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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.
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products, sales, concept structure.
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Introduction and problem statement customer satisfaction, which, in turn, helps to increase
Distribution is an important element of the revenues and strengthen the company’s competitive
operations of modern enterprises, as it directly affects position. Distribution also significantly affects the
their economic performance. Moreover, effective company’s market position and brand. Fast and
distribution ensures optimal market coverage, timely reliable delivery of products boosts customer loyalty
delivery of products to customers, and increased 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 1., 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.

The Essence and Content of Product Distribution as an Economic Category
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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])

Essence of the) Result of the
Author, concept, year, source phenomenon Content of the phenomenon phenomenon
1 2 3 4
Apopiy V. et d. ... the promotion of products promotion of products to the eng
the end consumer with the involvement of consumer with the involvement
digtributors and dedlers on the basis of a of distributors and desl ers based
unified marketing and technologica policy B on aunified marketing and B
developed by the supplier, 2008 [13]. technological policy developed
by the supplier
Bashuk T. ... structures and meansthat alow a| sructuresand |- an opportunity for the
manufacturing enterprise to reach a customer- | means manufacturing
consumer, 2007 [14]. company to reach the
customer-consumer

Bilovodska O., DominaO. ... asystem of system supply of products and services | coordination and
relations between producers, their suppliers, to consumers redization of the
intermediaries and end users for the supply of economic i nterests of
products and services to consumersto al participantsin the
coordinate and redlize the economic interests supply process
of dl participantsin this process, 2024 [15].
BolvinovaA. ... comprehensive logistics comprehensivg promotion of products fromthe
activities, which involvesthe promotion of | logistics manufacturer to end consumers,
products from the manufacturer to end activity organization of product

consumers, organization of product distributio
in the ssgment, on the territory, organization of
sales, pre-sdes and after-saes service, 2021
[16].

distribution, sales, and service

Boniar S,, Hrabitchenko K. ... the process of
promoting products, in which the main aspecty

process

product promotion

creating high-quaity
service and efficient

are theformation of high-quality service and resource management
effective management of resources to meet thej to meet customer
needs, 2024 [17]. needs
Hayvanovych N. ... aset of interrelated st of functiondistribution and promotion of | Ensuring optimal
functions implemented by subjects of joint products from the manufacturer | movement of
(partnership, contractual, legdly (first representetive) to theend | products, speed of
institutionalized) activities for the distribution consumer on the basis of working capital
and promotion of products (products, works, integrated strategic and tactical | turnover and high
services) from the manufacturer (first management efficiency of
representative) to the end consumer onthe exchange processes,
basis of integrated strategic and tactical marketing and
management, which allows to ensure optimal logistics
movement of products, turnover rate of

working capital and high efficiency of

commodity exchange processes, marketing ang

logidtics, 2017 [18].

Huzhd Yu. ... organization of theproducts  |organization |products movement fromthe | Salesthrough the
movement from the producer to the buyer by producer to the buyer through | distribution of
distributing products for sale through the the distribution of products products
digtribution network, 2018 [19].

Zhukov S. ... the formation of asdes system management and planning of | proximity of the
management and planning system across sdesinvarious sdes channels | supplier to the
various distribution channels, bringing the consumer

supplier closer to the consumer of its products)
2019[20].

