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OF MARKETING ACTIVITY OF COAL ENTERPRISES

Problem Statement. Research suggests that se-
veral factors influence the efficiency of the organization
of the marketing activity of industrial enterprises,
among which are escalation of the competition for the
markets, spending spree, severization of requirements of
customers for quality of service.

The enterprises of the national coal industry func-
tion under complicated mining and geological condi-
tions, having high coal production and cleaning cost, re-
sulting in a low profitability of coal mines.

Inspection of a number of coal-mining enterprises
speaks for non-effective organization of the marketing
activity due to imperfect system of contractual relations
with consumers, with no regard for the peculiarities of
servicing various categories thereof. At the same time,
performance of the coalmining enterprises depends on
the impact of such financial and economic conditions as
debts for coal products sold, change of contractual rela-
tions between consumers, restriction of financial re-
sources, irregular demand for coal (proficit or deficit).
In this regard, there is observed a tendency of spending
spree for the organization of the marketing activity and
reduction of volume of sales of coal products.

Thence, in the present environment of economic
management problems of improving the efficiency of
the organization of the marketing activity of coal-min-
ing enterprises become increasingly important, taking
into account the consequences of the irregular demand
for coal products.

Analysis of recent research and publications. In
the scientific literature, there are many definitions of the
terms «sales» and «marketing activity of the industrial
enterprise». On the basis of analysis and generalization
of approaches of various scientific schools, the term
«sales» is systematized according to 7 classification cri-
teria: marketing communication; type of commercial ac-
tivity of the enterprise; distribution; the process of
wholesale trade organization; selling goods; organiza-
tion of market relations between market participants;
process of direct communication between the seller and
the buyer.

Most researchers argue that the marketing activity
appropriately identified with the concept of «sales» in
its broad sense. A number of scholars point out that sales
activities are carried out in order to obtain maximum
profits through a system of forecasting, analytical, or-

ganizational, marketing, information, control and other
measures, etc.

Scientific approaches to the definition of «marke-
ting activity of the enterprise» is classified in 6 groups:
the process of organizing trade activities; distribution;
process of marketing activity; a system for organizing
the sale of goods, its delivery to the consumer and after-
sales service; the type of organizational and economic
activity aimed at increasing the efficiency of product
sales; system of formation of demand, stimulation of
sales and organization of commodity exchange.

Thus, based on the analysis of scientific sources re-
vealed that, as a rule, sales activity is identified with the
term «sales» and is understood as a combination of pro-
cesses of demand formation and effective distribution
channels, organization of marketing communications,
distribution, sale of finished products for the purpose of
profit and satisfaction needs of consumers.

Research shows that various factors affect the sales
activity of the company. Scientists include such factors
as «... the internal environment: the competence of
workers; financial position of the enterprise; feature of
goods and services; the scale of production; external en-
vironment: legislative framework; competitors, sol-
vency of buyers; resource support; distribution chan-
nels; the nature of demand» [1, p. 466].

There is the assertion that «... the orientation of
production to meet consumer demand requires im-
proved management of sales of products, taking into ac-
count the development of the domestic economy, on the
one hand, and the characteristics of a particular produc-
tion — on the other» [2, p. 34].

In the work [3] it is suggested in the management
of sales policy of the enterprise to consider the factors
of the macro environment, immediate environment, the
internal environment and assess the marketing risks.

Scientists distinguish two groups of factors of in-
fluence on the marketing policy of the enterprise: endog-
enous — the characteristics of the goods, sales potential
of the enterprise, the strategy of the enterprise; exoge-
nous — elements of the market, political, socio-cultural,
economic, legal [4].

On the basis of generalization of approaches of do-
mestic and foreign scientists, it is established that the
main directions of improvement of management of mar-
keting activity of an industrial enterprise are as follows:
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— formation of a sales and intermediary network
[5; 6, p. 147];

— creation of a rational structure of distribution
channels of products [7; 8, p. 79; 9, p. 77];

— development of sales policy of the enterprise,
creation and implementation of an effective marketing
policy of distribution at the enterprise [8, p. 80; 10,
p- 92].

As a result of a research it is revealed that scholars
have scholar disputes about the forms of public-private
partnership that are practical for coal mining industry.
As a rule, scientists refer concession and corporate de-
velopment of the mine field to public-private partner-
ship in the coal mining industry [11-14].

Despite a wide range of scientific research and de-
velopments on the use of public-private partnership in
the national coal mining industry, the problem of sales
development of the coal-mining enterprises with due ac-
count for current trends of development of institutional
environment is rather neglected. Considering special

urgent character of such problem under modern condi-
tions of managing coal-mining enterprises, it requires
further scientific research. All of this considerably de-
termined the choice of the topic of this research and its
objective.

Research objective is the development of theo-
retic aspects, scientific and methodological approaches
and practical guidelines for the improving of the mar-
keting activity of coal-mining enterprises in the condi-
tions of irregular demand.

