2yx, mpodiecap, Jasigyoay capeapn dinaicis T Ma3enonaimns exoiosi S
cHCTEN ENacH=iorD NpHEATIN D YHiBERCHTETY, AkaIemin AKaIesil sxaiasidiHE IRyE Y Kpaiim.

Cewenon AL, = J0KTOR EKONCMIGIEHE 12YE, NPIGETOT, JAMIIVERY KAGEIRH EKONONIKE MIIAPHEMITER, NR0DSETON 3
1Ay Ea00=eaaror il pabore, npexTon hicTHTy Ty exonastike Kaacudnoro npusarioro yIissncHTeTY, BKaIeiE Akl
AEuiT EKDNOMISIEE NayE Y Kpaiim.

Craagimwmuen (L0, = Z06Top EXDRDMIYREE BEYE, NPOGecon, REIYESY KapeapH BoaIosiKe NEAmuocT JoisyLknrn
A DEANLIEAra yHinepoHTery s Bimmua).

Afiayramien AM. = ronosa npamnime AT «Emsproingonss, gocrop, Kasaxcuewli exammmm=im ynineponTer iseni
T. PH:CE'HDII."I.I AcTmi, F‘ecn:.-ﬁmn Kazaxcram).

"r'LlFqu Bimepeid = PR.[. in Economics, STEUME BHETAZS Kafesni 3araunol Teopil BKOIIMIEH GasyaLTeTy nnam,
azwimicToauE i swanouiss lcremyTy sxamosisies naye Bpcanascuearo yisepontery u. Bpousas, Pecrvdnic Moasca)
Moposoe J1.B. = zokTop TERNEINE YK, Npodecop, AMPEKTOR 0Ly imoEuiH Ta meecTHHIE ¥ mewnii i isvei
Tageywa Karapfincusoro (y. Qo MNoauwal.

Crremticea T.C. = aoeTon excnosiziss nayve, npcspecop, npodiecap kxpesme Meneswsenty Y winepcerery Hapxay
Iacmymenni 3igy Pecnyfaicn Kasaxcran, noaecnsi npanisnme ooaimn (. Aasamn, Pecoytnica Kamaxcran).
[Henomnrene K.C. = joemap examastiymsx meyk, npatecon, snpecrap [eEopioMopoLeang nay Kok 30T SHor
IICTHTYTY EXDIICMIEH T2 DNEoSaWii.

[llemer M.C. = zokTop exonostisnmx naye, npohecon, npadecop kaheaps exonoMion Toprian Bizopycuearn Jepaan.
1CTD exaiasrEEara ynissponTery (s Mincex, Pecaytnica Binogyou).

EnexTponmz cToRinka BMaans = wew.esvisny kzdinop.on
EZTIRT IKTOYEN 30 MiEIRAoENoT yKkoseraeaimi Gaon [ndex Copermicos

Brgamm mxognT 30 ol lepenicy spysoeanms faxosis EHIaL,
0 AKHX MOIE}TE MyGAiKyIATHCA PETYILTATH AMcepTadidimns podir
12 3308y TTH IRFEIGME CTYTIEIND SOKTORR | KANIMIATE VKSR
m2 nigcrani Hasazy MOH Yepaine miz || aenns 2006 N B20.

FExDass11 300810 30 AQPYKY T2 AOCIHDENNA HEPHT MDY Inbermet
Buenown pazawe Jancpizuko aepakasnoi IIII:EIIEF!IIDI aEaIENl
[rr.|u'ru:-:|:| e 3 mig 19.03.2018 p.)

Haywanwii appimn
wEkomnoazinmi micine dancnizukoi Jepxasnoi imxenepnol akagesiie
mpercTRoBae MancTepcTacs moTEull Yipaim
(CaigouToon npa aepEasry peccTRaNin ApVKCEMNDrD 3acaby wacoaci aidopuauil
ceqin KB Mg 21933« 1833[TP nig 23.03. 2I]l-5 poKy |

& Pezimyydna macria, 2016
€ Asrups crereil, 2015
IS5N 13]1.93%% & Jamopisca i in, 201K




. EkoHomiMHME BitHKE J2nopidsad] OEn#EEHA] IHMEHEDHD] X208
Bogoroaoe €.H., Mananr (LK.