Klgpkiv 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 thg

end consumer
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1 2 3 4
Krykavskyi Ye. ...the process and structure that | process and  |movement of products from the |ensuring the
covers the movement of products from the structure producer to the end consumers | availability of the
producer to the end consumers and includes all product for consumers
actions aimed at ensuring the availability of the at the right place and
product for consumers at the right place and time, adjusting the
time. It is a tool for adjusting the supply of supply of products to
products to the demand for them, 2005 [22]. the demand for them
Litvinenko M., Protsenko N., Chorna I. ... a system analysis and action effective sales
complex system that includes analysis and
practical actions aimed at effective sales, 2017
[23].
Lozynsky V., Mishchuk I. ... a complex system an association of a producer of | Product promotion to
economic system that unites a producer of finished products and the end consumer and
finished products and various intermediaries intermediaries who jointly carry | its sale in accordance
who, on a contractual basis (on the basis of a out marketing, commercial and | with the entity's
distribution agreement), jointly carry out logistics activities on a strategy under control
marketing, commercial, logistics activities to contractual basis and in compliance
promote products to the end consumer and sell with the established
them in accordance with the strategy of the conditions, selling
business entity that organizes such a system in prices, and service
compliance with the terms of sale, sales prices, standards
service standards and under its control, 2010
[24].
Naydenov I. ... activities related to the receipt o] activity Receiving products, storing them
products, their storage until the moment of until the order is received and
order receipt, and subsequent delivery to then delivering them to -
customers, 2016 [25]. customers
Ramenska S., Sabirova I. ... the art of creating |art Creating additional value for
additional value of products and services for products and services -
consumers 2011 [26].
Rozumei S., Nikolayenko I. ... activities aimed |activity overcoming spatial, temporal, | meeting customer
at overcoming spatial, temporal, and and quantitative differences in | needs and achieving
quantitative differences in products between the) products between the production|the company's goals in
production and consumption spheres, as well as and consumption spheres, target markets
transferring ownership rights to the products in transfer of ownership rights to
order to satisfy consumer needs and achieve the the products
goals of the enterprise in target markets, 2017
[27].
Falovich V. ... type of activity on wholesale activity wholesale purchase and
purchase and subsequent sale of products in the subsequent sale of products on -
local market, 2017 [28]. the local market
Chukhrai N. ... a set of actions (measures) and |a set of actions|offering product(s) in place and | compliance with
decisions related to the offer of a product (measures) and|time customer requirements
(products) in a place and time that meet the decisions
requirements of customers, 2001 [29].

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

The Essence and Content of Product Distribution as an Economic Category
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entities, however, some manifestations of this

Hence, based on the analysis conducted above,

understanding can be identified in 2010-2020 by such  we will classify the selected approaches to defining

scholars as V. Lozynsky and 1. Mishchuk.

product distribution (Table 2).

Table 2
Classification of the approaches to the definition of “distribution”
Essence of the phenomenon
T | BE g
Ne Author EEEIRLE E B2 5| |Lomsw) Heall
gy w (wE g || gl e [JESCEE | geesense
25 S| = = = & I
# |88 g
1| Apopiy V. etal i
2| Bashuk T + e
3 | Bilovodska O, Domina O. + + +
4| Bolvinova A + i
5 | Bomiar 5, Hrabitchenko K + + e
& | HayvanowvychIN. + + +
7 | Huzhel ¥u. i + +
2 | Zhukov 5. &L Y T
9 | Elapkiv ¥u. + +
10| Ervkawskyi Ye. + + &
11| Litvynenko M., Protsenko N., Choma L + + +
12| Lozynskyi V, Mishchuk I. + + +
13| Naidonow I + 3
14| Eamenska 5., Sabirova I. i .
13| Fozumei 8., Mikolaienko I. + i T
16| Chukhmil. + + i
17| FalovichV £y n
Thus, it can be stated that there are many It should be noted that the given definitions of

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.

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.

Viktoriia Bozhkova, Mykhailo Bilukha
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Table 3
Assessment of existing approaches to the definition of “distribution”
Score, points
Ne Author, year Components | Definition | Theoretical Practical
S RO Total score
presence | prevalence | substantiation | applicability
1 | Apopiy V. etal. 1 4 2 4 11
2 | Bashuk T. 2 2 3 4 11
3 | Bilovodska O., Domina O. 5 5 5 4 19
4 | Bolvinova A. 3 4 &4 3 14
5 | Boniar S., Hrabitchenko K. 5 5 4 3 17
6 | Hayvanovych N. 5 3 4 5 17
7 | Huzhel Yu. 5 3 3 4 15
8 | Zhukov S. 5 4 4 4 17
9 | Klapkiv Yu. 3 4 4 5 16
10 | Krykavskyi Ye. 5 5 5 5 20
11 | Litvinenko M., Protsenko N., Chorna I. 5 3 3 4 15
12 | Lozynskyi V., Mishchuk I. 5 3 4 4 16
13 | Naidonov I. 3 4 3 4 14
14 | Ramenska S., Sabirova I. 3 3 2 3 11
15 | Rozumey S., Nikolayenko I. 5 5 4 4 18
16 | Chukhrai N. 5 4 4 5 18
17 | Falovich V. 3 3 4 4 14

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 1.; 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 1.

