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The article is devoted to the organization of partnerships in the supply channels based on
the network structures of the organization of the activities of enterprises. It is established
that since partnerships are inherently dual relationships between market participants, the
main problem is the formation of such cross-cutting relationships in the supply and
distribution channel. One of the ways to solve this problem is to provide one of the
enterprises included in the channel, which is based on the network structure of the business
organization, with the functions of the enterprise-integrator of this channel. Such functions
are: analysis of the functioning of the supply channel; providing advice to participating
enterprises on balancing their interests and the channel as a whole; the formation of
sustainable partnerships between them. The key role of the integrator of such a channel as
an enterprise, which ensures its stability and adaptation to changing market conditions,
has been determined. The sequence of stages of development of the interaction strategy in
the supply channels based on partnership marketing with the allocation of the integrator-
enterprise is formed. It is emphasized that when forming the channel, it is necessary to
determine not only who will be the integrator-enterprise, but also the rational circle of
participants in the channel to sell target products based on marketing partnerships. Since
the ability of the channel to function sustainably depends on the ability of the enterprise-
integrator to interact directly with other enterprises-participants of the channel, it is proposed
to use the degree of influence of the enterprise on other participants of the channel as the
main criterion for choosing an enterprise-integrator. It is proposed to assess this degree of
influence through the direct or indirect interdependence of the participants in such a
channel. The methodology for selecting an integrator of a supply channel based on the
analysis of direct and indirect connections between enterprises of this channel is justified.
The proposed methodology for selecting an enterprise-integrator was tested on the example
of a supply channel of industrial products for mining engineering enterprises and the
mining industry.
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Statement of the problem

At the beginning of the twenty-first century,
the concept of traditional transactional marketing
as an independent area of research was finally
separated into partnership marketing. The theory of
marketing partnerships arose and was formed by
European economists. It corresponds to the stable
European traditions of the long-term relationship
between the consumer and the producer (supplier)
of goods [1]. At the same time, partnerships are
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inherently dual relationships.

At the same time, the highest form of early
relations between the consumer and the producer
(supplier) of goods is vertically integrated structures
of supply and distribution channels, which have a
single coordination center, which ensures strict
integration of participants in such a channel. At the
same time, the flexibility of the enterprises
participating in the chain is lost.

In recent years, the network structures of the
organization of enterprises have become increasingly
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widespread, which allows them to quickly reorient
to new market segments, participate in several supply
and marketing channels. But such a business
organization complicates the formation of long-term
partnerships between participants in each of these
channels.

Thus, the task of organizing a strategic
partnership in the supply and distribution channel,
which is formed on the basis of network structures,
taking into account the goals of each participant is
an urgent marketing problem.

Analysis of recent research and publications

Partnership marketing is based on the concept
of creating a value chain that was substantiated in
the research of M. Porter and M. Kramer [2]. This
value chain is the basis of the supply and marketing
channel that addresses the needs of the end-user.

F. Kotler’s research [3] of partnership marketing
has shown that the formation of long-term
relationships and the creation of a real consumer
interest in it are very important for building
competitive marketing strategy. Quite simply, the
issue of long-term relations is resolved within the
framework of vertically integrated supply channels,
which is subordinated to the central structure that
coordinates its activities. At the same time, according
to the theories of strategic management of the
enterprise, the main direction of marketing
development is the formation of network structures
[4-6]. In a network organization, the transactional
form of marketing is suitable for functioning in one
or more segments, but it does not involve long-term
relationships. Therefore, the formation of a strategy
for the interaction of such enterprises in the supply
and marketing channels based on marketing
partnerships is promising.

Enterprises that are at different levels of the
channel try to achieve a synergistic effect by
connecting the processes that occur in them with
the processes of other channel participants. This
provides for some coordination within such a
channel. Such coordination cannot be carried out
by some kind of «superstructure,» but requires the
allocation of such a coordinator (integrator) from
the participating enterprises of the supply and
marketing channel that ensures its formation and
long-term sustainable functioning. The same
conclusion is reached in the work of the [7], which
explores the problem of monitoring, forecasting the
development and purposeful formation of dual
marketing relations between enterprises.