EEOHOMIKOTTPABOE] ACNEKTH JABEITIEYEHHA ENEKTPOHHHX POIPAXYHEIR

HA TPOMAQCREDMY TRAHCTIOPTL e e e s s s s srnsssrec e scee s D
Jammeen LM,

CYTHICTL TA MEXAHEM 30 iCHEHHA MPOUECY MYETYHOTD A TMIHICTPYRAHHA 29
Eropasa (LM,

CHCTEMHME TIAXIT AKX GCHOBA EGEKTHRHOTD ¥NPALTIHHA IHEEL‘EH].[IHHI.’JBD JUATLHCTHY
TOPTOBRETEHOM MIATMPHEMCTBA ... s PR

Hyror B.B.
HANPAMH POABHTEY TA BIOCKOHANEHHA BIZHECIIAHYBAHHA B YKPATHL ... ... 111

Iboposcera (LML, Mapros B

CEM{EHTYBAHHA POSTPIEGHHX TOPTOBETLHHX MIANPHEMCTE., e 1
Kzepvn B.AL

CHCTEMHMA TIAXID AK METOAQMOTIMHA GCHOBA YTIPABNIHHA MPOEKTHHMH PHIHKAMH 12

Jaznpenka B.B.
AHAM METOIE OLIHEH SIHAHCOROT CTIAKOCT

MIAMPHEMCTEA FOTEIRHOMD FOCTIOTAPCTEA ... s s s s s s v smees sn e o) S8
Maptunoe A.A., Poamucaos 0L

TFHHLIHITH ¥T1 P".I].I[[HHH BATPATAMM HA THHOBALITHHY DIAMLHICTE MANPHEMCTEA, | . L
Oaiitank HAL, Makapenss O0M., Myerparosa KO

IUTAHYBAHHA SEYTY MPOIYELUI MLINPHEMCTEA ¥ CYYACHMX PEATIAX, .. 131%
Corunx (LH)

EXQIOTIZALIA TRAMCIOPTHO NOTICTHEH AK YHHHHE KOHEYPFEHTOCTIFOMOEHOCTI
ABLALIFEHOTO TAMPHEMEITEA || oo scs s sses s seensseenss s enes s ncs o s J 39

Crvneiien B.B.
ANTOPHTM «OPMYBRAHHA METOQCN0OTT AQCTITEEHH A KOHEKY PEHTOCTTROMOEHOCTI
CUIBCEROTOCTIOIAPCLEHX MIATIFHEMCTE, PO . -

Cranincera (LB

SAHELIT ¥TIPARTIHHA NEFCOHATDN HA THANPHEMCTRAX MATIOMD TA CEPEAHLOID BIZHECY.. .. 1%
Croee B,

ABCMETOD AK KOPHCHHE BAKINL YTIPABNIHHA BHTPATAMM MAONPHEMCTEBA, . ..., 153

Tapacorz K.H.
RITHAHME ATEKTPOHHOND PEKFY THHIA HA TIPOUECC HARMA MEPCOHANA ... 1%7

POIBHTOR NPOIYRTHEHHX CH.O
I PETTOHAIBHA ERDHONMIEA

IMvaze [LEB.
BHIHAHEHHA ACUINLHOCTI CTROPEHHA KIACTEPY
ANACYEEKTIE KNACTEPHOT TIOITHEM ... o see e s ses e e nees e e

Jeaenwo .00,
COLUIATEHMA 17000 8K (HCTEYMEHT BHPILEHHE XOHATIKTY
B ERHOMIYHOMY CEPEDDBHLLIL .. ..o et eie e v v ersiein e s smee se v aeamn en vmsnnmeneme ee se e ee sod B

EKOHOMIKA NPHPOIOROPHCTYBAHHH
TAOXOPOHH HABEOIHINHBOIMD CEPEIOBHIN A

Poasmapuna AL, Koaonrai CAL
AHAE POIBHTKY PEKPEALIT TA TYPHEIMY B OQECLKOMY PETIOHL .. 1™

Terekhov Ye. V., Mormul T.M.
ENTSCHEIDUNGSORIENTIERTE ASPEKTE
DER NACHHALTIGEN BODENNLUTZUNG IN DEN TAGEBALUEN e 173

JEMOUPADIH, EROHOMIKA MPALI,
COUATEHA EROHOMIEA 1 IMTOMTHEA

Jdykamaea JLE.
MPOETEMH TA NEPCTIEKTHEHN POABHTEY COUIANLHOMD NIANPHEMHHLTEA B YEPAIHI 17%

ra



. Burryok 1 (13) F 2018

Dashko LAL
THE ESEENCE AND IMPLEMENTATION MECHANISME OF THE PROCESS PUBLIC ADMINISTRATION

Yehorova (0.4,
EYETEM APPROACH AS A BALIE FOR THE EFFECTIVE MANAGEMENT
OF INSVESTMENT ACTIVITY OF TRADE ENTERPRIZE

Lhukov V.V,

DIRECTIONS OF DEVELOPMENT AND PERFECTION OF BUSINESS PLANNING IN UKRAINE . ...