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 4

Structure of the concept “distribution”

Concept  |Essence of the phenomenon Content of the phenomenon Result of the phenomenon
timely and efficient movement and sale ; .
y . high level of service and the
——— of necessary products and services to - o ,
Distribution system . realization of the participants
end consumers based on their needs -
economic 1nterests
and demands

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

The Essence and Content of Product Distribution as an Economic Category
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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.

REFERENCES

1. Rozumey, S., Semenenko, K., & Rozputnya, 1. (2014).
Metodychni pidkhody shchodo otsiniuvannia kanaliv rozpodilu
produktsii [Methodological approaches to evaluation of products
distribution channels]. Formuvannia rynkovykh vidnosyn v Ukraini
— Market Relations Development in Ukraine, 11, 169-173. Retrieved
from http://nbuv.gov.ua/UJRN/frvu_2014_11_37 [in Ukrainian].

2. Chatterjee, S., Chaudhuri, R., Vrontis D., & Kadic-
Maglajlic, S. (2023). Adoption of Al integrated partner relationship
management (AI-PRM) in B2B sales channels: Exploratory study.
Industrial Marketing Management, 109, 164-173. DOI: https://
doi.org/10.1016/j.indmarman.2022.12.014_[in English].

3. Dorokhova, L., Kuusik, A., Dimitrov, R., Pentus, K.,
Dorokhov, O., & Petrova, M. (2023). Planning the digital
marketing budget: computer modelling for decision making.
ACCESS: Access to science, business, innovation in the digital
economy, 4(2), 248-260. DOI: https://doi.org/10.46656/
access.2023.4.2(7) [in English].

4. Li, K. J., & Li, X. (2023). Advance Selling in Marketing
Channels. Journal of Marketing Research, 60(2), 371—387.
DOI: https://doi.org/10.1177/00222437221112644 [in English].

5. Ristanovic, V., Tosovic-Stevanovic, A., Maican, S., &
Muntean, A. (2022). Economic overview of the distribution
channels used by Eastern European small farms for their agricultural
products. Agricultural Economics, 68, 299—306. DOI: https://
doi.org/10.17221/168/2022-AGRICECON [in English].

6. Shubita, M. F. (2023). Relationship between marketing
strategy and profitability in industrial firms: Evidence from
Jordan. Innovative Marketing, 19(2), 17-26. DOI: https://doi.org/
10.21511/im.19(2).2023.02 [in English].

7. Wang, L., Fan, H., & Gong, T. (2018). The Consumer
Demand Estimating and Purchasing Strategies Optimizing of
FMCG Retailers Based on Geographic Methods. Sustainability,
10, 1-17. DOI: https://doi.org/10.3390/su10020466_[in English].

8. Khanfar, 1., Dalbah, I., Atteyh, A., & Al-Shaikh, M.
(2023). The Impact of Choosing Distribution Channels Factors
During the Coronavirus Pandemic on the Wholesaler’s Satisfaction.
Studies in Systems, Decision and Control, 216, 65-79.
DOI: https://doi.org/10.1007/978-3-031-10212-7_6 [in English].

9. Takata, H. (2019). Transaction costs and capability factors
in dual or indirect distribution channel selection: An empirical
analysis of Japanese manufacturers. Industrial Marketing
Management, 83, 94-103. DOI: https://doi.org/10.1016/
j.indmarman.2018.11.003 [in English].

10. McBain, J. (25 Apr., 2018). Through-Channel
Marketing Represents The Third Stage For Sales And Marketing
Leaders. Forrester, Retrieved from https://www.forrester.com/
blogs/through-channel-marketing-represents-the-third-stage-for-
sales-and-marketing-leaders/ [in English].