The research [8] indicates that the enterprise-
integrator should be an enterprise that is able to
coordinate and focus the activities of all business
entities to the maximum final result. General
recommendations on the choice of the integrator
enterprise are provided, but the ability to assess its
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ability to coordinate the activities of various links
through the supply and sales channel is not described.
Therefore, the problem of justifying the choice of
the enterprise-integrator of the supply and marketing
channel is urgent.

Purpose of the article

The purpose of the article is to develop a
methodological approach to the choice of the
enterprise-integrator of the supply and marketing
channel through the analysis of the interdependence
and relationships of its participants.

Statement of the basic material of the research

Long-term supplier-consumer relationships
require continuous monitoring and the development
of coherent marketing policies to prevent conflicts
of interest and gain mutual benefit from their
relationships. The integrator enterprise in the network
organization of the supply and marketing channel
can be defined as the enterprise-participant of the
channel, which has the greatest degree of influence
on other participants and performs the functions of
environmental research and coordination of all
channel participants to obtain additional benefits.
The implementation of these functions by the
integrator enterprise takes place through the provision
of recommendations to each of the channel
participants.

In practice, the production and delivery of
products to the final consumer is a process involving
groups of enterprises, which usually specializes in
performing specific types of work or services. They
interact with other companies for the production of
the final product, its delivery to the consumer and
subsequent service support. Such interaction can
occur in various marketing forms — from one-time
transactions to close cooperation. The presence of
links with pairwise coordination of enterprises in
different sections of the supply and distribution
channel does not provide an immediate response to
changes in circumstances in the interaction of
individual units of the channel. Under these
conditions, the integrator must ensure the integration
of the physical and marketing channels.

The idea is that the cooperation of the integrator
and other business entities can organize the
functioning of the entire supply and marketing
channel on the basis of flexible partnership marketing,
which will allow:

— define the general perspective and ensure
the sustainability of supplies;

— assess the status and risks of the relationship
throughout the channel;

— achieve system openness for all channel
participants;

— clarify the technical vision of the problems
for the partnership participants;

— increase the flexibility of the partnership;
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The begmning of the process of
creatng the supply channel on the
basis of partnership principles
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Adaptation and trangtormation of parinership

Fig. 1. Stages of strategy planning in supply and marketing
channels based on partnership marketing

— initiate reformatting of the channel to
increase the efficiency of its operation.

Summarizing the above, we can present the
general sequence of interaction strategy development
based on the allocation of the integrator company
in the form of a sequence of stages of strategy
planning in supply and marketing channels based
on marketing partnerships, as shown in Fig. 1.

It should be noted that not always such an
enterprise should be a producer of the final product.
Quite typical is the case where the supply and
distribution channel is an extensive system of
relationships, and the closest interaction with the
end user during the operation of the final product
occurs with a company specializing in the production
of basic components that are critical to the final
product and their service.

Obviously, the higher the influence of an
individual participant on the contractual relationship
in the partnership, the more opportunities company
has to implement the functions of an integrator,
because he has higher economic power in the vertical
partnership than other channel participants.

It should be noted that partnerships are
ultimately based, as a rule, on the economic benefits
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of participants in such partnerships. Such benefits
can be calculated by manufacturers/suppliers/
consumers of products based on an analysis of the
impact of marketing strategies on the internal
environment of the enterprise, as was done, for
example, in [9].

At the first stages of formation, it is necessary
to decide on two main tasks — to determine who
will be an integrator enterprise and a rational circle
of participants in the supply channel based on
marketing partnerships. Since the ability of the
channel to operate sustainably depends on the ability
of the integrator company to interact directly with
other companies participating in the channel, it is
proposed to use the degree of influence of the
enterprise on other participants in the channel as
the main criterion for electing the integrator
enterprise.

In fact, vertical partnership is a coherent chain
of interaction between enterprises. Such interactions
cause dependence of each participant on the elements
on the previous elements for him (supplier of raw
materials, services, etc.) and from the subsequent
(the consumer of his products). This nature of
interaction allows to assess the degree of influence
of an enterprise on a partner by determining the
degree of its dependence on that enterprise.