Fhorovs'ka (LM, Markov B.NL

SEGMENTATION RETAIL TRADE ENTERPRISES ...t et e s s e s e

Kavun V. A,

EYSTEM APPROACH AS A METHODOLOGIC AL BASIE FOR MANAGING PROJECT RIZKS
Lazorenko V.V,

ANALYEIR OF METHODE FOR ASSESSING THE FINANCIAL SUSTAINABILITY

OF THE HOTEL EXTERPRISE

Martynoy A.A, Rozmyslov (AL

PRINCIFLES OF MANAGEMENT OF COSTS OF INNOVATIVE ACTIVITY OF THE ENTERPRISE

Oliinyk ML, Makarenko 5.0, Mustratova K.,

PFLANNING OF SALES OF ENTERPRISE PRODUCTS IN MODERN REALITIES. ..o

Sytnyk (LY.
ECOLOGIZATION OF TRANIPORT LOGISTICS AS A FACTOR OF THE COMPETITIVEXNESS

OF AN AVIATION ENTERPRISE e et s e e

Skupeyka V.V,
AN ALGORITHM FOR ELABORATING THE METHODOLOGY OF RESEARCH DEDICATED

TOTHE COMPETITIVENESS OF AGRICULTURAL FIRME e

Stalinska 3.V,
FUNCTIONS OF THE PERSONMEL MANAGEMENT AT THE ENTERPRISES

OF SMALL AND MEDIUM BUSINESS. e e e oo

Stoiev V.1.

ABCMETHOD AS A USEFUL LEVERAGE OF ENTERPRISE COSTS MANAGEMENT . _ ...

Tarasova K.l.
THE INFLUENCE OF ELECTRONIC RECELITING ON THE PROCESS OF STAFF EMPLOYMENT

PRODUCTIVE POWER DEVELOPMENST AND REGIONAL ECONDMY
Gudz" P.V.
DETERMINATION OF THE EXPEDIENCY OF CREATING ACLUSTER
FOR THE SURJECTS OF CLUSTER POLICY,
Felenko (00,
SOCIAL DIALGGGLUE AS AN INSTRUMENT FOR CONFLICT S0OLVING
1% THE ECONOMIC ENVIRONMENT

ECONOMY OF ENVIRONMENTAL MANAGEMENT
AND EXMVIROMNMENTAL DEFENCE

Rozmarinza A.L., Kolontai 5.5,
ANALYEIZ OF THE DEVELOPMENT OF RECREATION AND TOURISM IN THE ODEESAREGION.. ...

Terekhov Ye. V., Mormul T.M.
DECISIONORIENTED ASPECTS OF SUSTAINABLE LAND USE IN THE OPEXCAST MINES

DEMOGRAPHY, LABDR ECONOMICS,
SOCIAL ECONOMICS AND POLITICS
Lukashova L.V.

PROBLEMS AND PROSPECTS OF DEVELOPMENT OF SOCIAL ENTREPRENEURSHIP N UKRAINE.. ..,

Smutchak Z.V.
VISASFREE REGIME AND ITS INFLUENCE ON EXTERNAL MIGRATION
L i O

i

o9

104

1

114

12

124

129

13%

13%

145

150

133

187

i

165

AT

173

179

1RG



Burryck 1 (131 f 2018

s

UDC 658.8:338.984

Miinyk N.M., Candidate of Technical Sciences,

Associate Profiessor, Senior Lecturer at Department

of Economics and Entreprencurship
Kherson Natloral Technical University

Makarenko 5.\, Candidetz of Economic Scicnees,
Senior Lecturer at Department of Management and Administration

Kherzon State University

Mustrarova BL0)., Maswer,
Kherson Natloral Technical University

PLANNING OF SALES OF ENTERPRISE PRODUCTS IN MODERN REALITIES

Oliinvk M5, Makarenka 5.0, Mustratova BLO). Planning of sales of enlerprise products in modern
realities. The article outhines the essence of sales, sales actviry, and sales planting of the company's producs.
The factors infleencing sales plansing of the anerprise are investigated. The formula for caleulating the capac-
ity of the produeet mark et in actual measierentant 18 specified. The most common mistakes when drawing up the
sales plan for the activitdes of domestie enlerprises in modern realities are distinguished. The work considers
the main elements of ensurng the efficient furctioning of the sales sysiem in current aconarmie conditions.

Key words: sales activiry, sales, sales planeing, markeung palicy, markes capacity.