11. Sepehri, M. (2011). Cost and inventory benefits of
cooperation in multi-period and multi-product supply. Scientia
Iranica, 18(3), 731-741. DOI: https://doi.org/10.1016/
j-scient.2011.05.020 [in English].

Viktoriia Bozhkova, Mykhailo Bilukha



ISSN 2415-3974. Exonomiunuil gichuk Jlepicagnoeo euuj0e0 Hag4aibHo2o 3axkaady 13
“Ykpaincovkuti depyucasruil Ximiko-mexuHonoeiunuil ynisepcumem”, 2024, Ne 2, C. 6-17

12. Starostina, A., Kravchenko, V., & Nahachevska T.
(2019). 7 skhodynok pidhotovky uspishnoi dysertatsii [7 steps to
preparing a successful dissertation]. Kyiv: NVP Interservis
[in Ukrainian].

13. Apopiy, V. (Eds.). (2008). Komertsiina diialnist
[Commercial activity]. Kyiv: Znannia [in Ukrainian].

14. Bashuk, T. (2007). Analiz potentsialu zbutovoho
lantsiuha cherez podil funktsii dystrybutsii na riznykh rivniakh
merezhi [Analysis of the potential of the supply chain through
the division of distribution functions at different levels of the
network]. Mekhanizm rehuliuvannia ekonomiky — Mechanism of
Economic Regulation, 4, 151-154 [in Ukrainian].

15. Bilovodska O., & Domina O. (2024). Stratehiia
rozpodilennia i zbutu [ Distribution and sales strategy]. Marketynh.
Svitovyi dosvid ta ukrainskyi vymir — Marketing. World experience
and the Ukrainian dimension. A.O. Starostina (Ed.). Kyiv: Lira-
K [in Ukrainian].

16. Bolvinova, A. (2021) Sutnist dystrybutsiinoi polityky
pidpryiemstva [The essence of the distribution policy of the
enterprise]. Proceedings from STRFIPU’2021: IV Mizhnarodna
naukovo-praktychna konferentsiia «Suchasni tendentsii rozvytku
finansovykh ta innovatsiino-investytsiinykh protsesiv v Ukraini» -
The Fourth International Scientific and Practical Conference
«Modern trends in the development of financial and innovation-
investment processes in Ukraine» (pp. 40-41). Retrieved from
https://conferences.vntu.edu.ua/public/files/fiip/zbirn2021.pdf [in
Ukrainian].

17. Boniar, S., & Hrabitchenko, K. (2024). Dystrybutsiia
tovariv yak kliuchova haluz rynkovoi infrastruktury: faktory,
funktsii ta etapy yii orhanizatsii [Goods distribution as a key
branch of the market infrastructure: factors, functions and stages
of its organization|. Naukovi innovatsii ta peredovi tekhnolohii.
Seriia Upravlinnia ta administruvannia. Seriia Pravo. Seriia
Ekonomika. Seriia Psykholohiia. Seriia Pedahohika — Scientific
innovations and advanced technologies. Management and
administration series. Law series. Economy series. Psychology series.
Series Pedagogy, 6 (34), 352-360. Retrieved from http://
perspectives.pp.ua/index.php/nauka/article/view/12186,/12247
[in Ukrainian].

18. Hayvanovych, N. (2017). Systema dystrybutsii: sutnist,
struktura ta vydy formalizatsii vidnosyn [Distribution system:
essence, structure and types of relations formalization].
Pidpryiemnytstvo i torhivlia — Entrepreneurship and trade, 21,
106-110. Retrieved from http://journals-lute.lviv.ua/journal/
21 2017/21.pdf [in Ukrainian].

19. Huzhel, Yu. (2018). Marketynhovi posluhy: niuansy
obliku [Marketing services: nuances of accounting]. Balans.
Praktychne kerivnytstvo — Balance. Practical guidance, 16, 77-
81. Retrieved from https://balance.ua/files/global/2018-PR-16-
p77-81-UA.pdf [in Ukrainian].

