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The volatile and turbulent environment requires the ability to timely identify, analyze
and counteract challenges in the field of product distribution, which is the key to
sustainability, competitiveness and successful development of business entities. Effective
distribution not only optimizes distribution processes but also enhances the efficiency of
management decisions, which helps to reduce costs and increase profitability. At the
same time, the lack of clear conceptual approaches to defining the essence of distribution
complicates the integration of its various aspects into a unified management system and
requires a comprehensive understanding of the theoretical foundations for the study of
distribution as an economic category. In order to systematize the existing approaches to
the concept of “product distribution”, a content analysis of definitions presented in the
works of scholars was conducted; based on the structural and logical analysis, the key
components of the content of this concept were allocated; using the methods of comparison
and analogy, common and distinctive features in the interpretation of the essence of
distribution by different researchers were identified; taking into account a thorough
analysis of the advantages and disadvantages of existing approaches to the definition of
product distribution, the author’s vision was substantiated using the methods of induction
and deduction. Thus, the study made it possible to systematize current approaches to
defining distribution in terms of chronology and three-component structure (essence,
content and result of the phenomenon), which served as the basis for the author’s definition.
The authors propose to understand distribution as a complex system that ensures timely
and efficient movement and sale of necessary products to end consumers in accordance
with their needs and demands with a high level of service and realization of economic
interests of participants. Therefore, the proposed definition of the concept of “distribution”
combines the key aspects of the definitions presented in the literature, conceptually
reflects its essence and content with an emphasis on a systematic approach and covers
marketing, logistics and commercial contexts.

Keywords: marketing activity, logistics activity, commercial activity, distribution, selling,
products, sales, concept structure.

Introduction and problem statement
Distribution is an important element of the

operations of modern enterprises, as it directly affects
their economic performance. Moreover, effective
distribution ensures optimal market coverage, timely
delivery of products to customers, and increased

customer satisfaction, which, in turn, helps to increase
revenues and strengthen the company’s competitive
position. Distribution also significantly affects the
company’s market position and brand. Fast and
reliable delivery of products boosts customer loyalty
and satisfaction, which increases repeat purchases and
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positive feedback. This, in turn, helps to expand the
customer base and strengthen long-term relationships
with partners. Efficient distribution also allows
businesses to quickly adapt to changes in demand and
market conditions, minimizing the risks of delivery
delays and warehouse overload. In addition,
optimization of logistics processes helps to reduce
operational costs, which allows companies to maintain
competitive prices and increase margins.

Furthermore, efficient distribution allows
businesses to respond promptly to changes in market
conditions and adapt to new challenges. This becomes
especially important in the context of globalization
and increasing competition, when businesses must
quickly react to changes in demand and adapt their
distribution channels to ensure product availability
throughout different regions.

Product distribution is not only a key element
of economic systems, but also an important aspect for
the effective functioning of modern companies in all
industries. This process ensures the transition of
products from the producer to the end consumer,
covering various channels and tools to do this. The
scientific interpretation of product distribution allows
us to consider it in terms of strategic planning, data
analysis, technological innovation, and market
development [1].

Research in the field of product distribution
facilitates the development of new strategies aimed at
increasing the efficiency and competitiveness of
companies, and the scientific interpretation of product
distribution reflects current trends in production and
consumption, contributing to the sustainable success
of business entities.

Analysis of recent research and publications
Conceptual approaches to understanding

distribution, selecting its participants, formalizing
relations between them and other issues of distribution
management have been actively studied in the works
of both foreign and domestic researchers, among whom
are Krykavskyi Ye., Pererva P., Kovalchuk S.,
Chukhrai N., Zhukov S., Bilovodska O., Falovich V.
and others. For example, in the studies of Chatterji S.,
Chaudhuri R., Vrontis D., Kadic-Maglajlic S. [2],
Dorokhova L., Kuuzik A., Dymytrov R., Pentus K.,
Dorokhov O, Petrova M. [3], Lee K. J., Lee S. [4],
Ristanovic V., Tosovic-Stevanovic A., Maikan S.,
Munthean A. [5], Shubita M. F. [6], Van L., Fan Kh.,
Gong T. [7], Khanfar I., Dalbakh I., Attei A.,
Al-Sheikh M. [8], Takada Kh. [9], McBain J. [10],
Sepekhri M. [11] have confirmed the significant impact
of distribution on the economic indicators of the
enterprise (market share, sales, product demand, etc.),
and also emphasized that with well-established