The degree of dependence, as the main
indicator of the identification of the integrator, is a
complex indicator. It is proposed to calculate the
degree of dependence by assigning points to its
determinants by the method of expert assessment
taking into account the quantitative values of actual
indicators. The main determinants of the degree of
dependence on the previous element is the
differentiation and volumes of raw materials, materials
purchased for production; availability of sub-test
resources; costs of possible supplier changes; level
of supplier concentration; the value of orders for
suppliers; purchase price in relation to total costs;
the impact of resource prices on the cost of goods.
The main determinants of the degree of dependence
on the next element are the concentration of buyers
in comparison with the concentration of competing
companies; volume of purchases by buyers; costs of
buyers to change the supplier; requirements for the
level of product standardization; buyer awareness;
availability of goods-substitutes; the ratio of price
and total procurement; expected consumer benefits.
Each determinant of the degree of dependence on
both the supplier and the consumer is calculated on
a 6-point scale (from 0 - no effect to 5 - very high).
Table 1 shows the indicators of the degree of
dependence on the previous element of the supply
channel chain, which are recommended, and table
2 — the degree of dependence on the next element
of the chain.
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Table 1

Indicators of the degree of dependence on the previous element of the supply chain

Marking

Determinant Name

o

differentiation and volumes of raw materials purchased for production

o, supplier awareness

3

costs of possible supplier changes

Oy number of alternative suppliers

s

the importance of orders for suppliers in the revenue structure

Og

the number of other industries that need the supplier's products

o7

the cost of purchase in relation to the total costs of the enterprise

g

the impact of the price of the specified resource on the cost of goods / services

Table 2

Indicators of the degree of dependence on the next element of the supply chain

Marking

Determinant Name

By concentration of buyers in comparison with concentration of the competing enterprises

B> volume of purchases by buyers

Bs costs of buyers to change the supplier

Ba product standardization requirements

Bs customer awareness

Be

demand elasticity (price/total procurement ratio)

B

expected consumer benefits

Bs availability of goods - substitutes

In determining the degree of dependence of
partners use quantitative values of such indicators as
«costs of possible changes in the supplier», «number
of alternative suppliers», «weight of orders for
suppliers in the structure of its revenues», «<number
of other industries in need of supplier’s products» ,
« the purchase cost in relation to the total costs of
the enterprise «, «the volume of purchases by buyers»,
«the cost of buyers to change suppliers», «elasticity
of demand (the ratio of price and total
procurement)».

The general index of the degree of dependence
of one enterprise on another is calculated as the
arithmetic mean of all its determinants, which is
then normalized to the unit. This degree of
dependence completely determines the degree of
influence of one enterprise on another.

Thus, the assessment of the overall index of
the degree of dependence of the enterprise on the
previous element of the supply chain — d,, is
calculated by the formula:

n
Z Q;
_ =l

d
P 5n

2

where n — is the number of determinants.

This degree of dependence completely
determines the degree of influence of one enterprise
on another.
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Estimation of the general index of degree of
dependence of the enterprise on the following
element of a supply chain — d,, is calculated by the
formula:

where k — this is the number of determinants.

It should be noted that the number and list of
determinants can be changed depending on the
industry in which the enterprise operates, the state
of the external environment and the characteristics
of the products on the supply of which the channel
is based.

In general, the dependence of the j -th
enterprise on the i -th will be indicated (the degree
of influence of the i -th enterprise on the j -th) d,
and the i—th on the j -th — d;;.

Thus, the basic matrix of the direct
interdependence graph of enterprises with zero
elements on the main diagonal is formed:

J°

0 d1,2 dl,N
d,, 0 :

. 0 d(N—l),N
dN,l dN,(N—l) 0
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In addition to direct interdependencies between
the two enterprises, there may be indirect ones —
through other companies that are considered for
participation in the channel. Thus, when the j-th
enterprise does not directly depend on the i-th, but
depends on the k-th, and the k-th enterprise, in
turn, depends on the i-th, then the indirect
dependence of the j-th enterprise on the i-th will be
calculated as dy;;:

d i =d; dy (1)
As d,J1 and dJ1, then dy,J1, dyyJd,,,

It is noted that the numerical value of the
indirect interdependence is always less than the
numerical values of any of the quantities in the right
side of formula (1).