Ouadiiaee HML, Magapenseo OO, Myerparosa KO, Ilaasyedamm HyTY npodyveuil oignpeescrea
¥ CYHACHHY pediink. ¥ CTATTI sMCBITIeHO CYTHICTR 3Ty, 3y ToRoT JIANRHOCTI TA NIAHYERHEA 3WTY Npa-
OykUii nignpiescTss, Joctilmedn GagTop, Wo sNIHBAETE HA IAHYEIHAY 30YTY NPATYELT N1INPHEMETEA.
YrouHeHD SOpMYTY POIRANYHKY MICTROCTI PHHEEY NPOIVELL Y HATYPATEHOMY BHMipl. BHokpewnswo Halng-
LWHPAILLE MOMIETEA NRF Sk1aJaHED IIaHy 38yTY NRpagykill B JIAIRHOCT] BITHHIHAHHX NIANPHEMCTE Y CYYacs
HIX pealiay. PoareHyTo 0CcHOEHL esenTH Jadeinsussia adesTHEHOMD BYHEUIOHYEIHHY CHCTMA 30Ty B
CYUACHIER WMOBIE MOLN0TAPE BAHHA.

Kamsosl ciosa: 3fyTosa JIATLALCTE, 30T NpoIyews, niasyvesHdd 30Ty, 3yTosa NOOITHES, MICTRICTE
PHEEY.

Ouoeinuk H.H., Masapenso CH., Mycrparosa EA. llaanposasme cleiTa npolyeinn npelpu-
HTHE B COBPEMEHH BIY pea 1unX. B cTaTee oTpamesa cyWwHoeTe cfiaTa, cfuTosol J8aTEIEHOCTH H IAHKPO-
BaHHA CRRITE NPOTYEUMA NpeInpiaTad. HecaeIosase SaRTOPR, BOTOPLIE BIHAHT HA LEAHAposaHHe cluTa
NPOIYELHE NP2INPAHETHL. Y ToukeHa HOPMYES PACUETS SMEDCTH PRIHES NPOIVEUHH B HATYRRTLHOM HIMEpes
it Buzetedu sanlones pacnpocTpaseddele owdlcd npe cOCTARISHMA NNaKS cHATA NPOIVKLMH B Teds
TETLHOCTH OTEUSCTESHHEY NPSINRHATHR B COBPEMEHHREIY peaTHaX. MaccMoTpeHsl OCHOBHERE 3IaMEHT ofes
cneeHdd 3hbesTHEROMD Gy HELROHEROSIHAA CHCTEubl CORITA B COBREMBHHEIY YEIDBHAY ROZARACTBOBAH KA.

Kassesiie ciosa? cOpToS34 JRMTEIRHOCTE, COMT NPOIVELHIL, NIaHHpOERHIS cdaiTa, cOTORIE NOIHTH.

K, BMEOCTE pPelHES

Formulation of the problem. The main profile of
the plannzng, organczational and manzgement actvities
of the enterprise, as well as the primary goals and obyece
tives of the current planning. ongenizzton, and manage.
me=nt of produciion determines the production plan. The
production program of the company defines the sinc.
fure ot the ent=rprse, speczlz=ion, and pacs of devel.
opm=nt. [t represents the central section of 1B plan |1,
m. 360]. However, in market conditions, 1t is imposszhle
1o work etficienly without skilfial and precise planning
of sales of the compeny™s prodocts. Fieros competzizon
in the modemn Gusmness world puts companies ahead of
choosing which products nesd to be produced to meet
the needs of consumers and meaximize profits of the
enterprse. For surviving of @ domesbc enterprse, it

15 necessary Eo compebs with foresgn commodity pros
tucers both in their country and abroad, whech 21 thes
slage of business development tn Ukrtine = extremely
complicated. Thereftore, an essential task for Ukramzan
enlerprises s bo improve the old 2nd find new ways to
plan product sales.

Analysis of recent researches and publicativns.
Inierest in the mark=iing of products arises bath in direct
subjects of management and in the =sconom:c science in
general. Problems of product marketing planmng are
widsly covered in the scientsfic [ierature, Foreign scis
enizts such as Gordon J. Bolt [1], Peter Doyle [3], Sally
mbh, Lyndon Simkin, J. Bradley [4] and others have
be=n imveshgaimg thas problem. Among the domestic
scienizsts, the tollowing sci=ntisis are knowne 0. Brukh
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|5], 5. MNesterenko [§], L. Balabenova, Yu. Mitrokhina
[7], @ Kaviysh |B], T. [lchenko [%], 5. Tulchynska [10],
and others.