20. Zhukov, S. (2019).
kanaliv rozpodilu z elementamy marketynh-miksu [Distribution

Dystrybutsiia ta koordynatsiia

and coordination of distribution channels with marketing mix
elements|. Naukovi pratsi Donetskoho natsionalnoho tekhnichnoho

universytetu. Seriia: ekonomichna — Scientific works of the Donetsk
National Technical University. Series: Economic, 2 (21), 48-56
[in Ukrainian].

21. Klapkiv, Yu. (2018). Mobilni dodatky v onlain
dystrybutsii strakhovykh posluh [Mobile applications in the online
distribution of insurance services|. Naukovi pratsi : nauk. zhurn.
Chornom. nats. un-t im. Petra Mohyly (Ekonomika) —
Black Sea National University named after Peter Mohyla
(Economics), 290 (302), 42-47 [in Ukrainian].

22. Krykavskyi, Ye. (2005). Lohistychne upravlinnia
[Logistic Management]. Lviv. NU Lvivska politekhnika [in
Ukrainian].

23. Litvynenko, M., Protsenko, N., & Chorna 1. (2017).
Innovatsiinyi pidkhid do dystrybutsii kondyterskykh novynok
[Innovative approach to confectionery novelties distribution].
Proceedings from RSSE’2017: IX Mizhnarodna naukovo-
praktychna konferentsiia «Rehionalna, haluzeva ta subiektyvna
ekonomika Ukrainy na shliakhu do yevrointehratsii» - The Nineth
International Scientific and Practical Conference «Regional, sectoral
and subject economy of Ukraine on the way to European
integration». Kharkiv: KhNUBA. Retrieved from https://
repository.kpi.kharkov.ua/entities/publication/3d7ad58c-ae21-
4dc8-8270-39d4b1£5931b/full [in Ukrainian].

24. Lozynskyi, V., & Mishchuk, I. (2010). Formuvannia
suchasnykh system dystrybutsii tovariv: problemy teorii i praktyky
[Formation of modern systems for goods’ distribution: problems
of theory and practice]. Lohistyka — Logistics, 690, 95—103.
Retrieved from https://ena.lpnu.ua:8443/server/api/core/
bitstreams/45371d4d-1cf0-4537-8f44-1cef68e3c508/content
[in Ukrainian].

25. Naydonov, I. (2016). Shliakhy vykorystannia
mozhlyvostei holosovoho upravlinnia dlia optymizatsii protsesiv
dystrybutsii [The problem of voice interaction in distribution
management tasks|. Visnyk Cherkaskoho derzhavnoho
tekhnolohichnoho universytetu. Seriia: Tekhnichni nauky — Bulletin
of Cherkasy State Technological University, 3, 63-71. Retrieved
from http://surl.li/tkyjka [in Ukrainian].

26. Ramenska, S., & Sabirova, 1. (2011). Vertykalna
intehratsiia v rozvytku ukrainskoho rynku dystrybutsii [Vertical
integration in the development of the Ukrainian distribution
market]. Visnyk Khmelnytskoho natsionalnoho universytetu.
Ekonomichni nauky — Herald of Khmelnytskyi National University.
Economic sciences, 1 (171), 206-209. Retrieved from http://
lib.khnu.km.ua/pdf/visnyk_tup/2011/(171)2011-1-
e.pdfttpage=206 [in Ukrainian].

27. Rozumei, S., & Nikolaienko I. (2017). Metodychni
aspekty formuvannia system rozpodilu produktsii v zbutovii
systemi pidpryiemstva [Methodical aspects of formation of
distribution systems in the enterprise supply system]. Problemy
systemnoho pidkhodu v ekonomitsi — Problems of systemic
approach in the economy, 5 (61), 125-130. Retrieved from http:/
/psae-jrnl.nau.in.ua/journal/5_61_2017_ukr/19.pdf [in Ukrainian].

