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Introduction. As of today, one of the most dynamic markets in the world is the market of organic
products. Prerequisites for this are the growing consumer demands for environmentally friendly and safe for
human health food. In Ukraine, the development of organic production in the agri-food system, despite the
existing problems, is promising and can be progressing for our country with the skillful use of fertile black
soils and due to strong traditions of agricultural production in harmony with nature. One of the important
conditions for the development of the domestic market of organic products is the formation of sustainable
and reliable marketing sources for such products.

Analysis of recent research sources and publications. The study of theoretical and methodological
foundations of marketing in the market of organic products, the use of marketing methods and instruments to
form domestic demand for organic products is distinguished in the works by scientists S. V. Kovalchuk,
S. llliashenko, N. Vynohradska, O. Shchubravska, T. Zaichuk, T.V. Borovyk, O.T. Dudar and T.H. Dudar,
T.O. Zaichuk, O.V. Rudnytska, Yu. S. Berezhna et al. However, the issues related to the definition of the
main sales channels of domestic products of organic agricultural production and the implementation of
specific marketing strategies for the agri-food system in the market of organic products remain problematic
and insufficiently covered.

Purpose. The purpose of the study is to highlight the main sales channels of organic products,
consider their advantages and disadvantages, to make suggestions for the implementation of certain
marketing strategies for the production of various groups of goods and their positioning in the market.

Results. The movement of goods is carried out on the basis of the functioning of many subsystems:
procurement, processing, warehousing, packaging, transportation and storage, financial and regulatory
support, etc. The activity of the above subsystems allows to obtain raw materials, semi-finished and finished
products of agricultural production and procurers of natural resources, processing and catering, wholesale
and retail trade, which supply goods to consumers of domestic and foreign food markets.

That is, functionally, the infrastructure of the entire market system consists of four subsystems,
«corresponding to a particular aspect of the process of social reproduction»:
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- resource-creating sphere (production of agricultural raw materials and procurement of natural
food resources — as stages of production and distribution in the reproduction process;

- production infrastructure (network of processing enterprises) — as a production link in the
reproduction system;

- sphere of commodity and money circulation (network of wholesale and retail trade enterprises
and mass catering enterprises) — as a sphere of exchange in social reproduction;

- sphere of consumption (consumption by a specific consumer of the final product of the
reproduction system) [1].

As for the distribution of organic food products, here we see quite asymmetric information. It is
absolutely fair, in our opinion, to say that the scheme of movement of goods in the market of organic agri-
food products is generally identical to the scheme of movement of goods in the general agri-food market
(Figure 1). This is due to the fact that the food market of agricultural organic products is one of the segments
of the agri-food market.

‘ Processing plants ‘

l Consumer

Sales infrastructure

Fig. 1. The scheme of movement of goods in the market of organic products

In the distribution of organic products: with the help of small specialized departments in
supermarkets, network and specialized retail stores, as well as direct sales from the manufacturer and online
sales. For example, a study of the behavior of consumers of organic food in Canada, conducted by
T. V. Borovyk, showed that the target audience of customers prefers supermarkets, grocery stores and health
food stores, and those customers who regularly consume ecoproduct, prefer to shop in supermarkets, grocery
stores and directly from the manufacturer [2]. Examples of distribution schemes in individual European
countries are presented in Table 1.

Table 1
Sales channels of organic products in European countries
Country Most popular organic Share of sales through, %
name products
Retail | Directsales: |Specialty |Restaurants| Notes
network |enterprisesand| stores | and cafes
markets
Austria Cereals, meat and dairy 70 15 15 -
products
Denmark Cereals, milk and dairy 89 7 15
products, eggs, fruits and 4
vegetables
France Wide range of products 42 - 28 30 75
Germany Bread and baked goods, dairy - - 90 - 38
products, tofu products, eggs,
vegetables and fruit, meat.
Sweden Wide range of products 91 7 - - 20-30
Netherlands Wide range of products 42,3 16,9 40,8 - -
Great Britain Wide range of products 90 - - - 50
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However, by 2019 the situation has changed, and the key distribution instrument has been the direct
sale of organic food from the farmer through sales to consumers directly on the farm, in the farms' own
branded stores and through the online delivery system.
The results of domestic research [3] demonstrate the following main trends in the market of organic

- the growing need of the population for healthy products, but the lack of distribution channels;
- the results of research by the US Foreign Agricultural Service [4] revealed a wide network of
distribution channels for organic products, which has a steady growth rate of distribution (Tables 1&2).