In general, when the path between the vertices
of the graph j and i runs through several vertices (k,
I,..., m), then the interdependence on this path can
be calculated, respectively, as
detmi=dixdye-dp e (2)

In general, there can be several paths between
the vertices of graph i and j, each of which determines
the interdependence between enterprises by the
formula of form (2). Let“s denote the values of
interdependence by these paths as d,;;, where # is
the path number. With known paths between two
vertices by number (Algorithms for finding all paths
between two vertices of a graph are known from
graph theory (see [10])) the definition of influence
between enterprises will be determined by the path
that gives the maximum impact.

Thus, the element of the matrix of the graph
of the complete interdependence of enterprises —
D,;, if there are R paths between the vertices j and i
will be defined as:

Then the matrix of the complete
interdependence of the enterprises included in the
supply and distribution channels will take the form:

0 D1,2 DI,N
D,, 0 :

: 0 D(N—l),N
DN,I DN,(N—I) 0

Since the cumulative degree of dependencies
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fully determines the degree of impact, the impact of
the i-th enterprise — v; can be estimated as:

N N
v,=> D +> D,
j=1 i=1

or, through rationing on a 100 - point scale, through
V.:

i

(3)

Vi

N
ZVJ

j=1

V =

1

-100.

(4)

Obviously, the company that has the greatest
degree of influence, calculated by formulas (3,4),
and should be defined as an integrator company. If
the total degree of influence of an individual
enterprise is close to 100, it is typical for the formation
of a system with rigid vertical integration of the type
of corporation. If the indicator approaches 0, then
the relationship is competitive, or the range of
companies that are planned to be involved in the
channel is too wide, which does not allow to establish
an in-depth partnership, so the partnership is difficult
to implement.

Since the degree of dependence completely
determines the degree of influence, the company
that according to the analysis has the highest total
score (reduced to a 100-point scale) of the degree of
influence on the partners, is selected by the integrator.

Consider this technique on the example of the
supply channel of industrial products for mining and
mining enterprises (see Fig.2). It is a consistent
channel of interaction between suppliers of raw
materials, manufacturers of components for
equipment, manufacturers of equipment,
manufacturers of components and consumables for
the functioning of equipment and mining companies.
Each enterprise is either a previous or next element
of the technological chain, which involves enterprises
of different industries. Data processing was performed
using SPSS software.

To establish the direct degree of dependence
(d;;, d;;) of enterprises in the supply and marketing
channels on the example of enterprises of mining
engineering and mining industry, the method of
expert assessments (Delphi method) was used.
Experts were scientists and industry specialists,
managers of specialized enterprises. The method of
selecting experts for the sample of respondents is
the «snowball» method. Evaluation of the reliability
of the obtained results showed a high degree of
agreement between the opinions of experts, as
evidenced by the concordance coefficient of 0.74.

The results of the study of the degree of direct
interdependence in the general supply channel on
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dependence on the next element d;j

dependence on the previous element dj;

Fig. 2. The relationship of enterprises in the supply and marketing channels: 1 — suppliers of raw materials;

2 — manufacturers of components for the equipment; 3 — equipment manufacturers;

4 — manufacturers of components and consumables; 5 — consumer-enterprises (mining industry)

Table 3
Calculation of the degree of direct interdependence in the common supply channel on the example of mining industries
Channel
(degree of dependence, number of points)
3 3 3 3 3
e 8 e e e
— 2 A “— 2 “— 4 —= £
S s R S s S s S s
2 8 253 2 5 25 25
L5 23 L5 L35 25
s g 2 E s g S E 2 E
= ) = = )
n 0 N n N
1 2 3 4 5
5 | Suppliers of raw - 0 0.4 0.5 0.5 0
£ | materials
]
o
% | Manufacturers of
5]
z components for o 02 0 05 0 0
_ £ | equipment
2 % | manufacturing
s 8
S g :
& & | Equipment o 0.2 0.7 0 0.7 0.6
£ | manufacturers
@ Manufacturers of
%S | components and <« 0.2 0 0.6 0 0.8
& | consumables
&
<) C .
~ | Mining industries o 0 0 0.5 0.9 0

the example of the mining industry and mining
engineering are given below in table. 3.