28. Falovich, V. (2017). Strukturuvannia lantsiuha postavok
u konteksti identyfikatsii dzherel formuvannia emerdzhentnykh

The Essence and Content of Product Distribution as an Economic Category



14

ISSN 2415-3974. Exonomiunuil eicnux Jlepicasnoeo euuj0e0 Hag4anbHo2o 3aKaaiy

“Ykpaincokutl depiucasnuil Ximiko-mexnonoeivnuil ynieepcumem ”, 2024, Ne 2, C. 6-17

vlastyvostei [Structuring of the supply chain identification in the
context sources of emergent properties|. Visnyk Natsionalnoho
universytetu Lvivska politekhnika. Seriia: Lohistyka — Bulletin of
the Lviv Polytechnic, Logistics series, 863, 213-233. Retrieved
from https://ena.lpnu.ua/collections/319¢9ae5-8669-4d29-82b9-
8f9b284e063f?spc.page=2 [in Ukrainian].

29. Chukhrai, N., & Patora, R. (2011). Innovatsii ta
lohistyka tovariv [Innovations and logistics of goods]. Lviv : NU
Lvivska politekhnika [in Ukrainian].

30. Dybchuk, L., & Pchelianska, H.
Marketynhovoho-lohistychna model

(2019).
dystrybutsii na
prodovolchomu rynku [Marketing and Logistics Model of
Distribution in the Food Market]. Problemy ekonomiky — The
Problems of Economy, 3 (41), 54-60. Retrieved from https://
www.problecon.com/export_pdf/problems-of-economy-2019-
3_0-pages-54_60.pdf [in Ukrainian].

31. Steblak, D., & Bakhtyn I. (2023). Upravlinnia
dystrybiutorskoiu diialnistiu pidpryiemstva v mizhnarodnomu
biznesi [Management of the company’s distribution activities in
international business|. Naukovyi visnyk Uzhhorodskoho
natsionalnoho universytetu. Seriia: Mizhnarodni ekonomichni
vidnosyny ta svitove hospodarstvo — Uzhorod National University
Herald. Series: International Economic Relations and World
Economy, 49, 137-142. Retrieved from http://www.visnyk-
econom.uzhnu.uz.ua/archive/49_2023ua/28.pdf [in Ukrainian].

32. Shved, V., Omelchenko, O., & Drobakha, S. (2024).
Zbutova polityka pidpryiemstva ta yii elementy [Sales policy of
the enterprise and its elements]. Stalyi rozvytok ekonomiky —
Sustainable Development of Economy, 2(49), 76-82. Retrieved
from https://economdevelopment.in.ua/index.php/journal/article/
view/942 [in Ukrainian].

33. Korman, 1., Semenda, O., & Osadchuk, N. (2021).
Marketynhove doslidzhennia kanaliv rozpodilu [ Marketing research
of distribution channels|. Ekonomika ta suspilstvo — Economy
and Society, 29. Retrieved from https://economyandsociety.in.ua/
index.php/journal/article/view/566/542 [in Ukrainian].

34. Antoshchenkova, V. (2017). Suchasna marketynhova
polityka rozpodilu produktsii pidpryiemstva: aktualnist ta
perspektyvy [The modern marketing policy of distribution of
production of the enterprise: urgency and prospects]. Visnyk
Kharkivskoho natsionalnoho tekhnichnoho universytetu silskoho
hospodarstva imeni Petra Vasylenka, 182, 77-84 [in Ukrainian].

35. Razinkova, M. (2018). Marketing distribution policy
[Marketing distribution policy|. Ekonomika ta derzhava, 3/2018,
57-59. Retrieved from http://www.economy.in.ua/pdf/3 2018/
14.pdf [in Ukrainian].

Received 09.10.2024.

Revised 19.10.2024.
Accepted 25.10.2024.
Published 25.12.2024.

