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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

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

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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– 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

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.

Fig. 1. Stages of strategy planning in supply and marketing

channels based on partnership marketing
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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 rat io 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 – dp, is
calculated by the formula:

n

i

i 1
pd ,

5n








where n – is the number of determinants.
This degree of dependence completely

determines the degree of influence of one enterprise
on another.

Estimation of the general index of degree of
dependence of the enterprise on the following
element of a supply chain – dn, is calculated by the
formula:

k

i

i 1
nd ,

5k








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) di,j,
and the i—th on the j -th – dj,i.

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

 
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Table  1

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

Table  2

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

Marking Determinant Name 

1 differentiation and volumes of raw materials purchased for production 

2 supplier awareness 

3 costs of possible supplier changes 

4 number of alternative suppliers 

5 the importance of orders for suppliers in the revenue structure  

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

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

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

 

Marking Determinant Name 

1 concentration of buyers in comparison with concentration of the competing enterprises 

2 volume of purchases by buyers 

3 costs of buyers to change the supplier 

4 product standardization requirements 

5 customer awareness 

6 demand elasticity (price/total procurement ratio) 

7 expected consumer benefits 

8 availability of goods - substitutes 
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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 d(k)i,j:

d (k)i , j=d i,kdk, j . (1)

As di,k£1 and dk,j£1, then d(k)i,j£1, d(k)i,j£di,k,
d(k)i,j£dk,j.

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,
l,..., m), then the interdependence on this path can
be calculated, respectively, as

d (k, l,…,m)i, j=d i,kdk, j…dm,j.  (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(#)i,j, 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 –
Di,j, if there are R paths between the vertices j and i
will be defined as:

  i, j r i, j
r 1, ,R

D max d .





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

 

 

1,2 1,N

2,1

N 1 ,N

N,1 N, N 1

0 D D

D 0
.

0 D

D D 0







 

 



Since the cumulative degree of dependencies

fully determines the degree of impact, the impact of
the i-th enterprise – vi can be estimated as:

N N

i j,i i, j

j 1 i 1

v D D
 

     (3)

or, through rationing on a 100 - point scale, through
Vi:

i
i N

j

j 1

v
V 100.

v


 

   (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
(di,j, dj,i) 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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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
– Di,j and Dj,i 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

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

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
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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

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

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
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(degree of dependence, number of points) 
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 Total impact of 

participants (per 100 

points scale) 

14.04 16.91 23.40 23.56 22.08 100 



152 ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2021, ¹ 1(13)