The object of the research is the procedure of or-
ganization of the marketing activity of coal-mining en-
terprises under modern conditions of economic develop-
ment. The subject of the study is theoretical, scientific-
methodical and practical principles for improvement of
the marketing activity of coal-mining enterprises in the
conditions of irregular demand.

Presentation of basic material of the research.
The performance features of coal mining enterprises in
terms organization of the marketing activity were stu-
died (Fig. 1).

Constant fluctuations of market of coal products

Economic sensitivity to the irregular demand for coal (proficit or deficit),
influence of seasonal factors on the formation of the material flow of coal products

Uneven development of consumption and production of coal in Ukraine

Reduction of volumes of marketable and sold coal products,
increase of coal in stock at the national coal enterprises

Change of contractual relations between the enterprise and consumers of coal products, differenti-
ation of consumers by different categories

Direct supply of coal products is the best distribution channel

Debts for the sold coal products
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Restriction of financial resources of national coal enterprises

Fig. 1. Specific features of the organization of marketing activities of coal enterprises
(compiled by the authors)

The essence of the concept «marketing activity of
coal-mining enterprisey is specified, taking into account
the specifics of its performance and detected changes
and development trends of the institutional environ-
ment. It is determined that the fundamental components
of the concept «marketing activity of a coal-mining en-
terprise» is the conclusion of contracts with different
categories of consumers of coal products, based on the

specifics of their service and observance of terms of
contractual relations (Fig. 2).

The author's interpretation of the term «relation
marketing» as a marketing concept is given, content of
which is shaping partnership relations when organizing
of the marketing activity of coal mining enterprise based
on client-oriented approach to servicing different cate-
gories of consumers of coal products.
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Fig. 2. Conceptual apparatus concerning the content of terms (author's development)

The content of the term «customer orientation» as
an instrument for shaping and development of partner-
ship relations between coal mining enterprises and con-
sumers in the context of the concept relation marketing
has been improved, what raises quality and level of ser-
vice, reduction of expenses for the organization of the
marketing activity.

It is offered author’s definition of the concept
«consumer service of the coal producty meaning orga-
nization of a complex of interrelated, consistently car-
ried out processes of the marketing activity and trans-
portation aimed to satisfy through the delivery of coal
required for production (wholesale) further sale of coal
in order to make profit (average wholesale) and house-
hold needs (small-scale wholesale). It is offered a cus-
tomer-oriented approach to servicing consumers of coal
products based on differentiation thereof, which unlike
the existing one, considers annual demand level of dif-
ferent groups of consumers and determine their peculi-
arities. This shall facilitate prompt response to changing
consumer demand and market conditions, improve qua-
lity and service level, reduce handling time of coal pro-
ducts, increase in volume of product shipment to con-
sumers.

The meaning of the term «sales network» is speci-
fied meaning a model of partnership relations between
the participants of coal market (coal producers and dif-
ferent categories of coal consumers: thermal power
plants, middleman etc.) during organizations of the mar-
keting activity.

Scientific and methodological provisions are de-
veloped, according to which the necessity of improving
the organization of sales activities of coal mining enter-
prises was substantiated. It is proved that the organiza-
tion of sales activity of the coal mining enterprise should
be carried out through the implementation of a complex
of such measures:

— analysis of the market conditions for coal;

— SWOT-analysis of competitors and consumers;

— formation of a base of potential consumers and
a portfolio of orders;

— forecasting volumes of coal shipment to differ-
ent categories of consumers;

— development of sales plans for coal products
and strategic marketing programs;

— registration of applications for the supply of
coal and determination of payment terms;

— the conclusion of contracts for the supply of
coal products to large, medium and small-scale consum-
ers;

— development of a method for selecting efficient
sales channels;

— organization of customs procedures at the ship-
ment of coal products for export and registration of re-
levant documentation with the use of information tech-
nologies;

— accounting and analysis of sales costs;

— control of payment by consumers for shipment
of coal.
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Network approach to organization of the marketing
activity of coal mining enterprises is proposed, which
main point is the development of three models of sales
networks (Table 1).

The first model is based on the achievement of
agreements between coal-mining enterprises and ther-
mal power plants. At the same time, the latter control the
supply of coal products, forming the price of coal, which
can be considered as an investment resource in the de-
velopment of coal-mining enterprises.

The second model of the distribution network is the
formation of an electronic exchange platform, the main
purpose of which is to provide services for the central-
ized conclusion of exchange contracts through the con-
duct of electronic exchange trading in coal products.

The third model of the distribution network is the
creation of a syndicate based on the agreement of coal-
mining enterprises of different forms of ownership with
the aim of organizing, controlling and regulating joint
marketing activities on the basis of public-private part-
nership.

The volumes and structure of coal consumption in
Ukraine are analyzed, the patterns of instability of de-
mand for coal are investigated. The expediency of dif-
ferentiation of consumers of coal products in large-scale
(metallurgical, coke-chemical plants, thermal power
plants), medium (intermediary organizations) and
small-scale (boiler-houses heat supply of social sphere
of cities and population) is grounded on the volume of
their annual demand.