distribution networks, the indicators of profitability
and sustainability in the market are higher. However,
despite the significant developments, modern changes
in consumer behavior, technological progress and the
emphasis on sustainable development require ongoing
research to understand their influence on the product
distribution, which would take into account the current
challenges for business entities.

The purpose of the article
The purpose of this research is to systematize

scientific perspectives on the interpretation of the
concept of “distribution”, and also to justify the author’s
approach to defining its essence and content which
corresponds to the current realities of business entities’
functioning.

To achieve this purpose, the following tasks were
set:

– to conduct a content analysis of concept
definitions of “distribution” presented in the works of
scholars and to identify the key components of its
content based on structural and logical analysis;

– to identify common and distinctive features
in the interpretation of the essence of distribution by
different researchers using the methods of comparison
and analogy;

– to propose the author’s own approach to
understanding the essence and content of distribution
of products as an economic category, considering a
thorough analysis of the advantages and disadvantages
of existing approaches and the use of induction and
deduction methods.

Main material
In today’s world, product distribution is viewed

as a science of material flow management, which
has become an independent area of economic
science and practice. There are numerous
approaches to the interpretation of this category,
which is due to different content and tasks. Each
area of activity, whether it is marketing, production,
logistics or trade, has its own vision of distribution
that reflects its specifics. This leads to different
interpretations of this concept, which take into
account both economic and managerial aspects,
creating a wide range of approaches and
emphasizing the multifaceted nature and complexity
of this category.

This article systematizes the existing approaches
to understanding the content of product distribution
as an economic category based on the approach of
Starostina A.O., Kravchenko V.A., Nahachevska T.V.
[1]. The results of the author’s systematization are
presented in Table 1. Moreover, it is important to
note that the authors also interpret product distribution
as allocation or dispensation.
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Table 1
Systematization of approaches to understanding the essence and content of product distribution as an economic category

(according to the approach of Starostina A.O., Kravchenko V.A., and Nahachevska T.V. [12])

Author, concept, year, source Essence of the 
phenomenon Content of the phenomenon Result of the 

phenomenon 
1 2 3 4

Apopiy V. et al. ... the promotion of products to
the end consumer with the involvement of 
distributors and dealers on the basis of a 
unified marketing and technological policy 
developed by the supplier, 2008 [13]. 

– 

promotion of products to the end
consumer with the involvement 
of distributors and dealers based 
on a unified marketing and 
technological policy developed 
by the supplier 

– 

Bashuk T. ... structures and means that allow a 
manufacturing enterprise to reach a customer-
consumer, 2007 [14]. 

structures and 
means 

– an opportunity for the 
manufacturing 
company to reach the 
customer-consumer 

Bilovodska O., Domina O. ... a system of 
relations between producers, their suppliers, 
intermediaries and end users for the supply of 
products and services to consumers to 
coordinate and realize the economic interests 
of all participants in this process, 2024 [15]. 

system supply of products and services 
to consumers 

coordination and 
realization of the 
economic interests of 
all participants in the 
supply process 

Bolvinova A. ... comprehensive logistics 
activities, which involves the promotion of 
products from the manufacturer to end 
consumers, organization of product distribution
in the segment, on the territory, organization of
sales, pre-sales and after-sales service, 2021 
[16]. 

comprehensive
logistics 
activity 

promotion of products from the 
manufacturer to end consumers, 
organization of product 
distribution, sales, and service – 

Boniar S., Hrabitchenko K. ... the process of 
promoting products, in which the main aspects 
are the formation of high-quality service and 
effective management of resources to meet the 
needs, 2024 [17]. 