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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Ñòàòòÿ ïðèñâÿ÷åíà ïèòàííÿì îðãàí³çàö³¿ ïàðòíåðñü-
êèõ â³äíîñèí â êàíàëàõ çàáåçïå÷åííÿ òà çáóòó, ùî çàñíîâàí³ íà
ìåðåæåâ³ ñòðóêòóðè îðãàí³çàö³¿ ä³ÿëüíîñò³ ï³äïðèºìñòâ. Îñê-
³ëüêè ïàðòíåðñüê³ â³äíîñèíè çà ñâîºþ ñóòòþ º äóàëüíèìè â³äíî-
ñèíàìè ì³æ ó÷àñíèêàìè ðèíêó, âèíèêàº ïðîáëåìà ôîðìóâàííÿ
òàêèõ íàñêð³çíèõ â³äíîñèí ó êàíàë³ çàáåçïå÷åííÿ òà çáóòó â
ö³ëîìó. Îäíèì ç íàïðÿì³â âèð³øåííÿ ö³º¿ ïðîáëåìè º íàäàííÿ
îäíîìó ç ï³äïðèºìñòâ, ùî âõîäèòü äî êàíàëó, ÿêèé ñïèðàºòüñÿ
íà ìåðåæåâó ñòðóêòóðó îðãàí³çàö³¿ á³çíåñó, ôóíêö³é ï³äïðèºì-
ñòâà-³íòåãðàòîðà öüîãî êàíàëó. Äî òàêèõ ôóíêö³é âõîäèòü
àíàë³ç ôóíêö³îíóâàííÿ êàíàëó çàáåçïå÷åííÿ òà çáóòó òà íà-
äàííÿ ðåêîìåíäàö³é ï³äïðèºìñòâàì-ó÷àñíèêàì ùîäî çáàëàíñó-
âàííÿ ¿õí³õ ³íòåðåñ³â ³ êàíàëó â ö³ëîìó é ôîðìóâàííþ ñò³éêèõ
ïàðòíåðñüêèõ â³äíîñèí ì³æ íèìè. Âèçíà÷åíî êëþ÷îâó ðîëü ³íòåã-
ðàòîðà òàêîãî êàíàëó ÿê ï³äïðèºìñòâà, ùî çàáåçïå÷óº éîãî
ñò³éê³ñòü ³ àäàïòàö³þ äî ì³íëèâèõ óìîâ ðèíêó. Íàäàíà ïî-
ñë³äîâí³ñòü åòàï³â ðîçðîáêè ñòðàòåã³¿ âçàºìîä³¿ â êàíàëàõ çà-
áåçïå÷åííÿ òà çáóòó íà áàç³ ìàðêåòèíãó ïàðòíåðñüêèõ â³äíî-
ñèí ç âèä³ëåííÿì ï³äïðèºìñòâà-³íòåãðàòîðà. Àêöåíòóºòüñÿ,
ùî ïðè ôîðìóâàíí³ êàíàëó íåîáõ³äíî âèçíà÷èòèñÿ íå ò³ëüêè ç
òèì, õòî áóäå ï³äïðèºìñòâîì-³íòåãðàòîðîì, à ³ ðàö³îíàëüíèì
êîëîì ó÷àñíèê³â êàíàëó çàáåçïå÷åííÿ òà çáóòó ö³ëüîâî¿ ïðî-
äóêö³¿ íà áàç³ ìàðêåòèíãó ïàðòíåðñüêèõ â³äíîñèí. Îñê³ëüêè
çäàòí³ñòü êàíàëó äî ñò³éêîãî ôóíêö³îíóâàííÿ çàëåæèòü â³ä
ìîæëèâîñòåé ï³äïðèºìñòâà-³íòåãðàòîðà áåçïîñåðåäíüî âçàº-
ìîä³ÿòè ç ³íøèìè ï³äïðèºìñòâàìè-ó÷àñíèêàìè êàíàëó, ó ÿêîñò³
îñíîâíîãî êðèòåð³þ îáðàííÿ ï³äïðèºìñòâà-³íòåãðàòîðà ïðî-
ïîíóºòüñÿ âèêîðèñòîâóâàòè ñòóï³íü âïëèâó ï³äïðèºìñòâà íà
³íøèõ ó÷àñíèê³â êàíàëó. Çàïðîïîíîâàíî òàêèé ñòóï³íü âïëèâó
îö³íþâàòè ÷åðåç ïðÿìó àáî îïîñåðåäêîâàíó âçàºìîçàëåæíîñò³
ó÷àñíèê³â òàêîãî êàíàëó. Îá´ðóíòîâàíî ìåòîäèêó ùîäî âèáîðó
³íòåãðàòîðà êàíàëó çàáåçïå÷åííÿ òà çáóòó íà ï³äñòàâ³ àíàë³çó
ïðÿìèõ ³ îïîñåðåäêîâàíèõ çâ’ÿçê³â ì³æ ï³äïðèºìñòâàìè öüîãî
êàíàëó. Çàïðîïîíîâàíà ìåòîäèêà ùîäî âèáîðó ï³äïðèºìñòâà-
³íòåãðàòîðà áóëà ïåðåâ³ðåíà íà ïðèêëàä³ êàíàëó çàáåçïå÷åííÿ
òà çáóòó ïðîìèñëîâî¿ ïðîäóêö³¿ äëÿ ï³äïðèºìñòâ ã³ðíè÷îãî ìà-
øèíîáóäóâàííÿ òà ã³ðíè÷îäîáóâíî¿ ïðîìèñëîâîñò³.