Table 1

Advantages and disadvantages of the proposed models of sales networks

Models of sales networks Advantages

disadvantages

Direct Sales Channel —

formation

of partnership relations be-
tween the coal mining enter-
prise

and a thermal power station on
the basis of contracts for the
supply of coal products

The optimal level of coal
prices through the organi-
zation of direct deliveries

¢ narrow-mindedness of coal grade;

e possible disruptions in the shipment of coal to
the TPP due to unforeseen force majeure (for
example, an accident at a coal-mining enter-
prise);

¢ high level of influence on this model of partner
relations of crisis phenomena in the national
and global economy, the unstable political sit-
uation and the deterioration of the financial
and economic state

The second model —

the formation of an electronic
exchange platform for the sale
of coal products.

Establishing an optimal
price based on the real bal-
ance of demand and sup-
ply for coal products based
on market conditions

¢ inconsistency of commodity exchange trade in
Ukraine with generally accepted international
standards;

¢ absence of interest of coal market participants
in conducting transparent business and gua-
rantees from the stock exchange

The third model —

the creation of a syndicate as a
form of partnership between
coal-mining enterprises of dif-
ferent types forms of owner-
ship

organization of the contin-
uous process of purchas-
ing coal in coal-mining en-
terprises and its deliveries
to the TPP;

establishing long-term re-
lationships with regular
consumers of coal

¢ the syndicate may set prices on the coal mar-
ket;

e insufficiently effective control over prices for
coal;

¢ high level of risk in the organization of pro-
duction and sales activity of coal-mining en-
terprises (no coal supply at the TPP — no flow
of financial flows between the syndicate and
coal-mining enterprises);

e occurrence of unforeseen force majeure cir-
cumstances;

e constant fluctuations of the market situation
for coal

Offered by authors.

The coal industry in Ukraine is characterized by
uneven shipping of coal products to consumers in days
and months. Different regularities of demand for coal
for each group of consumers are revealed. At the same
time, the peculiarity of the organization of sales activity
of domestic coal-mining enterprises is constant fluctua-
tions, that is instability of demand of large and middle-
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average consumers for coal production. The calculations
show a high level of seasonal fluctuations in the demand
of medium-sized consumers for coal. Demand for coal
products of large-scale consumers has weak seasonal
fluctuations. The results should be taken into account
when developing the programs and plans for the sales
activity of the coal-mining enterprise.
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The client-oriented approach to servicing consum-
ers of coal products is improved on the basis of their dif-
ferentiation, which, unlike existing ones, is based on
taking into account the volumes of annual demand of
different groups of consumers and their specific fea-
tures. Implementation of this approach will allow to es-
tablish long-term economically advantageous relations
of coal-mining enterprise with consumers, reduce the
level of risks and losses due to timely response to the
occurrence of possible force majeure during transporta-
tion and sale of products and expenses for sales activity
in general, as a result of a decrease in the number of
downtime.

The necessity of combining system, functional and
process approaches to service of consumers of coal
products in the context of the concept of marketing of
mutual relations, the introduction of which will promote
synergistic effect through improving the quality of ser-
vice, reducing the time for delivery of coal, increase of
sales volumes, is substantiated.

As a result of the statistical analysis of the dynam-
ics of the main indicators of sales activity of the enter-
prises of the coal industry (7Table 2), the main trends of
its development were identified:

— reduction of consumption and production of
coal;

— increase in the level of consumption over
extraction, that is, shortage of coal, as a rule, coking and
anthracite;

— reduction of volumes of extraction, finished,
commodity and sold coal products of state coal-mining
enterprises;

— coal gas surplus of gas mark;

— increase in the level of unprofitableness of coal
mining in Ukraine;

— the implementation of export-import operations
on the sale of coal products, which leads to a negative
balance.

Table 2
Dynamics of basic indicators of marketing activity coal enterprises of Ukraine
Indexes Years

2007 2009 2012 2014 2015 2016
Coal consumption in Ukraine, mil. t 71,0 63,0 73,3 53,9 45,3 43,2
Volume of coal production in Ukraine, mil. t 58,9 55,0 65,7 45,9 29,9 29,5
Xl?llutme of export supplies of coal, 3.7 5.3 6.1 7.1 0.6 0.5
Amount of imported coal supplies, mil. t 13,2 7,9 14,8 14,7 14,6 15,6

Indicators of production and sale of coal products by state coal enterprises
Coal production, mil. t 422 38,4 249 12,9 6,7 6,0
Finished coal products, mil. t 28,6 25,4 17,8 9,7 5,0 4.4
Commodity coal production, mil. t 28,2 25,0 17,5 9,5 49 43
Realized coal production, mil. t 28,1 25,4 17,4 8,4 4.4 3,9
Volume of coal remains in warehouses, ths. t | 1188,8 | 19794 | 2114,8 1968, 1 1997.8 20142
Economic indicators of state coal enterprises