process product promotion creating high-quality 
service and efficient 
resource management 
to meet customer 
needs 

Hayvanovych N. ... a set of interrelated 
functions implemented by subjects of joint 
(partnership, contractual, legally 
institutionalized) activities for the distribution 
and promotion of products (products, works, 
services) from the manufacturer (first 
representative) to the end consumer on the 
basis of integrated strategic and tactical 
management, which allows to ensure optimal 
movement of products, turnover rate of 
working capital and high efficiency of 
commodity exchange processes, marketing and
logistics, 2017 [18]. 

set of functionsdistribution and promotion of 
products from the manufacturer 
(first representative) to the end 
consumer on the basis of 
integrated strategic and tactical 
management 

Ensuring optimal 
movement of 
products, speed of 
working capital 
turnover and high 
efficiency of 
exchange processes, 
marketing and 
logistics 

Huzhel Yu. ... organization of the products 
movement from the producer to the buyer by 
distributing products for sale through the 
distribution network, 2018 [19]. 

organization products movement from the 
producer to the buyer through 
the distribution of products 

Sales through the 
distribution of 
products 

Zhukov S. … the formation of a sales 
management and planning system across 
various distribution channels, bringing the 
supplier closer to the consumer of its products, 
2019 [20]. 

system management and planning of 
sales in various sales channels 

proximity of the 
supplier to the 
consumer 

Klapkiv Yu. ... the process of moving products 
and services from the producer to the end 
consumer, 2018 [21]. 

process the movement of products and 
services from the producer to the
end consumer 

– 
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It should be noted that Table 1 does not provide
an exhaustive list of existing definitions of product
distribution, however, in our opinion, it is sufficient
as it systematically reflects the main approaches to its
understanding, which other scholars describe and
explain in their works [30-35].

Furthermore, it is possible to trace certain changes
in the understanding of this economic category in
chronological terms. Thus, until the first decade of
the 21st century, the essence and content of
distribution was mainly defined as a process

phenomenon of moving or promoting products to
end consumers, however, without a clear understanding
of the distribution result. In the second decade of the
21st century, the emphasis shifted to the management
and value aspects of distribution, their comprehensive
understanding and reflection of both logistics and
marketing guidelines. The systematic nature of the
understanding of distribution is demonstrated by the
works of the third decade of the 21st century, in
which the result of this phenomenon is the alignment
and realization of the economic interests of distribution
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entities, however, some manifestations of this
understanding can be identified in 2010-2020 by such
scholars as V. Lozynsky and I. Mishchuk.

Hence, based on the analysis conducted above,
we will classify the selected approaches to defining
product distribution (Table 2).

Table 2
Classification of the approaches to the definition of “distribution”

Thus, it can be stated that there are many
approaches to explaining the essence of the economic
phenomenon of “distribution” as a “process” –
Krykavskyi Ye., Chukhrai N., Klapkiv Yu.,
Lytvynenko M., Protsenko N., Chorna I.,
Lozynskyi V., Mishchuk I., Boniar S.M,
Hrabitchenko K.; as “activity” – Naydenov I.,
Rozumey S., Nikolayenko I., Falovich V.,
Bolvinova A.O.

Here (Table 3) we will evaluate the existing
approaches to defining the concept of “distribution”
on a scale from 1 to 5 points (1 point – weak
compliance with the criterion; 2 points – partial
compliance; 3 points – average compliance; 4 points
– sufficient compliance; 5 points – high compliance)
by the following criteria: component availability;
definition distribution; theoretical validity; practical
applicability (Table 3).

Thus, the best approaches are those of
Krykavskyi Ye. – 20 points, Bilovodska O., Domina O.
– 19 points, Chukhrai N. and Rozumey S.,
Nikolayenko I. – 18 points, Gajvanovych N.,
Zhukov S., Boniar S. and Hrabitchenko K. – 17 points.

It should be noted that the given definitions of
distribution (Table 1) demonstrate a variety of
approaches and emphases, but overall, they emphasize
that distribution is associated with the movement
(promotion, transportation, delivery) of products to
the consumer, aimed at meeting their needs and
contains a variety of elements such as logistics,
marketing, sales and service.