Selectivn of previously unseltled paris of the gens
eral problem. Despite a large number of works devoted
1o thzs issue, the question of the gualitztve planning of
sal=s of products, control over them becomss more and
mare relevant in modern conditions and regmres 2 thors
ough and detailed analyss.

The purpose of the article is to determine the mazin
feztiures of product marketing planning at enterprises in
madern realities, fo find problems and alternabve ways
1o solve them.

Freseniatiovn of the primary research material
Integration of Ukraine into the world market space
requires the iniroduction of 2 markeling concept nio
the practice of enterprses, which radically changes
approachss o understanding the purpose of 1he achve
ity, tzsks, and methods of implementzbion amd the
me=zns of their achievement. The very philvsophy of
managing sales activities of the enterprise changes
[11, p. 7] In new re=alms, sles activity s one of the
critical positions 21 the enterprise since it s the final
skzg= of i operation, and more precoely, s2les 1o
end users. |1 depends on how seriowusly the enterprise
relaies to this skage [12, p. 7).

Modern authors define the concept of “sales™ m dif-
terent ways. Thux, {). Brukh [3, p. 143] beli=ves that
sale=s of products & a gradual, systematic movement of
manufactored products from manufacturer o consumer
through the appropriate s=t of phased procesmses: the
development of a sirabegy of marketing policy of the
=nt=rprase; definition of basic methods of product pro-
mation; formulation of types and number of channels
of disimbuton channels and channel widih; setting the
inters:ty level of the distmbution channel; defining a
management sysiem for sales channels.

5. Mesterenko formuolated the following definition
of the t=rm: “sales are an integrz] part of the markets
ng aciivity of the enterprse, which conssis of a holis.
1ic proc=ss of bringing the products i the =nd us=r by
using marketing measurss ko study the needs, formmng
and stimulsiing d=mand for the products of the enter-
prise 1o meet the needs of consumers and ohtain profis
16, p. 79].

According 1o L. Balzbamova and Yu. Mitrokina
7, ;. 19, szles represent 2 syslem of el=ments znd
aclioms bo ensune zdequate sales and meet the needs of
CON3UmETs.

Consegquently, the sale should be understord ax a
system of complementary procedures tor the promolzan
of Anzshed products to the markst and the ongenizaton
of payments fior ik

The first stzye in the manage=ment of sales of
enterprse produocts i3 planning. L. Balabanova and
Y. Mitrokhina peants owl that the planmng of sales of
the company s products & a process. of programmeng 1he
future company in the field of sales, taking ko account

thanges in the ext=rnal environment, orientsd to meet
the needs of the targe=t market [s=gment] |7, p. 60).

0. Kavtysh angues that the funcbon of marketing
plamning 15 to delermme the main gozlssresalis of mar
k=tzng policzes for its structural =lements, the ool tor
themr achievement, kzkmg into account the exasting limis
tztions. (Anancizl, resource, personned, =ic. ), threats and
vpportunitie=s, and on this bass — delermination of the
probehility of their achievement, 25 well as the dynams
ics. of key indscators of 1heir implementziion, impact on
oiher signs ot actvity [B, p. 101 ].

T. llchenka |9, p. 57] believes that the sales plan os
essential bo achieve the goals of the overall stratepy of
the enterprise because it is close ko the inlerests of the
end comsumer. This plan should be shaped according to
a specific policy that would reflect the direction of sales
plams tor many years zhead and obeyed the goals of the
strabepy, both general and marketing

Fariors mmfluencing s=les planning of the =nt=rprose
are divided inio three groups: el=ments of the goods, the:
pasitionzng ot the ent=rprse 2nd the market (Table [

Al the same lime, it 15 necessary to take inlo account
some faciors mfluencing changes in the product market,
namely: consumer demand, compebtons” ackwibes, =
Also, the state of the indusiry, prospects for its devels
opment m the domestic and world markets, macmecpe
nomic indicators, price level, financial capabilities of
the emlerprise, and the potential volume of sale=s of prod.
wcls, that =, the capmcity of the marks=1, zr= deiermmed.

The study of demand for goods =nd the znalysis of
marke opportunities. of 1he manofacturer of this prodoct
are closely linked with the study of market ssgmenta.
tion. Because of the market segmentation policy camed
out by the business entity, the most critzcz] marketing
principle — customer orisntzion — 5 embodied in life
[L3, p. BO].