Total cost, mil. UAH 17749,1 | 22083,9 | 32725,1 | 28397,0 | 30234,2 | 312954
Costs of marketing activities, 171,1 | 2618 | 6151 | 1544 | 1385 | 1076
mil. UAH
Expenses on sales of 1 t of commodity coal
production, UAH 6,6 8,6 25,3 9,2 8,9 7,1
[CJ(:I‘:Iof 1 ton of commodity coal production, 442 8 728.1 989.4 1713.9 1963,0 2354.7
Price 1 t of commodity coal production, UAH| 296,0 441,9 629,7 10094 1181,3 1260,7
Unprofitable coal production,% -33,2 -39.3 -36,4 41,1 -39.8 -46,5

Offered by authors.

Based on the calculation of the correlation coeffi-

cients of Pearson, Spearman and Fechner, the density
and direction of correlation between volumes: consump-
tion and production of coal in Ukraine are determined;
export and import of coal products; full cost and sales
costs; the cost price and the price of 1 ton of commodity
coal products.

The factors influencing the organization of sales
activity of enterprises of the coal industry, which are

systematized into two groups: exogenous (political, in-
stitutional, financial, market, economic, informational)
and endogenous (financial-economic, informational,
technological, marketing), are investigated.

The inertial and optimistic scenarios of the deve-
lopment of sales policy of coal-mining enterprises with
the use of statistical methods are developed. The ob-
tained results can be used in the development of strate-
gic guidelines for the formation of sales networks in the
domestic coal industry.
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In order to evaluate and select the optimal coal dis-
tribution channel, it is suggested to use the hierarchy
analysis method (T. Saati method), which allows quan-
tifying the importance of the criteria and taking into ac-
count the specifics of the functioning of the coal mining
enterprises and the institutional environment.

The justification for choosing the optimal distribu-
tion channel for coal products should be based on an al-
gorithm that includes 8 steps:

— the definition of the target;

— selection of criteria and their systematization by
groups, establishment of parameters of evaluation of
sales channels;

— determination of the significance of the selec-
tion criteria, matrices of pairwise comparisons accord-
ing to the criteria;

— the calculation of the efficiency of each of the
alternatives — a direct or indirect channel for the sale of
coal products;

— analysis of the results of the choice;

— achievement of the set goal.

The implementation of these steps will allow you
to determine the number of criteria and parameters for
evaluating each channel. The most important criteria for
choosing the optimal distribution channel for coal prod-
ucts, which are systematized into groups, are deter-
mined:

— economic ones: throughput of the sales channel
— the volume of sales of coal products; reduction of the
costs of organization of sales activities;

— organizational: timeliness of payment for coal
shipped; establishment of long-term partnerships with
consumers due to increase of the level and quality of ser-
vice, reliability of deliveries; flexibility of payment; the
possibility of control over the processes of sales activi-
ties;

— market: the possibility of adaptation to constant
changes in the market situation for coal and institutional
environment;

— information: the possibility of obtaining the
necessary information and the use of modern infor-
mation and communication technologies.

The direct channel for the sale of coal is the optimal
channel, since it has the highest efficiency (0.661) com-
pared to the indirect one. This is confirmed by the results
of calculations using the expert method on the basis of
the ballroom and the analytical and evaluation method.

According to the analysis of the sales system of the
coal enterprise, it is proved that the direct channel of
coal production is given the greatest advantage. This is
due to one of the differences in the operation of coal-
mining enterprises — almost 90% of sales are direct de-
liveries to large-scale consumers, with whom are long-
term contracts. The algorithm for solving the problem of
choosing the optimal coal distribution channel is imple-
mented using the MS Excel software toolkit.

It is proved that in calculating the optimum volume
of supply of coal products to large-scale consumers it is
expedient to consider the following factors: annual de-
mand for coal; the price of 1 ton of commodity coal pro-
duction; expenses for the organization of sales activities
(expenses for servicing consumers and transportation of
coal); inflation rate; Risk factor for marketing activities.

The volume of the supply of coal products to large-
scale consumers is proposed to be calculated according
to the formula:

o
2V x(1-———)x(C, +C,)
0= 100% SNC

i
& +(ll><(1+m)><ﬂ)

where:

V' — annual demand for coal products, t;

0 — price discounts in cases of increase in the vol-
ume of the batch of delivery,%;

C —expenses for the organization of consumer ser-
vice processes, UAH;

C, — expenses for transportation of coal products,
UAH;

(3 — storage costs of coal reserves in warehouses,
UAH;

1] — the price of 1 t of commodity coal production,
UAH;

i — inflation rate, %;

[ — risk factor for marketing activities.

Taking into account the specifics of the organiza-
tion of sales activity of coal mining enterprises, contrac-
tual relations are an effective form of public-private
partnership. The system of contractual relations is con-
sidered as a set of interrelated elements (objects, sub-
jects, functions, methods, principles, tools) for organiz-
ing a continuous process of concluding and fulfilling the
terms of contracts for the supply of coal products.