A more detailed analysis of the approaches of this
definition allows us to draw the following conclusions:

– first, most of the analyzed author’s approaches
focus on that distribution is a process phenomenon of
moving products to customers;

– second, the main participants or distributors
are producers, intermediaries and consumers, while
some authors’ approaches also cover suppliers;

– third, the purpose of distribution is to meet
the needs of consumers through the optimal distribution
of material flow;

– fourth, distribution is based on the effective
allocation of resources, marketing, sales and services
to end customers, as well as the alignment of the
interests among all involved participants.
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Considering these definitions in terms of
marketing, logistics and commercial activities, they
can be divided into the following groups.

First group. Distribution as the marketing activity
perspective. First of all, this approach focuses on the
promotion of products to end consumers based on
their needs. Representatives of this approach include:
Apopiy V. et al.; Bashuk T.; Klapkiv Yu.;
Ramenska S., Sabirova I.; Boniar S., Hrabitchenko K.

Second group. Distribution as the logistics
perspective. This approach primarily focuses on
ensuring the optimal movement of material flows,
taking into account the requirements of customers,

represented by Krykavskyi Ye.; Chukhrai N.;
Huzhel Yu.; Naidenov I.; Rozumey S., Nikolaienko I.;
Bilovodska O., Domina O.; Bolvinova A.;
Hayvanovych N.

Third group. Distribution as the commercial
perspective. This approach primarily focuses on the
sale (realization) of finished products and their effective
distribution. Representatives of this approach are
Zhukov S.; Falovich V.; Lytvynenko M., Protsenko N.,
Chorna I.; Lozynskyi V., Mishchuk I.

Hence, considering the results of the preliminary
analysis, we can develop the author’s approach to defining
distribution as an economic category (Table 4).

Table 3
Assessment of existing approaches to the definition of “distribution”

Table 4
Structure of the concept “distribution”

Thus, we have defined the concept of
“distribution” as a complex system that ensures timely
and efficient movement and sale of necessary products
to end consumers based on their needs and demands
with a high level of service and realization of the
participants’ economic interests.

Consequently, the improved definition integrates
the key aspects of existing approaches to understanding
distribution emphasizing a systemic approach that

covers marketing, logistics, and commercial contexts.
Conclusions
First. As a result of the analysis and

systematization of existing approaches to the definition
of the economic category “distribution” based on the
essence, content and result of the phenomenon, the
following changes in its understanding have been
identified in chronological order: a) until the first
decade of the 21st century, distribution was mainly
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seen as a process phenomenon involving the movement
or promotion of products to end consumers, without
a clear understanding of its result; b) in the second
decade of the 21st century, the focus shifted toward
managerial and value aspects of distribution, with a
more comprehensive understanding reflecting both
logistics and marketing goals; c) in the third decade
of the 21st century, distribution is understood as a
systematic process, with the result being the alignment
and realization of the economic interests of distribution
participants.

Second. Considering the evaluation of existing
approaches to defining the concept of “distribution”
using the following criteria: the presence of
components; the broadness of the definition; theoretical
justification; and practical availability, the authors’
best approaches were identified and it was established
that, generally the distribution is related to the
movement (promotion, transportation, delivery) of
products to consumers, aimed at meeting their needs
and containing various elements such as logistics,
marketing, sales and service. The main participants
or subjects of distribution are producers, intermediaries
and consumers, with some approaches also including
suppliers; the purpose of distribution is to meet the
needs of consumers based on the optimal allocation
of material flow, based on the efficient allocation of
resources, marketing, sales and service to end
consumers, as well as aligning the interests of the
participants involved.

Third. Authors’ approach to the definition of
distribution as a complex system that ensures timely
and efficient movement and sale of necessary products
to consumers according to their needs and requests
with a high level of service and realization of economic
interests of participants is formed. This approach
integrates the key aspects of distribution with a focus
on a systematic approach and covers marketing, logistics
and commercial contexts.