CYTHICTb TA 3MICT JUCTPUBYIIII TOBAPIB fIK
EKOHOMIYHOI KATET'OPI{

Bixmopia bosxckoea, Muxaiiao biayxa

Minausee ma mypoysenmue cepedoguuje gumaeac 30am-
Hocmi ce0€uacHo idenmuiKysamu, ananrizyeamu ma npomuodi-
amu 8uUKAUKam y cgepi ducmpubyuii moeapie, w0 € 3anopyKor
cmitikocmi, KOHKYPEHMOCHPOMOICHOCMI ma YCHiiH020 pO36Um-
Ky cyb’ekmige eocnodapiosanns. Ycniwma ducmpubyuis He auule
onmumizye npouecu posnodiny, are U nidguuye egekmusHicmo
YNPABAIHCOKUX PilleHb, U0 CPUSIE 3MEHULEHHIO 8UMPam i 30inbuieH-
Hio npubymrosocmi. Ilpu uvomy eidcymuicme 4imKux KOHUen-
myanvHux nioxo0ié 00 6U3HAUEHHS CYMHOCMI OUCmpuoyuyii yck-
NA0HIE IHMe2pauyiio pisHUX ii acnekmié 6 €OUHy cucmemy ynpag-
AIHHA | UMARAE KOMNACKCHORO OCMUCACHHS MeopemutHux 3acao
docaidocenns oucmpubyuii sk exonomiunoi kameeopii. /s cuc-
memamu3zayii icHylOuux noeasdié Ha NOHAMMS <«OUCMPuOYyis
moeapie»  0ya0  npoeedeno  KOHMEHM-AHANI3  GU3HAYEHb,
HA0aHUX y Npaysx HAyKoeuyie;, Ha OCHOGI CMPYKMYPHO-A02it-
H020 AHAAI3Y BGUOKDEMACHO KAKH08I KOMNOHEHMU 3MICMOGHO20
HAanoeHeHHs: 0aH020 NOHAMMSL, 34 00NOMO20I0 Memodie NopieHsH-
HS ma aHanoeii 8useAeHo CHIAbHI ma GIOMIHHI pucu y mayma-
ueHHi cymHocmi oucmpubyyii pisHUMU O00CAIOHUKAMU; 3 Ypaxy-
BAHHAM TPYHMOBH020 AHANAI3Y Nepesae | HedoNIKI8 HAS8HUX Ni0X00ie
do eusHauenHs ducmpubyyii moeapie 00IPYHMOBAHO ABMOPCHKE
bauenHs 3 euKopucmauHam memodie iHoykuii ma dedykuii. Tak,
nposedene 00CAiONCeHHS 00360AUA0 CUCMEMAMU3Y8amu iCHYH4i
nioxodu 00 usHaueHHs Oucmpuoyyii 3a XpoHOA02IEI0 ma mpu-
KOMHOHEHMHOI0 cmpyKmypor (cyms, 3micm I pe3yibmam s6u-
wa), wo cmano NiOrpyHmMsAM 041 QOPMYAHOBAHHS ABMOPCHKO20
6usHaueHHs. Aemopamu Oucmpubyyito 3anponoHO8AHO PO3YMIMu
AK CKAQOHY cucmemy, wio 3abe3neyye e4ache Ui eghekmueHe nepe-
MiweHHs 1 npooajic HeoOXIOHUX MOoeapie KIHUesUM CHOICUBAYAM
6i0n06i0HO 0o ix nompeb i 3anumie 3 GUCOKUM pieHem cepgicy ma
peanizayiero eKoOHOMIYHUX iHmepecie yuacHukie. Takum yuHom,
3anponoHOBaHe GU3HAYEHHS NOHAMMSA <«QUCMPUOYYIs» NOEOHYE
KAIO108I acneKkmu npeocmasneHux y aimepamypi oeqiiniuitl, KoH-
yenmyanvHo 8i0obpasicae oo Cymuicme [ 3MiCM 3 AKUEHMOM
Ha cucmemHoOMy Ni0X00i | OXONAIOE MAPKeMUH208ULL, A02ICMUY-
HUll [ KomepyilHuil KoHmexKcmu.

KirouoBi ciioBa: MapKeTMHTOBa MisUTBHICTH, JIOTICTUYHA
NisUTbHICTh, KOMEpIIiiiHA MiSTIbHICTh, TUCTPUOYILisi, Tpomax,
TOBap, 30yT, CTPYKTYpa TMOHSITTS.
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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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