In the organization of contract activities of a coal-
mining enterprise with consumers of coal products,
there is a certain specificity that needs to be taken into
account. It is established that when making contracts for
the supply of coal products to large-scale consumers it
is expedient to include such an item as 30-50% prepay-
ment or postponement of payments for coal shipped for
a certain period. At the same time, account should be
taken of the fact that consumers' payment for coal
shipped may not be timely. In this case, the consumer
company must pay a fine

The amount of payment to be paid by large-scale
consumer for coal shipped is increased by the amount of
fine for late execution of its monetary obligations and
calculated by the formula:

M=S-(1+y+t-0), )

where:
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S —the amount of debt that the consumer is
obliged to pay for the coal shipped;
A —index of inflation for all time of delay;

[ — the number of days for which overdue pay-
ment;

o - penalty calculated as a percentage of the
amount of debt for each day of delay.

Due to the fact that large-scale consumers require
significant volumes of coal, railway transport is used for
shipment. Formation of schedules of transportation is
carried out taking into account the time in the road and
time of unloading of cars.

Differences in the contract for the supply of coal
products to medium-sized consumers should be 100%
prepayment as a payment condition and the choice of the
type of vehicle, depending on the volumes of shipment.
The peculiarity of the contract for the supply of coal to
small-scale consumers is a 100% prepayment for the
services provided «coal plus delivery» or «coal without
supply».

It is substantiated that it is expedient to include the
following points in the stages of preparation of contracts
for the supply of coal products:

— forecasting volumes of shipment of coal prod-
ucts to consumers;

— collection of applications for coal;

— coordination of terms of delivery, payment
terms for coal;

— formation of transportation schedules taking
into account the time in the road and time of unloading
of cars or motor transport;

— the choice of the type of transport, the conclu-
sion of contracts for transport services with the cargo
transport department or a motor transport enterprise;

— concluding contracts for the supply of coal
products to consumers;

— application of penalties from large-scale con-
sumers in cases of their untimely refusal of delivery or
delay of payment for the coal shipped.

These contractual work processes should be imple-
mented through the entire complex of management
functions: forecasting, planning, organization, account-
ing, control, analysis, regulation.

It is established that the issue of formation of a
business association on the example of a syndicate
aimed at minimizing the risk associated with the insta-
bility of demand for the public and private sectors of the
coal industry is relevant.

Within public-private partnership in the field of
mining industry and development of pits syndicate shall
be an effective form of partnership between large verti-
cally integrated companies which at the same time act
as producers and consumers of coal products, and state
coal-mining enterprises for the purpose of organization,
control and regulation of joint sales. It doesn't contradict

current legislation of Ukraine where possibility of merg-
ing of the enterprises by the industry principle is pointed
out.

Considering that state coal enterprises is under the
management of the Ministry of Energy and Coal Mining
of Ukraine, the relations between them shall be gov-
erned by the agreement on estate administration. It com-
plies with the Regulations on the Ministry of Fuel and
Energy of Ukraine, Art. 1029 of the Civil code of
Ukraine, Art. 5 of the Law of Ukraine «On public-pri-
vate partnershipy.

According to the Article 1029 of the Civil code of
Ukraine under the agreement on estate administration
one party (administrator — in this case the Ministry of
Energy and Coal Mining of Ukraine) transfers to the
other party (to the executive manager of created coal
syndicate with the participation of DTEK) the manage-
ment of estate of state enterprise for a definite period,
and the second party shall provide management of this
estate at a charge in its own name for the benefit of the
trust or indicated person (beneficiary).

According to the Article 5 of the Law of Ukraine
«On public-private partnership» income shall be distrib-
uted between the participants of the syndicate under the
terms of joint venture agreement. In Article 1130 of
chapter 77 of the Civil code of Ukraine it is agreed that
that under the joint venture agreement the parties (par-
ticipants) undertake to work jointly without creation of
the legal entity in the furtherance of the goal. In this case
(through the example of syndicate) without consolida-
tion of deposits of participants for the purpose of the or-
ganization joint sales. Terms of joint venture agreement,
including coordination of working partnership of the
participants, coverings of expenses and loss thereof,
contribution to the results of joint venture and so on are
specified in the agreement between the parties.

So, mechanism of implementation of public-pri-
vate partnership is improved during control over sales of
coal mining enterprises of different forms of ownership
based on syndicate as a form of business, what shall con-
tribute to prompt response to changes in demand for
coal, distribution of risks between coal enterprises of
public and private sectors and their minimization, or-
ganization of continuous supply and secured channels of
distribution of coal products for national coal-mining
enterprises.