Further research on the issues of distribution
management for business entities should focus on
substantiating appropriate effective measures, that
consider logistics, marketing and commercial
guidelines and realizing the economic interests of
distribution participants.
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ÑÓÒÍ²ÑÒÜ ÒÀ ÇÌ²ÑÒ ÄÈÑÒÐÈÁÓÖ²¯ ÒÎÂÀÐ²Â ßÊ
ÅÊÎÍÎÌ²×ÍÎ¯ ÊÀÒÅÃÎÐ²¯

Â³êòîð³ÿ Áîæêîâà, Ìèõàéëî Á³ëóõà

Ì³íëèâå òà òóðáóëåíòíå ñåðåäîâèùå âèìàãàº çäàò-
íîñò³ ñâîº÷àñíî ³äåíòèô³êóâàòè, àíàë³çóâàòè òà ïðîòèä³-
ÿòè âèêëèêàì ó ñôåð³ äèñòðèáóö³¿ òîâàð³â, ùî º çàïîðóêîþ 
ñò³éêîñò³, êîíêóðåíòîñïðîìîæíîñò³ òà óñï³øíîãî ðîçâèò-
êó ñóá’ºêò³â ãîñïîäàðþâàííÿ. Óñï³øíà äèñòðèáóö³ÿ íå ëèøå 
îïòèì³çóº ïðîöåñè ðîçïîä³ëó, àëå é ï³äâèùóº åôåêòèâí³ñòü 
óïðàâë³íñüêèõ ð³øåíü, ùî ñïðèÿº çìåíøåííþ âèòðàò ³ çá³ëüøåí-
íþ ïðèáóòêîâîñò³. Ïðè öüîìó â³äñóòí³ñòü ÷³òêèõ êîíöåï-
òóàëüíèõ ï³äõîä³â äî âèçíà÷åííÿ ñóòíîñò³ äèñòðèáóö³¿ óñê-
ëàäíþº ³íòåãðàö³þ ð³çíèõ ¿¿ àñïåêò³â â ºäèíó ñèñòåìó óïðàâ-
ë³ííÿ ³ âèìàãàº êîìïëåêñíîãî îñìèñëåííÿ òåîðåòè÷íèõ çàñàä 
äîñë³äæåííÿ äèñòðèáóö³¿ ÿê åêîíîì³÷íî¿ êàòåãîð³¿. Äëÿ ñèñ-
òåìàòèçàö³¿ ³ñíóþ÷èõ ïîãëÿä³â íà ïîíÿòòÿ «äèñòðèáóö³ÿ 
òîâàð³â» áóëî ïðîâåäåíî êîíòåíò-àíàë³ç âèçíà÷åíü, 
íàäàíèõ ó ïðàöÿõ íàóêîâö³â; íà  îñíîâ³  ñòðóêòóðíî-ëîã³÷-
íîãî àíàë³çó âèîêðåìëåíî êëþ÷îâ³ êîìïîíåíòè çì³ñòîâíîãî 
íàïîâíåííÿ äàíîãî ïîíÿòòÿ; çà äîïîìîãîþ ìåòîä³â ïîð³âíÿí-
íÿ òà àíàëîã³é âèÿâëåíî ñï³ëüí³ òà â³äì³íí³ ðèñè ó òëóìà- 
÷åíí³ ñóòíîñò³ äèñòðèáóö³¿ ð³çíèìè äîñë³äíèêàìè; ç óðàõó-
âàííÿì ´ðóíòîâíîãî àíàë³çó ïåðåâàã ³ íåäîë³ê³â íàÿâíèõ ï³äõîä³â 
äî âèçíà÷åííÿ äèñòðèáóö³¿ òîâàð³â îá´ðóíòîâàíî àâòîðñüêå 
áà÷åííÿ ç âèêîðèñòàííÿì ìåòîä³â ³íäóêö³¿ òà äåäóêö³¿. Òàê, 
ïðîâåäåíå äîñë³äæåííÿ äîçâîëèëî ñèñòåìàòèçóâàòè ³ñíóþ÷³ 
ï³äõîäè äî âèçíà÷åííÿ äèñòðèáóö³¿ çà õðîíîëîã³ºþ òà òðè-
êîìïîíåíòíîþ ñòðóêòóðîþ (ñóòü, çì³ñò ³ ðåçóëüòàò ÿâè-
ùà), ùî ñòàëî ï³ä´ðóíòÿì äëÿ ôîðìóëþâàííÿ àâòîðñüêîãî 
âèçíà÷åííÿ. Àâòîðàìè äèñòðèáóö³þ çàïðîïîíîâàíî ðîçóì³òè 
ÿê ñêëàäíó ñèñòåìó, ùî çàáåçïå÷óº â÷àñíå é åôåêòèâíå ïåðå-
ì³ùåííÿ é ïðîäàæ íåîáõ³äíèõ òîâàð³â ê³íöåâèì ñïîæèâà÷àì 
â³äïîâ³äíî äî ¿õ ïîòðåá ³ çàïèò³â ç âèñîêèì ð³âíåì ñåðâ³ñó òà 
ðåàë³çàö³ºþ åêîíîì³÷íèõ ³íòåðåñ³â ó÷àñíèê³â. Òàêèì ÷èíîì, 
çàïðîïîíîâàíå âèçíà÷åííÿ ïîíÿòòÿ «äèñòðèáóö³ÿ» ïîºäíóº 
êëþ÷îâ³ àñïåêòè ïðåäñòàâëåíèõ ó ë³òåðàòóð³ äåô³í³ö³é, êîí-
öåïòóàëüíî â³äîáðàæàº éîãî ñóòí³ñòü ³ çì³ñò ç àêöåíòîì 
íà ñèñòåìíîìó ï³äõîä³ ³ îõîïëþº ìàðêåòèíãîâèé, ëîã³ñòè÷-
íèé ³ êîìåðö³éíèé êîíòåêñòè.