Today there are a large number of models for fores
casting demand for products, but none of them can relis
ably det=rmine the volumes of 2n order onder the infu.
enc= of changes taking place in the political | ecoaomic,
socz] components of the development of the state i
wenera] and a parizcular region | 14, po 436]. Thus, torce
mapeure circwmstznces that may anse m the extemnal
busine=sx environment will not only reduce the volume
vl sales but will radically chang= the bailt demard func.
tion. Owverproduction of products can oot only increase
the costs for the company for its storage and storage but
also lead to an increzse in payables to suppliers of raw
materials, cumrent obligations to pay wages, tp pay mans
oy taxes and fmes bo budyets of all levels, ubilities,
etc., which significantly worsens the level of finencial
stability and competitivensss of 1he enlerprise.

The construction of 2 relizble function of demand for
products and the de=lerm:nation of the potential capac.
ity of the market for prodocts are also complicatsd by
the lack of imformation on the real size of howsehoid
incomes [L5, po 41]. For eliminating these dissdvans
kzges, the capacity of the marketl of prodects i the
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Table |

Fuctors influencing sales planning of enterprise produocts

_l'u'nuu]: of facinrs

Elements

Factors -
af the procuct -
= _indirect benefit to the buyer.

= the difference of prices of this prodoct from the number of competitors for similar products;
irierctamgeahility of goods with other goods;
depencdence an the equipment, which is necessary for the production of this procuct;

Positioning fcioe parinersj;

af the enterprse

= ihe general state of the compary in the market (image is formed, the prestige of the
emierprize from the positian of the enterprise itself and i the apimion of consumers and

= financial resaurces directed 1o sales activity;

= ihe general strocture of the procuct mnge;

= ihe flexibility of the prodisction and marketing program of the entemrize (the ability to
guickchy reprient 1o the production of a new produoct).

= inotal market capaciy;
Market factars

amount af demand for goods];

= iyvpe of market (stable, develaping one, etc.);

= distribution of the exchange between competitors {market sbares af significant competitors);
= b compeditive emvironment of the ecterprize, level of competition in the market, assersment
af the competitiveness of the company™s products;

= ihe elasticity of demand for the price (the icfluence of the price palicy of the company oo the

= some mtermesdiaries in the process of movement of goods fram marmfacturer to cansumer.

Source: formed &y [V, p 38 1)

natural serse 15 expedient to calculzie acconing o the
tarmula:
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where C_ — capacity of the market of prod.
ucts; & — mumber of consumers of procducts, persoms;
L' — consumption per consumer m the bas= pemod
in r=al lemms; G, — rat= of growth of pricss, %; E, -
elastcity of demand for the prce; &, — growth rate
of consumer incomes, Y E; — elasticity of demand for
the consumer income; 4 — availability of goods from
consumers in kind; ¥, - volume of products physically
worn in naiural messurs; ¥, — volume of products more
ally warn tn nabaral me=surs; 4 C —alternative consumps
tuon [consumption of own products, ete.) in real kerms.
World expersence has shown that in the context of the
ECOMNTIC Criss, o ak l=est save pn:ﬁu.. Enierprises seek
1o reduce costs and optimize the number of employees.
But even those who achieved high costscuttng resulls
cannat rely on mazmntaining their posibion in the market
it they do not have marketng tntuzbion and & clear sales
plan. In today™s realibes when drawmg up 2 sal=s plan
tor the actvibes of domestic enterprises, the followmg
st common mistakes can be disEnguished:

— the replacement of the program by the forscast of
sal=s of products. [ is necessary 1o disEnguish behween
these concepts. The plan may include an eslimale bat it
must me=l spacific reguirsments. The program should
condamn a description of the reswlts that the company
zims o achieve. Forecast, in ibs torn, only outlines &
siluzizon thal will consist of one or another probabaliby.
The plan = diffierent from reality; it contains planmed
results amd 2 set of conditions, under which these resulls
can be achieved. The methed inclodes changes that zre
expecied bo be cammied out at the enterprise: 2 collectzon

uf managers, costs for their iraining and advanced trazns
ing, =ic. It alsp speczhies what actions to ke and what
time frame. For example, increase the volume of sales
of the enterprise through the improvement of the sklis
ot workers;

— mstead of 2 sales plan, a production plan 15 being
prepared. When forming & product sal=s plan, smphass
should be plzced more on the marketing component. For
exampie, simulzimg the sal=s of products by adverts.
ing, quality of service, eic.;

— the formation of a sal=s plan for products ased
om imertza that 1x, with the zssumpton that the paos and
praportions achieved =t the time of the devslopment
of the program, will continue in the futur=. Bol 21 the
same bme, it doss ool pay attenbion bo the tact that i
the planned pericd in the markst czn be an entzrely dife
ferent situation. The best soluton is 1o find 2 new way
and solve mew emerging sirategic tasks. For example,
takmng inio account the impact on the company's sales
uf new technologies or the differentiation or upisting of
the product;