Now we define the elements of the matrix of
the graph of complete interdependence of enterprises
— D;; and D;; taking into account the set of paths
between the vertices j and i (see table 4).

The analysis revealed that the greatest
dependence in the partnership on the example of
mining engineering and the mining industry is
manifested by the enterprise for the production of
components and consumables. Given that producers
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of mining equipment, mining companies, equipment
manufacturers and suppliers of raw materials and
supplies are usually members of several channels at
the same time where they can be both as an integrator
of the partnership and as a partner without authority
enterprise-integrator, this creates a lack of close
dependence between these partners. However, the
importance and degree of influence of enterprises
that produce consumables and components in the
overall value chain of mining products is growing.
Servicing enterprises with consumables and
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Table 4

Calculation of the degree of complete interdependence in the common supply and marketing channel on the example
of mining industries and mining engineering enterprises

Channel
(degree of dependence, number of points)
2 2 2 2 2
- - - - -
— 4 — 4 = 4 = 4 — 4
° = ° = © s © s © s
Z 5 Z 3 25 25 25
o, o o S, o
3 = = = &
w2 w2 w2 w2 w2
N
1 2 3 y 5 > D,
j=I1
| Suppliers of raw |- _ 0 0.4 0.5 0.5 0.4 1.8
& | materials
o
o
6 | Manufacturers of
5
2 | components for | 0.2 0 0.5 0.35 03 135
_ 5| equipment
2 = | manufacturing
5 5 | Fauipment ™ 0.2 0.7 0 0.7 0.6 22
5 | manufacturers
§ Manufacturers of
5 | components and ‘f 0.2 0.28 0.6 0 0.8 1.88
8 | consumables
5
= | Mining industries | 0.18 0.378 0.5 0.9 0 1.958
N
> D, 0.78 1758 2.1 2.45 2.1 z
i=1
The general degree of
interaction
N N 2.58 3.108 43 4.33 4.058 18.376
v,=> D, +> D,
j=1 i=1
Total impact of
participants (per 100 14.04 16.91 23.40 23.56 22.08 100
points scale)

components is not a profile task for producers of
mining equipment. As a result, the degree of
dependence of partners on service enterprises for
the production of consumable tools and components
is high. Therefore, the formation of vertical
partnerships based on the allocation of the enterprise-
integrator of the service enterprise for the production
of consumable tools is the most rational

The flexible approach to supply chain
management aims to create a flexible structure and
process for serving consumer demand in a changing
market, although in many ways this simply repeats
the methods of any organization that is determined
to respond to customer requirements.

The behavior of complex adaptive systems, such
as deep partnerships, cannot be predicted accurately
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enough. There is no trend towards sustainable
equilibrium, cascades of change constantly interact
with each other and affect competition. External
changes lead to a power-up distribution, according
to which small changes usually lead to minor
consequences, but can also trigger large changes.
The main feature of systems is their ability to self-
organize, adapt to changes and create new structures
and systems during the absence of formal power.
Therefore, managers must ensure the ability of
companies to organize such a partnership with the
allocation of the integrator. The main question is
how capable they are to choose the structures, systems
and management styles that will enable these
organizational abilities to deliver better results and
provide the integrator with the necessary information

151



Kuvaieva T., Reshetilova T.

and authority. The main framework is the concept
of situational analysis, which is to design such
organizational systems that would give the partnership
the maximum opportunity to achieve the highest
level of efficiency («compliance»).

As we can see from the research, one of the
conditions for the effectiveness of the mechanism of
strategic partnership management is to establish the
interdependence of enterprises in the partnership.
Formation of an enterprise interaction strategy based
on the principles of flexible partnership with the
allocation of the integrator enterprise is ensured on
the basis of establishing relationships and determining
proportions between the participants in the
interaction. This requires defining and quantifying
the nature of the internal linkages between enterprise
strategies. Identification of internal relationships of
partnership development is carried out through
situational analysis, which is carried out by the
integrator.