The methodical approach to the estimation of the
economic effect from the implementation of measures
to improve the marketing activities of coal mining en-
terprises is proposed, which is based on saving of sales
expenses as a result of the increase of the level of coor-
dination between the coal mining enterprise and the
cargo handling department at the conclusion of agree-
ments on the provision of transport services, the for-
mation of optimal schedules the movement of wagons,
the rational use of wagons by load capacity, reducing the
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time for servicing consumers of ears efficient innovation
infrastructure products.

Conclusion. The scientific novelty of the obtained
results lies in the further development of theoretical as-
pects, scientific and methodological approaches and
practical guidelines for the improvement of the market-
ing activity organization of coal-mining enterprises in
the conditions of irregular demand.

The main provisions that contain scientific novelty
include the following:

proposals on the application of a network approach
to the organization of sales activities of coal mining en-
terprises on the basis of development of three possible
models of sales networks;

improved client-oriented approach to customer ser-
vice of coal products, which allows forming a system of
contractual relations between a coal-mining enterprise
and different groups of consumers;

the principles of the combination within the frame-
work of the concept of marketing the relationship of sys-
tem, process and functional approaches in order to im-
prove the service of consumers of coal products;

an improved methodical approach to choosing the
optimal channel of coal production, which allows using
the hierarchy analysis method to determine the most im-
portant criteria and to calculate the volume of the supply
of coal to large-scale consumers taking into account the
set of factors;

mechanism of realization of public-private partner-
ship in the management of sales activities of coal-min-
ing enterprises on the basis of the legal form of the syn-
dicate.

The practical implication of the research results is
that the proposed recommendations for the improve-
ment of the marketing activity organization can be used
for coal-mining enterprises of Ukraine.
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CTOCYBaHHS MEPEKEBOrO MiAXOAy 0 opraHizaii 30y-
TOBOI AISITBHOCTI BYTJI€00yBHUX MiAIIPUEMCTB.

V pe3ynbTari aHalizy 00CATIB i CTPYKTYPH CIIOXKH-
BaHHs BYT'UUIA B YKpaiHi BUSBIICHO 3aKOHOMIPHOCTI He-
CTabIJIBHOCTI TONUTY Ha BYTUIBHY MPOAYKIIIO Pi3HUX
KaTeropii CroKuBadiB. 3alpONIOHOBAHO 3aCTOCYBaHHS
KIIIEHTOOPIEHTOBAHOTO TIAXOAY 10 OOCIyrOBYBaHHS
CIIO)KMBAYiB BYTUIBHOT IPOAYKIii Ha OCHOBI iX ane-
peHIiamii, SKuid, Ha BiIMIHY BiJl iCHYIOUMX, 0a3yeThCs
Ha BpaxyBaHHI 00CSTiB MIOPIYHOTO MOMUTY PI3HUX TPy
CIOKHMBAYIB Ta iX cenupivHUX 0COOTUBOCTEH.

BcranosneHo, 1o 11t BIOCKOHAJIEHHS 00CITyTOBY-
BaHHS CIIO)KMBAYiB BYTiJIbHOI MPOJYKINi JOIUIEHAM €
MO€EHAHHS CHCTEMHOTO, MPOIECHOTO 1 (DYyHKIIOHAb-
HOTO MiAX0AiB. JJOCIiIKEHO Ta CHCTEMATH30BAHO YUH-
HUKHU BIUIMBY Ha OpraHi3ailito 30yTOBOI AisUTHOCTI TijI-
MPUEMCTB BYTUIBHOI MPOMUCIOBOCTI. Po3pobieHo
IHEpIITHUH Ta ONTUMICTUYHUM CIIEHAPIi PO3BUTKY 30y-
TOBO{ MMOJIITUKX BYTJIeT00YBHHX TiAMPHEMCTB 32 JIOTIO-
MOTOI0 Pi3HUX METOJIIB IIPOTHO3YBAHHSL.

Y 10CKOHAIICHO METOTUYHUIM MiAX1 10 BHOOPY Om-
THMaJIBHOTO KaHaTy 30yTy BYTUJIbHOI POTYKIIii 3 BUKO-
PUCTaHHSM METOJY aHali3y iepapXiid, eKCIIEpTHOTO i
AHAIIITHYHO-OIIIHOYHOTO MeToiB. Po3pobieHo Mmexa-
HI3M peajizallii Jep)kaBHO-IIPHBATHOTO TapTHEPCTBA
TIpY YIIPaBJIiHHI 30yTOBOO JisUTBHICTIO BYTJIEI00YBHUX
MIATPUEMCTB Pi3HUX (OPM BIACHOCTI y BUIIISII CHHIIH-
Kary.

CdopmoBaHO cHCTeMy KOHTPaKTHHX B3a€MOBIJI-
HOCHUH BYIJIEZOOYBHOTO MiJIPHUEMCTBA 3 PI3HUMH KaTe-
TOPISIMU CIIOXKHMBAYiB BYrUTbHOI IpoayKiii. Jlictas mo-
JIAJTBIIIOTO PO3BUTKY METOAMYHHUM MiJIXil 0 OIHKH
eKOHOMIYHOro edeKkTy Bix peaiizamii 3axofiB MO0
BJIOCKOHAJIEHHS OpraHizauii 30yToBoi IisUIBHOCTI BYT-
Ne100yBHUX MIIMPUEMCTB, SKHH aripoOOBaHO Ha BiTYH-
3HSIHUX ITiIIPUEMCTBAX BYT1UIBHOT POMUCIIOBOCTI.