— buyers are ireated as a homogensows group. To
tle, cusiomers have 2 ol of Havours, and this has 2 s2ge
nificant influence on making a purchase decision. [1 ts
nescesxary b compile a lisk of client groups and structure
thes= datz, while tzking inlo account the nec=ssity of
the goaoids,, the wolume of procurements of products, =
Also, one should idenbify 2 group of 2ssets that buyers
are willing to buy thrs product. For example, preparing
a special offer for regular cuslomers;

— thelzck of'a retzil plan. When dealing with wholes
salers, businesses usually look ab add:izonal information
about them amd us= i1 to increass slex, while forg=tting
retzil buyers. To aitrac] the alention of retxil costoms
ers to the compamy’s products, one can us=s a syslem
ot thscount cards, g'i:l'l::., tiscounts. Thes= methods are
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us=tul incenbves for product sales. [t is 2lso warth 1ak.
ing mto account ke demand for commedily postons,
considering the trafhc volume 2t the point of purchass,
attendance at the place of trade, o monitor what goods
are sold betler, and o0 on. For example, bo increase sles,

you should place ads on the entry, improve the quality of

sErvice, =hc.;

— the plan does not contain resuls and terms. When
planming sales of products 1o the company should out.
line the resull of actons and wonds, as well as spacify
the persons mnvelved 1m the implementzizon of the plan.
For example, the necessary resull — sales of n=w prod.
ucts, the t=rm — s1x months, actions — work with whole.
sale and retxl buyers, executors — managers, marketers.

T avoid errors and 1o create a bright s2lex plan, the
tollowmg groups of methods are osoally wsed:

— maibematcal (based on the theories of sccurate
sktistics, that ms, plams must be corrected with adjusts
ments o the market condiions, o the nomerical metk
otls include the method of slxling average, etc.);

— research (based on an experl amesment of the
heads ot sales departments];

— operaiipnzl (proceeding from concrebs actions znd
calzulations of results. The zdvantages of tha method
are the understanding ot trends in prodoct sabes).

[t should be noted that none of the methods can gors
antee ]100% spccess, w0 you need to use several means
at a izme. [t will radoce the nsks 2nd acheeve increased
sales. When drawing up a product sales plan, yvou need
o take gradual steps, tzke indo acoount the details
relating 1o the company and the market 23 a whole.
It 13 advisable 1o calculabe indicators tor each brand

and points of sale. Thus, with the =xample of sal=s of

FAT “Pivdenna Vynokumiz™ (“Southern Distillery™)
(DX eshky, Eherson oblast), using forecast extrapolation
me=thods, 1t was found thet in 200 E demand for products
of the company will increzse by mone than 23.4 % At
the same time, using additzonal crberia for ass=ssing
the risk of impleme=ntation of the sazd production 2nd
marketing plan (the Laplace, Wald and Hureiiz cribes
rid), it was tound that during the productzon and sales
of last year's wolume of wine products in the amount

of 10 thousand boitles, the average expacied prodit aill
rexch a maximum and will amownt from B8 thowossnd

UAH up to 04 thousand UAH At the same time, the
plan fior the production and sale of the aforementioned
products, using only methods of forecast =xirpola.
tion, was not properly constructed, could lead to loss=s
in the amount of over 440 thowusend UAH. In the gen.
eral scope of PAT “Soumhern Dostillery” activity, the
number of losses could reach over 44 million UAH. [n
2 pessimisiic scemamop, it again proves the feasshlivy
and justification of using several methods in planning
production znd mark=zng.

Alsp, after drawing up the szles plan for the coms
pany's procucts, it 15 necessary o ersare ts full 1mples
mentation znd 10 introduce permanent control over =ach
component of the detul=d plamning document. 1o case
uf mon-fulfilment of the plan, i1 15 necessary to denbty
the rezsoms and make the zpproprizaie adjpstments.

In general, it s necsssaTy 10 continwously monitor
the effectiveness of implementny the sales plan of the
enlerprise, 1o ke messares aimed 21 improving sales
activities, espectally ioday, when the sfloabon mthe
markel is not stable, there s a high threat of Bankropecy
and sie=p competition from domestic and foreign proe
ducers.