Conclusions

1. The formation of long-term partnerships in
the supply channels requires the selection from the
participants of the channel the integrator-enterprise,
the function of which is to analyze the state of
marketing relations between the participants of the
channel and the compliance of the strategies of each
of the participants in the interaction with the goal
and objectives of the partnership.

2. The formation of a model of partnership
management in the supply channels based on the
allocation of the enterprise-integrator should be
carried out on the basis of the analysis of the complex
of relationships between potential channel
participants.

3. The relationship between enterprises that are
potential participants in the partnership can be
described by a basic graph of direct and inverse
dependencies, the vertices of which are enterprises,
and oriented edges describe the relationships (direct
and inverse) between them. The weight of each edge
is determined by the determinants of the dependence.

4. It is advisable for the enterprise-integrator
to choose the enterprise that has the greatest weight
of all (direct and indirect) connections, which are
calculated on the basis of the graph of direct
dependencies according to the developed
methodological approach.

5. Verification of the method of selection of
the enterprise-integrator on the example of the supply
channel of industrial products for the enterprises of
mining engineering and mining industry confirmed
its correctness.
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OPTAHI3AIIA CTPATEI'TYHOI'O ITAPTHEPCTBA Y
KAHAJII 3BABE3IIEYEHHS TA 3BYTY

Kysaesa T., Pememiaosa T.

Cmamms npuceésueHa NUMAHHAM Opeauizayii napmHepco-
KUx 6iOHOCUH 6 KaHanax 3abe3neuenHs ma 30ymy, w0 3acHOBaHI Ha
Mepedscesi cmpykmypu opearizayii disasHocmi nionpuemcme. Ock-
I1bKU NAPMHePCoKi 6IOHOCUHU 3a CBOEID CYMMIO € OVANHUMU BIOHO-
CUHAMU MidIC YHACHUKAMU DUHKY, BUHUKAE NpoOaemMa hopmyeanHs
MAaKUx HACKPi3HUX GIOHOCUH y KaHani 3abe3nevenns ma 30ymy 6
yinomy. OOHUM 3 HANPAMIG GUpIUeHHS yiei npobiemu € HaAOAHHS
00HOMY 3 NIONPUEMCME, W0 6X00UMb 00 KAHANY, KUl CRUPAEMbCS
Ha mepedicesy cmpyKmypy opeanizauii 6isnecy, QyHKuyit nionpuem-
cmea-inmezpamopa uvoeo kaumany. Jlo makux QyHKuyii exooums
aHaniz QYyHKYioHyeanHs Kanany 3abesneveHHs ma 36ymy ma Ha-
daHHs peKoMeHOauitl niONPUEMCMBAM-YHACHUKAM U000 30a1aHCy-
BaHH5 IXHIX IHMepecig | KaHany 6 yinomy U QopmyeanHo cmiukux
NapmHepcoKux 6IOHOCUH Midc HUMU. Busnaueno karouosy poas inmee-
pamopa mako2o0 Kawmaay sK nionpuemcmea, wo 3abeznevye ioeo
cmiikicms i adanmauiro 0o miHaueux ymoe purxy. Haodauma no-
caidoguicme emanie po3pobku cmpameeii 83aemMo0ii 6 KaHarax 3a-
be3neuenHs ma 30ymy Ha 6a3i mapKemuney NApMHePCbKUX 8i0OHO-
CuH 3 eulineHHAM nionpuemcmea-iHmezpamopa. AKueHmyemaocs,
wo npu hopmyeanHi KaHany HeoOXiOHO BUBHAMUMUCA He MINbKU 3
mum, xmo 6yoe nionpuEMCmMeoM-inmezpamopom, a i payioHaNbHUM
KOAOM YYACHUKI6 Kauany 3abe3neyeHHs ma 30ymy uinb06oi npo-
dykuii Ha 6a3i mapkemuney napmuepcvkux eioHocuH. Ockinbku
30amuicmb Kanaay 00 cmiikoeo QYHKUIOHYBAHHS 3aneicums 8id
Moxcaugocmetl nionpuemcmea-inmeepamopa 6e3nocepednso 83ac-
Modismu 3 IHUUMU RIONPUEMCMBAMU-YHACHUKAMU KAHAAY, Y AKOCI
OCHOBHO20 Kpumepilo 00paHHs nionpuemcmea-inmeepamopa npo-
NOHYEMbCS BUKOPUCIOBY8AMU CMYRIHb 8NAUGY NIONPUEMCMBA HA
[HUWUX Y4ACHUKI6 KaHAAy. 3anponoHo8ano makuii cmyninb enaugy
oyinoeamu uepe3 npsmy abo onocepeoK08any 83acMo3aNeHCHOCHI
YyuacHukie maxoeo kanany. O06rpyHmogano memoouxy udo eubopy
iHmeepamopa Kanany 3abe3neyerHus ma 30ymy Ha nidcmasi aHanizy
npAMUX | ONOCePeOK0BAHUX 38 3Ki6 MIdC NIONPUEMCMEAMU UbO2O
Kauany. 3anponoHosarna memoouxka w000 eubopy nionpuemcmea-
iHmezpamopa Oyna nepesipena Ha npukaadi Kanany 3abe3neueHHs
ma 36ymy npomucao8oi npodykyii 015 nionpuemMcme 2ipHU1020 Ma-
WuUHOOYOY8aHH ma ipHUY0000YBHOI NPOMUCA0BOCMII.