Kiouogi croea: ByTribHE TiIMPUEMCTBO, 30yTOBa
JUSUTBHICTB, OpraHi3allisi, HecTabiIbHICTh MOMHUTY, TEO-
peTHYHI TOJIOKCHHS, HAayKOBO-METOJWYHI 3acaj,
MPaKTHYHI PEeKOMEHIAIlil, KII€EHTOOPIEHTOBAHUM TijI-
Xi]I, KaHaAT 30yTY, CHHIUKAT.

3ano3uoBa 0. C., Tpymkuna H. B. IloBbime-
HHe 3(PPeKTHUBHOCTH OPraHU3aNUH COBITOBOI esi-
TeJBHOCTH YIOJbHBIX NMPeInpusTHii

HccnenoBanbl 0COOEHHOCTH (HDYHKIIHOHHPOBAHHSI
yIaea00bIBaOIUX NMPEANPUATUN C TOUKH 3PEHHS Opra-
HU3alUU COBITOBOM JICSITEIBHOCTH. YTOYHEHBI CYIII-
HOCTb U COJICPXKAaHHE TEPMHUHOB «COBITOBAs JICATENb-
HOCTb YIJIeZ0OBIBAIOLIET0 NPEANPUATHS, «MAPKETHHT
B3aMMOOTHOIICHUIT», «KIMEHTOOPHUEHTUPOBAHHOCTH,
«00CTyXKMBaHHE TOTPEOUTEICH YTOJBHON TIPOIYK-
Un», «COBITOBasI ceThy». J[okazaHa menecooOpa3HOCTh
MIPUMEHEHUS CETEBOTO TOJIX0/1a K OpTaHU3aIlu COBITO-
BOH JIEATENILHOCTH YTJIT0OBIBAIOIINX MPEATIPUITHH.

B pesynbraTe ananuza 00bEMOB U CTPYKTYpPHI MO~
TpeOaeHus yrisi B YKpauHe BbISBICHbI 3aKOHOMEPHO-

CTH HECTaOUJIBHOCTH CIIPOCa HA YTOJIbHYIO IPOIYKIIIO
pasnuuHBIX Kareropuil motpeduteneit. [IpemioxeHo
MPUMEHEHUE KIMEHTOOPHUEHTUPOBAHHOTO TOAXO0/a K
00CTyKMBaHUIO TIOTPEOUTENEH YroabHON MPOAYKLUU
Ha OCHOBe MX Ju(depeHIHaIMH, KOTOPBIA, B OTIUYHE
OT CYIIECTBYIOIIMX, Oasupyercs Ha ydere OOBEMOB
€XXEr0JHOTO CIIPOca Pa3JInYHbIX TPYIII MOTpeOUTeNne n
UX CHEIU(PHISCKHX OCOOCHHOCTEH.

YCTaHOBJICHO, YTO JUIS COBEPIICHCTBOBAHHS 00-
CIIY>)KHBaHUS MOTpeOUTENICH YrOJIhbHON MPOMYKIUH IIe-
J1ec000pa3HO COYETaHWE CHUCTEMHOTO, TIPOIECCHOTO H
(hYHKIIMOHAIILHOTO TOAXO0J0B. McciemoBaHbl U cucTe-
MaTHU3UPOBaHbl (HAKTOPHI BIIMSHUS Ha OPTaHU3AIUI0
COBITOBOH AEATEIbHOCTH MPEANPUITUNA YrOJIBbHON Mpo-
MBbITUIeHHOCTH. Pa3paboTaHpl MHEPIIMOHHBIN U ONTH-
MHUCTHYECKUH ClICHAPUH PA3BUTHS COBLITOBOW IMTOJIUTUKA
yraea00bIBAIOMIMX IPEANPUITUNA C TOMOILBIO Pa3Iiny-
HBIX METOJIOB MTPOTHO3UPOBAHUSI.

YcoBepieHCTBOBaH METOAMYECKUN TTOAXO/ K BbI-
00py ONTUMAaJIBHOTO KaHajia cObITa YroJbHOW MPOaYyK-
UM C MCIOJL30BAaHMEM METOJAa aHallu3a HEPaAPXHiA,
9KCIIEPTHOTO W aHAJIMTHUKO-OIICHOYHOTO METOJI0B. Pa3-
paboTaH MEXaHWU3M peaji3aliy ToOCyIapCTBEHHO-YaCT-
HOr0 MapTHEPCTBA MPH YHPaBIEHUH COBITOBOM Jaed-
TEJIBHOCTHIO YIIIEAOOBIBAIONIMX MPEANPUATHIA Pa3Ind-
HBIX (OPM COOCTBEHHOCTH Ha OCHOBE CO3JIaHUS CHH/IU-
KaTa.