Conclesions from the condected resesrch and
pruspecis of further explorstion in this direction.
In the context of the study held, one c2n conclude that
the first stag= in the management of sales of =nt=rprse
products 15 planning. The faciors influencing the sales
plamning ot the enlerprise products, wiich are divided
inta thres groups: =lements of the product, the positions
ing of the enterprise and the market are revezled. A1 the
same Eme, it is necessary Lo k2ke nio acoount some fic.
tors inHwe=ncing chenges in the produc! market, remely:
consumer demand, compettors” activities, etc. Also, the
stat= of the indusiry, prospecs for s development in the
domestc and world markets, macrosconom:zc mndicas
tors, price lewel, finencial capebolibes of the enterprise,
and poientz] sales volumes are debermoned.

In the courss of the study, the most common mise
tzkes ar= identified tpday when developing & product
sales plan and ways to resolve them are tound. When
planning szlex of products, Ukrainian enlerprises’ econs
ormsts nesd bo avoad the above emmors, espectally paying
atemizon bo the changing market situation.
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Haylonaerozs agiopilyoan YRIgSpoUmey

EKOJONIALIA TPAHCNOPTHOLJONCTHEH AK UHHHHEK
KOHKYPEHTOCNPOMORHOCTI ABIALUTHHOND NIANPHEMCTEA

Curemk (LHD. Exoonnn 3auin TpascnopTaol 100ICTHEH S5 SHHHAE ROHEYPEHTOCHPOMKHOCT] asia-
uinoro nigupueseTad. Y CTATT BHCHITISHG NOEATTE KOHEYPEHTOCAPOMORHOCT] SEAUIRROMS MANAHES -
cTed. BHIHAYEHD CROATHMEH T3 UHHHEKH BOHEYPEHTOCOPOMOEHOCTE MINPHEMCTE asiaiAHoT raTys. 3a-
asasedo ocodnueocT) snbopy KOHEYPEHTHEK CTPATErA asiauifHAMHE NLINpHEMCTEAMH. POIrEEYTD pods
SRDIOr3ANT TRAHCOOPTHLT JOrICTHEE B NLTEELESHHA] BIHEYPEH TOCPOMEEHOCT ABIAUAROID N1INPHEMETES.
Buznausno oeolinHsocT! GopuysaHHE ROHEYPEHTHEL NEPeBar 337188HD BT SRONATTUHOID CETATHHKA.

Kassoei closd: asiauiise NInpHeMeTss, SlonaiHen, exaloriauid, KHEYPEHTHE NBpesara, KOHKYPaHT-
HA CTPETErid, TREHCNOPTHA J0r T HIE.

Crarang (LHL Feoioreaumn TPAHCHGPTHER JoOrHCTHEN KK QAKTOD KOHKYPEH TOCnocokHocTH
ABHAUHOHHOTE NPElupHaTHs. B CTaTke paccuoTpeno NOHATHE KOHEYPEHTOCHOCOBHOCTH ABMALMOHHAMD
NpenpHaTId. Cnpelenesel cOCTARTAHINME W BakrTopel KOHKYPEHTOCNOCOSHOCTH NPSINPHATHR ARHALMOH
HOA OTpacid. YViexdake ocofenHOCTH BuBops BOHEYVPEHTHEY CTPETECMA ABHAUMOHHEIMH NPRINPHATHIMM.
MMoeazaHa poe IRENOTHIAUHN TRAHCOOPTHOR BOrHCTHER B NOSLILSHIEE KIHKYPEHTOCNOCORHOCTH ARHALMOH
HODD NPednpHATHA. Yiddane acofes HocTH DOPMHPOBIHAE ROHEYPEHTHRIX MPLHMYILIACTE B TERHCHMOCTH OT
D IOrHERCEOA COCTARIRRWLER,

Kasestde CO0BAS ARKALMOHHOE NPEINAKRNTHE, SHOTONIMED, 300T0NHIALKE, RIHEYPERTHDS NPLHMYLLE
CTBO, KOHEYPEHTHAN CTRATEM WA, TRAHCIOPTHAS JOMMCTHES.

Syvinvk (LY. Ecalogization of transport logisties as a factor of the competitiveness of an aviation en-
terprise. The aricla deals with the concept of competitivensss of an aviaton enterprise. The components ard
faciors of competitiveress of the aviation indusiey enterprises are determined. The specifics of the choice of
comperilive sirsleged by aviauon enterprised are mdicated. The role of ecologizaton of transport logisiies
incressing the compelilivesess of an aviation enemprise & shown The spacifics of the farmation of competitive
advantages depending on the esvironmeanal component are indicated.

Key wards: aviaton enterprise, biofsel, ecologizsnon, competiive advantage, corpatitive siralegy, Irans-

part logistics.