Êëþ÷îâ³ ñëîâà: êàíàë çàáåçïå÷åííÿ òà çáóòó,
ïàðòíåðñòâî,  âçàºìîçàëåæí³ñòü, ³íòåãðàòîð.
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Ñòàòüÿ ïîñâÿùåíà âîïðîñàì îðãàíèçàöèè ïàðòíåðñêèõ
îòíîøåíèé â êàíàëàõ îáåñïå÷åíèÿ è ñáûòà, îñíîâàííûõ íà ñå-
òåâûõ ñòðóêòóðàõ îðãàíèçàöèè äåÿòåëüíîñòè ïðåäïðèÿòèé.
Ïîñêîëüêó ïàðòíåðñêèå îòíîøåíèÿ ïî ñâîåé ñóòè ÿâëÿþòñÿ
äóàëüíûìè îòíîøåíèÿìè ìåæäó ó÷àñòíèêàìè ðûíêà, âîçíèêà-
åò ïðîáëåìà ôîðìèðîâàíèÿ òàêèõ ñêâîçíûõ îòíîøåíèé â êà-
íàëå îáåñïå÷åíèÿ è ñáûòà â öåëîì. Îäíèì èç íàïðàâëåíèé ðå-
øåíèÿ ýòîé ïðîáëåìû ÿâëÿåòñÿ ïðåäîñòàâëåíèå îäíîìó èç ïðåä-
ïðèÿòèé, âõîäÿùèõ â êàíàë, êîòîðûé îïèðàåòñÿ íà ñåòåâóþ
ñòðóêòóðó îðãàíèçàöèè áèçíåñà, ôóíêöèé ïðåäïðèÿòèÿ-èíòåã-
ðàòîðà ýòîãî êàíàëà. Òàêèìè ôóíêöèÿìè ÿâëÿþòñÿ: àíàëèç
ôóíêöèîíèðîâàíèÿ êàíàëà îáåñïå÷åíèÿ è ñáûòà; ïðåäîñòàâëå-
íèå ðåêîìåíäàöèé ïðåäïðèÿòèÿì-ó÷àñòíèêàì îòíîñèòåëüíî
ñáàëàíñèðîâàíèÿ èõ èíòåðåñîâ è êàíàëà â öåëîì; ôîðìèðîâàíèå
óñòîé÷èâûõ ïàðòíåðñêèõ îòíîøåíèé ìåæäó íèìè. Îïðåäåëåíà
êëþ÷åâàÿ ðîëü èíòåãðàòîðà òàêîãî êàíàëà êàê ïðåäïðèÿòèÿ,
êîòîðîå îáåñïå÷èâàåò åãî óñòîé÷èâîñòü è àäàïòàöèþ ê ìåíÿ-
þùèìñÿ óñëîâèÿì ðûíêà. Ñôîðìèðîâàíà ïîñëåäîâàòåëüíîñòü
ýòàïîâ ðàçðàáîòêè ñòðàòåãèè âçàèìîäåéñòâèÿ â êàíàëàõ îáåñ-
ïå÷åíèÿ è ñáûòà íà áàçå ìàðêåòèíãà ïàðòíåðñêèõ îòíîøåíèé
ñ âûäåëåíèåì ïðåäïðèÿòèÿ-èíòåãðàòîðà. Àêöåíòèðóåòñÿ, ÷òî
ïðè ôîðìèðîâàíèè êàíàëà íåîáõîäèìî îïðåäåëèòüñÿ íå òîëüêî
ñ òåì, êòî áóäåò ïðåäïðèÿòèåì-èíòåãðàòîðîì, à è ðàöèî-
íàëüíûì êðóãîì ó÷àñòíèêîâ êàíàëà îáåñïå÷åíèÿ è ñáûòà öåëå-
âîé ïðîäóêöèè íà áàçå ìàðêåòèíãà ïàðòíåðñêèõ îòíîøåíèé.
Ïîñêîëüêó ñïîñîáíîñòü êàíàëà ê óñòîé÷èâîìó ôóíêöèîíèðîâà-
íèþ çàâèñèò îò âîçìîæíîñòåé ïðåäïðèÿòèÿ-èíòåãðàòîðà íå-
ïîñðåäñòâåííî âçàèìîäåéñòâîâàòü ñ äðóãèìè ïðåäïðèÿòèÿìè-
ó÷àñòíèêàìè êàíàëà, â êà÷åñòâå îñíîâíîãî êðèòåðèÿ èçáðàíèÿ
ïðåäïðèÿòèÿ-èíòåãðàòîðà ïðåäëàãàåòñÿ èñïîëüçîâàòü ñòåïåíü
âëèÿíèÿ ïðåäïðèÿòèÿ íà äðóãèõ ó÷àñòíèêîâ êàíàëà. Ïðåäëî-
æåíî òàêóþ ñòåïåíü âëèÿíèÿ îöåíèâàòü ÷åðåç ïðÿìóþ èëè êîñ-
âåííóþ âçàèìîçàâèñèìîñòè ó÷àñòíèêîâ òàêîãî êàíàëà. Îáî-
ñíîâàíà ìåòîäèêà ïî âûáîðó èíòåãðàòîðà êàíàëà îáåñïå÷åíèÿ
è ñáûòà íà îñíîâàíèè àíàëèçà ïðÿìûõ è êîñâåííûõ ñâÿçåé ìåæäó
ïðåäïðèÿòèÿìè ýòîãî êàíàëà. Ïðåäëîæåííàÿ ìåòîäèêà ïî
âûáîðó ïðåäïðèÿòèÿ-èíòåãðàòîðà áûëà ïðîâåðåíà íà ïðèìåðå
êàíàëà îáåñïå÷åíèÿ è ñáûòà ïðîìûøëåííîé ïðîäóêöèè äëÿ ïðåä-
ïðèÿòèé ãîðíîãî ìàøèíîñòðîåíèÿ è ãîðíîäîáûâàþùåé ïðîìûø-
ëåííîñòè.

Êëþ÷åâûå ñëîâà: êàíàë îáåñïå÷åíèÿ è ñáûòà,
ïàðòíåðñòâî, âçàèìîçàâèñèìîñòü, èíòåãðàòîð.
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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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