Êëþ÷îâ³ ñëîâà: ìàðêåòèíãîâà ä³ÿëüí³ñòü, ëîã³ñòè÷íà
ä³ÿëüí³ñòü, êîìåðö³éíà ä³ÿëüí³ñòü, äèñòðèáóö³ÿ, ïðîäàæ,
òîâàð, çáóò, ñòðóêòóðà ïîíÿòòÿ.
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The volatile and turbulent environment requires the ability
to timely identify, analyze and counteract challenges in the field of
product distribution, which is the key to sustainability,
competitiveness and successful development of business entities.
Effective distribution not only optimizes distribution processes but
also enhances the efficiency of management decisions, which helps
to reduce costs and increase profitability. At the same time, the
lack of clear conceptual approaches to defining the essence of
distribution complicates the integration of its various aspects into a
unified management system and requires a comprehensive
understanding of the theoretical foundations for the study of
distribution as an economic category. In order to systematize the
existing approaches to the concept of “product distribution”, a
content analysis of definitions presented in the works of scholars
was conducted; based on the structural and logical analysis, the
key components of the content of this concept were allocated;
using the methods of comparison and analogy, common and
distinctive features in the interpretation of the essence of distribution
by different researchers were identified; taking into account a
thorough analysis of the advantages and disadvantages of existing
approaches to the definition of product distribution, the author’s
vision was substantiated using the methods of induction and
deduction. Thus, the study made it possible to systematize current
approaches to defining distribution in terms of chronology and
three-component structure (essence, content and result of the
phenomenon), which served as the basis for the author’s definition.
The authors propose to understand distribution as a complex system
that ensures timely and efficient movement and sale of necessary
products to end consumers in accordance with their needs and
demands with a high level of service and realization of economic
interests of participants. Therefore, the proposed definition of the
concept of “distribution” combines the key aspects of the definitions
presented in the literature, conceptually reflects its essence and
content with an emphasis on a systematic approach and covers
marketing, logistics and commercial contexts.

Keywords: marketing activity, logistics activity, commer-
cial activity, distribution, selling, products, sales, concept struc-
ture.
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