KuwyoBi cioBa: kaHan 3abe3nedyeHHs Ta 30yTy,
MMApTHEPCTBO, B3AEMO3AJIEXHICTh, IHTErPATOP.
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OPTAHUM3AIIUSA CTPATETUYECKOI'O ITAPTHEPCTBA B
KAHAJIE OBECIIEYEHNSA N CBBITA

Kysaesa T., Pewemuaosa T.

Cmambsi noCésUWeHa 6ONPOCAM OP2AHUZAUUU NAPMHEPCKUX
OMHOWeHU 6 KaHarax obecneuenus u cobima, OCHOBAHHbIX HA ce-
MeBbIX CMPYKMYPAx OpeaHu3auuu 0essmeavHoCmuy npeonpusmuil.
Ilockoavky napmuepckue omHOWeHUs RO CEOeU CYMU A6AAHMCs
OYaNbHbIMU OMHOUEHUAMU MeXNCOY YHACMHUKAMU PbIHKA, 603HUKA-
em npobaema PopmMupoBaHus MaKux cK603HbIX OMHOWEHUU 6 Ka-
Hane obecneuenus u cooima 6 yeaom. OOHUM U3 HanpasieHui pe-
weHust 5motl npobaemvl 1645emcsi npedocmasneHue 00HOMY U3 npeo-
NpUsMUIL, 8X00SWUX 6 KAHAA, KOMOPbIL ORUPAemcs HA Cemesyio
CIMPYKMypY Opeanusauuu Ousneca, hYHKYUt npeonpusmus-unmee-
pamopa 3moeo Kauaia. Taxumu @yHKUuAMU S6AAHMCA: AHAAU3
@yHKyuonuposanus Kaunasa obecneyerus u covima; npedocmasine-
HUe DeKOMeHOQUUU NpeonpusmusM-y4acmuuKam OmMHOCUMENbHO
cOaNaHCUPOBAHUS UX UHMEPeCO8 U KAHAAA 8 YeAOM, hopMUPOBaHUe
YCMOUHUBbIX NAPMHEPCKUX omHouleHul mexcdy Humu. Onpedenena
KAKUe8ast POAb UHMeZPamopa mako2o KaHala KaxK npeonpusmus,
Komopoe obecnevusaem e2o yCmouueoCmy u a0anmayuro K MeHs-
fouumes yeaosusm puiika. Copmuposana nocae0o8amenpHoCHs
2manoe pazpabomxu cmpameeuy 63aumMoo0elicmeus @ KaHanax obec-
neyenus u cOvima Ha 6aze MapKkemuHea NapMHEPCKUX OMHOUEHUL]
¢ 8bl0eneHUeM npeonpusmus-unmezpamopa. Axyenmupyemcs, 4mo
npu ghopmuposanuu Kanara Heobxoo0uUMo onpedeasumscs He MoabKo
¢ mem, Kmo Oydem npeonpusmuem-uHmezpamopom, a U payuo-
HAAbHBIM KPY2OM YHACMHUKO8 KaHaAa obecneyeHus u covbima yeie-
60l npodyKkyuu Ha 6ase MapKemuHea NAPMHEPCKUX OMHOULEHUTL.
Tlockoavky cnoco6rocms KaHaaa Kk ycmouuueomy hyHKUUOHUPOBa-
HUIO 3G6UCUT OM 803MONCHOCEH NPeOnpUsSMUsI-UHIMeSPamopa He-
nocpeocmeeHHo 83auUMo0elicmeosams ¢ Opyeumu npeonpusmusmu-
VHACMHUKAMU KAHAAQ, 8 Ka4ecmee 0CHOBH020 Kpumepusi U30panus
npeonpusmuUs-UHmMezpamopa nPpeoadeaemcs UCHoAb306amb CHEneHd
BAUSIHUS npednpusmus Ha dpyeux yuacmuukos kauanra. Ilpedno-
JHCEHO MAKYI0 CMeneHb 6AUSHUS OUEHUBAMY Yepe3 NPIMYI Ul KOC-
BEHHYI0 83AUMO3ABUCUMOCIU Y4ACMHUKO08 makoeo kanaia. 060-
CHOBAHA MemOOUKa No 6bl00pPy UHMESPAmopa KaHaia odecneveHus
U cObIMa Ha OCHOBAHUY AHANU3A NPIMBIX U KOCBEHHBIX CEA3ell MeNCOy
npednpusmuamu 3moeo kauana. Ilpedroxcennas memoouxa no
6b100py npeonpusmus-uHmezpamopa 0viaa nPoeepeHa Ha npumepe
KaHana obecnexeHust u coima NPoMbluAeHHOU NPOdyKuuU ois npeo-
NPUSAMUL 20pHO20 MAWUHOCIPOCHUS. U 20PHOO000bI8ArOel] NPOMbIUL-
JNeHHOCMU.