CdopmupoBana cucteMa KOHTPAKTHBIX B3aHMOOT-
HOIIICHUH YTJIE0O0BIBAIOIICTO MPEINPUATHS C Pa3IIUY-
HBIMH KaTeropusMu NOTpeOUTeNe yroibHOoM MpoayK-
nuu. Ilonyunn panpHeWmee pa3BUTHE METOIUYECKUMN
MOJIXOJ] K OIICHKE SKOHOMHUYECKOTO 3P eKTa OT peanu-
3aI[i MEPOIIPUSITUH 110 COBEPIICHCTBOBAHUIO OpPTaHM-
3alMd  COBITOBOM JESATENBHOCTH  YIJIEAOOBIBAIOLINX
MIPEPUATHI, KOTOPBIA anpoOUpOBaH Ha OTCUECTBEH-
HBIX TPEANPHUATHAX YTOJIBHOU MPOMBIIIUICHHOCTH.

Krouegule cnosa: yronbHOE MpeanpusTue, cObITo-
Basg JICATCIILHOCTh, OpTraHW3allus, HECTaOMIILHOCTh
CIIpoca, TEOPETHUYECKUE IMOJIOKEHUS, HAyYHO-METO/IU-
YECKHUE OCHOBBI, IPAKTUIECKUE PEKOMEHIAIY, KITHCH-
TOOPHUEHTUPOBAHHBIN TIOIX0/], KaHAJI COBITA, CUH/IUKAT.

Zaloznova Yu., Trushkina N. Increasing the ef-
ficiency of the organization of marketing activity of
coal enterprises

Performance features of coal mining enterprises in
terms of organization of the marketing activity were
studied. The essence of the concept «marketing activity
of coal-mining enterprise» is specified, taking into ac-
count the specifics of its performance and detected
changes and development trends of the institutional en-
vironment. The author's interpretation of the terms «re-
lation marketing», «customer orientation», «consumer
service of the coal product», «sales network» are given.
Network approach to organization of the marketing ac-
tivity of coal mining enterprises is proposed, which
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main point is the development of three models of sales
networks.

Based on the analysis of scope and pattern of coal
consumption in Ukraine, common factors of irregular
demand for coal of different categories of consumers are
determined. As per calculations of seasonal fluctuations
index it is estimated that demand for coal of large-scale
consumers is characterized by weak seasonal fluctua-
tions and of middle-scale — by significant. It is offered a
customer-oriented approach to servicing consumers of
coal products based on differentiation thereof, which
unlike the existing one, considers annual demand level
of different groups of consumers and determine their pe-
culiarities.

It is established that in order to improve the pro-
cesses of servicing of coal consumers it is reasonable to
use in a single package the system, process and func-
tional approaches. This shall contribute to synergistic
effect through the improvement of service quality, re-
ducing handling time of coal, increasing sales, expand-
ing markets as a result of new segments upraise. The
factors influencing the organization of sales of coal min-
ing enterprises are investigated and systematized. The
inertial and optimistic scenarios for the development of
sales policy of coal-mining enterprises through the use
of various forecasting methods are developed.

Selection criteria for optimal channel of coal prod-
uct sale are specified and systematized into four groups:
economic, organizational, market and information. Us-
ing hierarchy analysis technique (Saaty’s method), judg-
mental method based on point factor and analytical ap-
praisal method the advantages of direct supply of coal to
customers are proved, which amounts almost 90% of

141

sales of coal mining enterprises. When calculating the
volume of the delivery of coal products to large-scale
consumers it is proposed to take into account such fac-
tors as annual demand for coal; price of 1 t of marketable
product; expenses for the organization of sales (ex-
penses for consumer service and transportation of coal);
inflation rate and risk factor.

Mechanism of implementation of public-private
partnership is improved during control over sales of coal
mining enterprises of different forms of ownership
based on syndicate as a form of business, what shall con-
tribute to prompt response to changes in demand for
coal, distribution of risks between coal enterprises of
public and private sectors and their minimization, or-
ganization of continuous supply and secured channels of
distribution of coal products for national coal-mining
enterprises.

The system of contractual relationships of coal pro-
ducers with various categories of coal consumers is
built, which is understood as a set of interrelated ele-
ments (objects, subjects, functions, methods, principles,
tools) for continuous conclusion and fulfillment of the
terms of contracts for the delivery of coal products. The
methodical approach is being further developed to eval-
uation of economic potential from implementation of
measures on improvement of sales of coal mining enter-
prises, which has been tested on a number of national
coal mining enterprises.

Keywords: coal enterprise, marketing activity, or-
ganization, irregular demand, theoretical positions, sci-
entific and methodical principles, practical recommen-
dations, client-oriented approach, channel of distribu-
tion, syndicate.
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