Table 2
Sales channels of organic products in Ukraine, %
Sales channels name 2015 2016 2017 2018 2019
Sales with storage points: 95.0 95.0 94.7 94.0 93.7
Retail trade: 33.1 30.2 30 30.5 33.6
Hypermarkets 1.2 2.4 3.2 4.7 6.7
Supermarkets 29.9 26.1 25 24.1 24.4
Discounters - - - - -
Convenience stores - - - - -
Other types of retail trade 61.9 64.8 64.7 63.5 60.1
Other grocery stores: 61.9 64.8 64.7 63.5 60.1
Sales without storage 5.0 5.0 5.3 6.0 6.3
points:
Vending - - - - -
Home shopping - - - - -
Internet commerce 5.0 5.0 5.3 6.0 6.3
Direct sales - - - - -
Total 100 100 100 100 100

However, some researchers [8, 9] note that the distribution of organic products in Ukraine through
large specialized supermarkets (e.g., elite eco-supermarkets «Alphabet of Taste», «Globus Gourmet» and
regular eco-supermarkets ECO Market, Retail Group (Velmart, Velyka Kyshenia, VK Express), Novus,
Billa, Furshet, Metro Cash & Carry) is ineffective.

In this regard, there are recommendations to open small specialty stores with an area of 200 — 500
square meters (for example, «Meat and Milk», «Natur Boutique», «Lavka»).

At the same time, there are positive trends.

Online stores have also begun to develop in Ukraine selling natural rural / farming and other organic
products throughout the country with home delivery. For example, such well-known companies that work
10-15 years or more:

- «ecoclub» distributes certified ecological products supplied from Europe, USA and Ukraine;

- American company «iHerb», which supplies Ukraine with certified organic products of a wide range
(including food products);

- online stores that have a wide range of different health products, including organic food products
directly from manufacturers: «e-komora»;

It should be noted that to the extent of demand for agricultural organic food products, such online
stores becomes more and more in Ukraine.

Finally, many authors [11] also note the possibility of using “mixed channels” of goods movement,
which uses Internet technologies (for example, catering departments), as well as the involvement of
consultants of nutritionists, offline meetings with customers (environmental festivals, conferences, interest
clubs, evenings recreation, etc.), etc. The use of mixed channels can significantly reduce sales costs and
increase the influx of new customers. In addition, there are proposals for various types of associations of
producers of agricultural organic products (associations and non-commercial production of producers [12],
cooperatives, etc.), which will increase sales and the number of consumers loyal to it. For example,
Yu. S. Berezhna emphasizes to the fact that since «... currently the producers of organic and environmentally
friendly products are mostly small farms, a promising direction for the development of infrastructure of the
market of organic agri-food products may be their voluntary association in consumer cooperatives of
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different functional orientation, first of all, machine-technological, processing, sales and supply-sales. By
types of products it can be: vegetable, fruit and berry, meat, dairy and egg cooperatives» [7].

Based on the analysis of the advantages and disadvantages of indirect, direct and mixed distribution
channels, as well as the results of research by Ukrainian and foreign authors on consumer preferences for the
place of purchase of agricultural organic products, we have clarified and supplemented options for possible
sales channels (Table 3) [13,14,15].

1. Direct channels. These are sales based on deliveries by producers to consumers:

- farmer's markets;

- «sales from the field»;

- sales in government agencies (schools, colleges, universities, etc.);

- hotels, restaurants, cafes;

- specialty stores and «health shops»;

- specialized kiosks and / or departments in the markets («green supermarket»).

2. Indirect channels. These are sales through intermediary structures:

- vending, or sale by means of the automated systems-vending machines (vending machines);
- network retail networks (international, federal, regional and local);

- hypermarkets;

- supermarkets near the house;

- service cooperatives.

