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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 

http://www.repository.hneu.edu.ua/bitstream/123456789/19377/1/Слюсарєва%20Л.А.%2C%20Костіна%20О.М.%20Удосконалення%20комунікаційної%20політики%20підприємства.pdf
http://www.economy.nayka.com.ua/?op=1&z=1574
http://www.economy.nayka.com.ua/?op=1&z=1574


338 

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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РЕКЛАМА В УМОВАХ СВІТОВОЇ ПАНДЕМІЇ 

 

На початку 2020 року ситуація в українських медіа була 

оптимістичною, бізнес збільшував рекламні бюджети, а агенції 

доповідали про зростання залученої аудиторії. За даними «Детектор 

медіа», у 2020 році порівняно з 2019, загальний ринок реклами 

повинен був зрости на 18% до 28 млрд 443 млн грн. За видами 

реклами прогнозували таке зростання: +31% в Інтернет-рекламі,  

+13-17% у рекламі на телебаченні, +13,5% для преси, +15-17% для 

радіореклами, +15% у зовнішній рекламі [1]. Ці прогнози виявились 

занадто оптимістичними, головним чином через неможливість 

врахувати непередбачувані зміни у 2020 році. 

З другого кварталу 2020 року пандемія COVID-19 почала впли-

вати на повсякденне життя українців. Багато людей частково або пов-

ністю залишились без роботи, особливо це стосувалось робітників, 

задіяних у сфері громадського харчування, обслуговування, культури, 

туризму, транспорту та навіть освіти. Цілі домогосподарства виму-

шені були перебувати вдома без можливості відвідати родичів та 

друзів. Вводились обмеження на пересування, була лімітована мож-

ливість роботи багатьох підприємств. У сукупності ці фактори зміс-

тили фокус багатьох споживачів: скоротились витрати на одяг, роз-

ваги, відпочинок, кафе та ресторани, косметику, але зросли на 

продукти та предмети для дому, також окреме місце посіли імпуль-

сивні та сплановані покупки в Інтернеті через недоступність інших місць 



587 

 

 

 

 

 

 

 

Наукове видання 

 

 

 

 

 

ГЛОБАЛІЗАЦІЙНІ ВИКЛИКИ РОЗВИТКУ 

НАЦІОНАЛЬНИХ ЕКОНОМІК 
 

 

ТЕЗИ ДОПОВІДЕЙ 

 

ІІ МІЖНАРОДНОЇ НАУКОВО-ПРАКТИЧНОЇ 

КОНФЕРЕНЦІЇ 

 

 

 
(Київ, 19 жовтня 2021 року) 

 

 

 

 

 

 

 

 

 

 
Формат 60х84/16. Ум. друк. арк. 33,95. Тираж      пр. Зам.      . 

Видавець і виготовлювач  

Київський національний торговельно-економічний університет 

вул. Кіото, 19, м. Київ-156, Україна, 02156 

 

Свідоцтво суб’єкта видавничої справи серія ДК № 4620 від 03.10.2013 р. 


