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LOGISTICS AND MARKETING SUPPORT OF THE GLOBAL
SUPPLY CHAIN

Favorable natural and climatic conditions of Ukraine, profitable
logistics location of oil and fat Ukrainian companies and availability of the
stable raw material base for production have provided opportunities for the
formation of competitive advantages. These benefits are not entirely
sustainable, as in most cases they involve cheap labor, low prices for
oilseeds and products of its primary processing. Gained competitive
advantages in the global oil and fat market, stable growing global demand
and export orientation in the main segments of oil and fat products allow
domestic companies to feel confident in the market. However, the global
situation in the oil and fat market, consumer preferences and tastes in the
world are changing dynamically and pose new challenges to companies
that can be addressed by gaining more sustainable competitive advantages
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than those already gained due to the marketing- and logistics-oriented
approaches to business activity.

Logistics and marketing are usually concerned with satisfying the
customers’ needs and wants, respectively through their supply and demand
functions in a marketing channel. Logistics-marketing integration on the
one hand, focuses on customer satisfaction emphasizing marketing
activities concerning those related to product, price, promotion and
distribution (place) supported by logistics. On the other hand, it provides
acceptable level of profit by reducing logistic costs. Indeed, customer
service has been recognized as the key link between logistics and
marketing [1]. The logistics activity may be dependent on marketing
activity in a marketing channel and the satisfaction of supply and the
satisfaction of demand of customers’ needs and wants have to be
coordinated and synchronized in order to achieve customer value
proposition in the global food market.

Fundamental reasons justifying the need for the integration process
between logistics and marketing and supporting this process could be [2]:

—a growth of market differentiation (differentiation of customers’
needs and preferences, individualization of market segments, products’
diversification, etc.);

— growing competition in scope of the level and quality of services
and customer service (a growth of demands in scope of additional benefits
and usefulness connected with purchasing and sales of goods);

— a shorter product life-cycle;

—tendencies related to concentration in trade, creating and
developing of new distribution channels;

— integration of economic processes and decisive processes (using of
synergy in micro- and macro scale);

—a growth of new technology in the sphere of goods and information
flow, promotion, sales, etc.;

—a growth of entrepreneurship and innovativeness and economic
activities in the market;

— integration and globalization of markets.

Logistics and marketing are defined as the main orientations of
management in a company and interpreted in the real sense as significant
spheres of functional and integrated processes in a company.

The global market for oil and fat products has changed significantly
in recent decades. Key drivers of changes are a growing demand and
innovative diversification of the approaches of oil and fat feedstock
consumption in the food and other industries as well as its utilization as a
new energy resource.

In the current conditions of the economic development and
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globalization, the Ukrainian oil and fat enterprises of the food industry face
challenges related to the formation of effective marketing and logistics
strategies in order to ensure competitiveness in the domestic and global
markets.

The market for oil and fat products is a part of the overall food
market. The marketing approach to the definition of the food market
assumes that the market and commercial activities of the entities providing
the supply should meet the needs of potential and actual consumers of agri-
food products (or subjects of demand), i.e. be based on the marketing and
logistics concepts.

One of the possible directions of effective consideration of the
above-mentioned challenges is the logistization of the marketing activity of
oil and fat enterprises of Ukraine’s food industry and the use of integrated
marketing logistics [3-5].

The export supply chain of oil and fat products includes economic
interests of business entities that develop varieties of oil and fat seeds,
machinery and technology, supply of resources, production of raw
materials, processing, storage and transportation, etc. A key position in the
supply chain is occupied by the consumer. The success of the marketing
and logistics strategies of the enterprise depends on the degree of
consideration of the interests of the stakeholders of supply chain of oil and
fat products and the individuals, communities, society and the state.

Current trends towards the increase in the global demand for
vegetable oil and fats on the market require from the domestic enterprises
of the oil and fat subcomplex the adjustment of their individual marketing
and logistics strategies.

Formation of sustainable competitive advantages of oil and fat
companies in the global supply chains is possible through the development
of marketing-mix that will include marketing and logistics components.
The most effective results for the enterprise are provided by the use of
marketing management and logistics concepts that are oriented at
identifying and meeting consumer demand as well as consideration of the
interests of all other stakeholders in the supply chain of oil and fat
products, the individual, community and society, i.e. modern concept of
integrated marketing logistics.
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PEKJIAMA B YMOBAX CBITOBOI TAHJIEMII

Ha mnowatky 2020 poky cuTyariss B YKpaiHCBKHX Meaia Oyna
ONTUMICTUYHOIO, Oi3HEeC 30UIbLIYBAaB pEKJIaMHI OIKETH, a areHiii
JOTIOBIAQIM TIPO 3pOCTaHHS 3ajlyudeHoi aynurtopii. 3a nanumu «Jlerekrop
menia», y 2020 pomi mopiBHsiHO 3 2019, 3aranbHHMil PUHOK peKIaMu
noBuHeH OyB 3poctu Ha 18% mo 28 mupn 443 muH rpH. 3a BUIaMU
peKiiaMi TPOTHO3YBaM Take 3pocTtaHHs: +31% B IuTepHeT-pexiami,
+13-17% y pekmami Ha tenebadenni, +13,5% s npecu, +15-17% nns
pamiopexnamu, +15% y 3oBHImHINA pekinami [1]. Lli mporuo3u BUSBHINCH
3aHAJITO ONTHMICTUYHUMH, TOJIOBHHM YHHOM 4Yepe3 HEMOXXJIHMBICTh
BpaxyBaTH HenepenOauyBaHi 3MiHu y 2020 potii.

3 npyroro kBaptainy 2020 poky manaemis COVID-19 noyana Bru-
BaTH Ha MOBCSKJICHHE XUTTS yKpaiHIiB. bararo iroaei yacTtkoBo abo moB-
HICTIO 3aJMIININCh 0e3 poOOTH, OCOOIMBO 1€ CTOCYBajJOCh POOITHHKIB,
3aIITHUX Y c(pepi TpoMaZChKOTO Xap4uyBaHHs, 00CITyTrOBYBaHHS, KYJIbTypH,
Typu3My, TPaHCHOPTY Ta HaBiTh ocBiTh. Llim mgoMorocmomapcTBa BUMY-
meHl Oynau mepeOyBaTu BaoMa 0e€3 MOXKIMBOCTI BIJIBIAATH POAWYIB Ta
npy3iB. BBoauiauce oOMekeHHs Ha mepecyBaHHs, Oyna JiMITOBaHa MOX-
JUBICTh pOOOTH 0araTbOX MIAMPUEMCTB. Y CYKYIHOCTI Il (paKTOpHU 3MicC-
TU (POKyC OaraTbOX CIIOKHBAYIB: CKOPOTHJIUCH BUTPATH Ha OJST, PO3-
Baru, BIJAMOYMHOK, Kade Ta pecTopaHu, KOCMETHKY, aje 3pociu Ha
NPOAYKTU Ta MPEAMETHU ISl IOMY, TAKOX OKPEME MICIIE MOCUIA IMITYJIb-
CHUBHI Ta CIJIAHOBAHI MOKYNKHU B [HTEpHET1 Yepe3 HEIOCTYITHICTh 1HIIMX MICIb
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