3. Mixed channels — consultations with nutritionists:

- ecological and agrarian tourism;

- conducting offline meetings with customers (festivals, conferences, interest clubs, leisure evenings,

etc.).
Table 3
Distribution channels
Distribution channel name
Direct channels Indirect channels Mixed channels
Positive | 1. Allow small | 1. The possibility of cooperation, various | 1. Lack of worki
features | producers to compete | forms of association and centralization of | ng capital.
«t+» successfully with | procurement and distribution of products. This | 2. Development
retailers. will allow the sale of organic agricultural food | problems
2. Ability to quickly | products directly to retailers. without special
form consumer loyalty. | 2. The possibility of selling products of | state support.
3. Ability to respond | manufacturers under their own brands (private
quickly  to  market | labels) retail. This will facilitate the promotion
demands. of agricultural organic food
Negative | 1. Lack of working | 1. Lack of working capital.
features | capital. 2. Development problems without special state
«-» 2. Development support.
problems without | 3. Concentration in the retail sector increases
special state support barriers to market access for small producers.
4. Difficulties in ensuring the continuity of
supply, taking into account the seasonality of
sales of a number of agricultural organic food
products.

A state-cooperative wholesale and retail system that maximally protects the economic interests of
small and medium-sized farms can be considered a fairly effective channel for the distribution of agricultural
organic food products. The effectiveness of the cooperative system of food sales is evidenced by more than a
century of sales of civilized countries. Unfortunately, there is no such system in Ukraine yet, although
belated attempts to create it are found in some regions of the country.

Here it is important to maintain the stability of supply of food products, including organic, through
the wholesale and retail mechanism to the final consumer. Given that cleaner agricultural products can
actually be produced on personal farms, which do not usually use chemical fertilizers and pesticides, their
cooperation can play an important role in the distribution process. However, even with this variant, it will be
inevitably necessary to solve the problem of rhythmic supply of organic food products produced by them, in
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order to constantly adhere to the optimal ratio of supply and demand in the food market of organic
agricultural products.

To do this, there is a need to create in each rural area of small stocks of the most popular in the food
market of agricultural organic products, subject to the conditions of its storage. From district storage
facilities, these products are delivered to cooperative wholesale food markets in cities using appropriate
vehicles within the allowable (minimum) costs.

The problem is solved on the basis of the known model of optimization of transportation of different
cargoes by different types of transport. In this case, we mean different types of agricultural organic food
products, which are delivered to the cooperative wholesale markets directly from agriculture by their sales
cooperatives or from district storage points.

Restrictions should be supplemented by compliance with the actual and regulatory time spent on the
delivery of agricultural organic food products to the locations of wholesale food markets and especially to
retail organizations in cities. Delivery must be made on time, due to the safety of the quality of the
transported products. In this regard, the delivery of agricultural organic products to wholesale food markets
should be performed, as in civilized countries, at night, and to the shops — in the early morning to avoid
traffic jams. They usually have a high saturation of exhaust gases from cars, which violates the
environmental friendliness of products and shortens its shelf life.