KnawueBsie ciaoBa: KaHajn obecrnedyeHUs U cOBITA,
MapTHEPCTBO, B3aMMO3aBUCUMOCTh, MHTEIPaTop.
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The article is devoted to the organization of partnerships in
the supply channels based on the network structures of the organization
of the activities of enterprises. It is established that since partnerships
are inherently dual relationships between market participants, the
main problem is the formation of such cross-cutting relationships in
the supply and distribution channel. One of the ways to solve this
problem is to provide one of the enterprises included in the channel,
which is based on the network structure of the business organization,
with the functions of the enterprise-integrator of this channel. Such
functions are: analysis of the functioning of the supply channel;
providing advice to participating enterprises on balancing their interests
and the channel as a whole, the formation of sustainable partnerships
between them. The key role of the integrator of such a channel as an
enterprise, which ensures its stability and adaptation to changing
market conditions, has been determined. The sequence of stages of
development of the interaction strategy in the supply channels based
on partnership marketing with the allocation of the integrator-
enterprise is formed. It is emphasized that when forming the channel,
it is necessary to determine not only who will be the integrator-
enterprise, but also the rational circle of participants in the channel
to sell target products based on marketing partnerships. Since the
ability of the channel to function sustainably depends on the ability
of the enterprise-integrator to interact directly with other enterprises-
participants of the channel, it is proposed to use the degree of influence
of the enterprise on other participants of the channel as the main
criterion for choosing an enterprise-integrator. It is proposed to assess
this degree of influence through the direct or indirect interdependence
of the participants in such a channel. The methodology for selecting
an integrator of a supply channel based on the analysis of direct and
indirect connections between enterprises of this channel is justified.
The proposed methodology for selecting an enterprise-integrator was
tested on the example of a supply channel of industrial products for
mining engineering enterprises and the mining industry.

Keywords: supply and distribution channel, partnership,
interdependence, integrator.
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