Conclusion. Thus, taking into account foreign experience, one of the factors for the long-term
development of the domestic market of organic products is the implementation of effective marketing
activities of economic entities in the agri-food system of Ukraine, which depends on balanced distribution of
sales channels and the choice of marketing strategy for different product groups. The study of the
motivational factors of the process of buying organic products by potential consumers will allow the
company to effectively organize its marketing activities. Prospects for further research are to determine the
most effective marketing tools to ensure the competitiveness of organic products in the Ukrainian market.
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Yuukano-Kongpanska Ipuna BopuciBHa, HoKTOp eKOHOMIUHMX Hayk, mnpodecop. HoBumbka
Ipuna BacuaiBHa, acnipantka. Konapanska Jdapis CepriiBHa, ctynentka. HamionansHuii yHiBEpcHTET
«IlonraBcbka momitexHika imeHi lOpis Konmparioka». MapkeTHHroBuii aHami3 KaHadiB 30yTy
opraniuynoi mpoaykmii. Ha cyuacHomy ertami po3BUTKY PWHKY OpraHiqHOI MpOAyKIii 3abe3rmedeHHs il
epexTuBHOro 30yTy HalOyBae ocoOimBOro 3HaueHHA. Came BIOCKOHAJICHHA 30yTy OpraHigyHOi MpPOAYKIIl
cepell BUPOOHMKIB y perioHax Ta e(eKTHBHa opraHizaimis OOMiHy i ToBapHOro o0iry, ONnTHMallbHa iX
TEpPUTOpiaJibHA OpraHi3allisi € HaWBaKJIUBIIIMMH YUHHUKAMM CTaOLTi3allii OpraHiyHOro BHUPOOHMIITBA Ta
Ba)XXJTUBOIO TIEPElyMOBOI0 HACHYEHHS IMPOJOBOJIBUOrO PUHKY KpaiHH, JDKEPEIOM 3aJOBOJICHHS HIOACHHHX
notped HaceNeHHA Y CIIOKMBAaHHI €KOJIOTIYHO YMCTHX MPOAYKTIB xapuyBaHHA. OCHOBY HOCHIIKECHHS
CTaHOBIIATh (PYHAAMEHTANbHI TOJOKEHHS €KOHOMIYHOI Teopii, HAyKOBi Ipami yKpaiHCBKHX 1 3apyOiXHHX
YUEHHX 3 NIUTaHb BJOCKOHAIECHHS 30yTy OpraHivyHOl MpoayKiii. MeTo0I0TriYHOI0 OCHOBOIO JOCTIIXKEHHS €
MiaTeKTHYHUN METO/| Mi3HaHHA, CYYacHI KOHIIETIIii opraHizamii Ta yrpaBiIiHHSI KaHaIaMu 30yTy OpraHigHOl
MPOYKIIii, 3aralbHOHAYKOBI IIPUHOMHU 1 METOH, 30KpeMa: aOCTPAKTHO-JIOTIYHHIA;, ICTOPUKO-EKOHOMIYHHL;
CTaTUCTHKO-EKOHOMIYHUH;, CUCTEMHO-CTPYKTYpPHUH. Y pOOOTI BHUKOPUCTaHUM CUCTEMHHMH MiIXil, SKWAN
MOJISITA€ Y KOMIUIEKCHOMY JTOCTIIKEHH1 KaHaJiB 30yTy opraHiuHoi mpoaykuii. Po3risHyTo pisHOMaHiTHI
JoKepena 30yTy OpraHidHOi MPOMYKINi, iXHI MepeBard Ta HeAoNiKdu. HaBemeHo po3momin pi3HWX KaHAiB
30yTy OpraHiuyHOi MPOAYKLii B PO3BHUHYTHX €BPONEHCHKUX KpaiHax. [lpuaizeHo yBary MOTHBamiiHUM
¢akTopaM 3IiHCHEHHS KyMiBIi OpraHiuHOi MPOAYKUil y pi3HMX TOYKax NPOJaKy H 3ampornoOHOBAHO
BIIPOBA)KCHHA KOHKPETHHX MAapKETWHTOBUX 3aXOJiB JJISl CY0’ €KTiB arpompoAoBONIbY0i CHCTEMH Ha PHUHKY
Opra”iYHUX MPOAYKTIB.

Knwuoei cnosa: opraniuHa NpoayKIis, KaHAIX 30yTy OpraHiuHOi MPOAYKIii, MApKETHHTOBI CTpaTerii,

MapKEeTHHTOBA iSUTHHICTb.
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Chychkalo-Kondratska Iryna, Doctor of Sciences (Economics), Professor. Novytska Iryna, PhD
Student, Assistant. Kondratska Dariia, Student. National University «Yuri Kondratyuk Poltava
Polytechnic». Marketing Analysis of Sales Channels of Organic Products. There are various sources of
sales of organic products, their advantages and disadvantages are considered in the article. The distribution
of different sales channels of such products is developed European countries is given. The main attention is
paid to the motivational factors of the purchase of organic products at different points of sale and the
implementation of specific marketing strategies for the agri-food system in the market of organic products is
proposed. It is the development of sales of organic products among producers in the regions and effective
organization of exchange and trade, their optimal territorial organization are the most important factors in
stabilizing organic production and an important prerequisite for saturation of the food market. The
methodological basis of the study is the dialectical method of cognition, modern concepts of organization
and management of sales channels of organic products, general scientific techniques and methods, in
particular: abstract-logical; historical and economic; statistical and economic; system-structural. The system
approach is used in the work, which consists in a complex research of sales channels of organic products.

Key words: organic products, sales channels of organic products, marketing strategies, marketing
activities.
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