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PaccMOTpPEHO TOHSATHE MHCTUTYIMOHAJILHOTO MEXaHM3Ma CTHUMYIMPOBAHHUS XO3SHCTBYIONIMX CYOBEKTOB WH-
HOBAIIMOHHOI JESATEIBHOCTH. YTOUHEHbI CTPYKTYpHbIE OCOOEHHOCTH JaHHOTO MeXaHu3Ma. lccienoBaHa BO3MOX-
HOCTb NPUMEHHMOCTH METOJIOB ¥ MHCTPYMEHTOB B 3aBUCHMOCTH OT SKOHOMHUYECKHX, COLMAJIBHBIX, MOJIUTHYECKHX
ycioBui. BEISBIEHBI poTHBOpedHs (MEXKTy MHTepecaMy (efepaabHBIX W PEerHOHAIBHBIX BIIACTeH, pEeTHOHAIBHBIX
U MYHHIHUTAIBHBIX OPraHOB BJIACTH, TOCYIAPCTBEHHBIX OPTAHOB B IICJIOM H MPEANPHATUSIMH O MOBOAY METOIOB U
HUHCTPYMEHTOB CTHUMY/IMPOBAHHS MHHOBALHOHHOW JIEATEIbHOCTH, MEK/Ly BO3MOKHOW COBMECTUMOCTbBIO MPUMEHEHUS
Pa3IMYHBIX METOAOB (MHCTPYMEHTOB) M CIENU(HISCKUMH PErHOHAJIBHBIMH YCIOBHSMH, IPOTHBOPEUNE BO3ZHUKAET
MEXKTy HAJIMYHEM ITOTeHIHAIBHBIX HOBAIIMH M OTCYTCTBHEM (WM HEPa3BUTOCTHIO) HHPPACTPYKTYPHI M HHCTHTYIIHO-
HaJIbHBIX PAMOK HX OCYIIECTBICHHMS) UCCIIELyeMOil CHCTEMBI H BOSMOYKHOCTH HX Pa3pEIICHHs TOCPECTBOM COBOKYII-
HOCTH CTUMYJIOB M OrpaHHYeHUM. 10 TaHHBIM aHaIM3a MHHOBALIMOHHON aKTUBHOCTH CyOBEKTOB CTPaHBI ONpE/ie/ieHa
UX HEPaBHOMEPHOCTb B COOTBETCTBUH C JaHHBIM [IOKA3aTeIIeM, YTO CBUICTEIILCTBYET O Lieaecoo0pasHocTu auddepeH-
nuayy Mep. Paspemnienue npoTuBopeunii ”HHHOBAIIMOHHOM pa300IIeHHOCTH BO3MOXKHO JINIIE IIPH a/IeKBATHON OIIEHKE
COOTBETCTBHS TEPPUTOPHH ONPEICICHHOMY YPOBHIO MHHOBALMOHHOW aKTHBHOCTH (BBICOKHIA, CPETHUI, HU3KHH U T.1.)
U y4eTa caMOOBITHBIX yCIIOBHUi cyObekTa denepau.
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Considers the concept of institutional mechanism of incentives for economic entities of innovation activity. Clarified
the structural features of this mechanism. Also explored the applicability of methods and tools depending on the economic,
social, political conditions. Reveal the contradictions (between the interests of Federal and regional authorities, regional
and municipal authorities, public bodies and enterprises regarding the methods and tools of stimulation of innovation
activity between the possible compatibility issues when using various methods (tools) and specific regional conditions,
the contradiction arises between the existence of potential innovations, and the absence or underdevelopment of the
infrastructure and institutional framework for their implementation) of the system and the possibilities of their resolution
by the means of incentives and constraints. According to the analysis of innovative activity of the country defined its
unevenness in accordance with this indicator, which indicates the feasibility of differentiation measures. The resolution of
conflicts innovation disunity is possible only when adequate assessment of the conformity of the territory of a certain level
of innovative activity (high, medium, low, etc.) and accounting original conditions of the subject of Federation.
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VYTOYHEHO MOHATHE COBbITA NMPOIYKIHHU, UCCICAOBAHbI ONPEACICHHs TIOHATHS «COBITY» Pa3INYHBIMU YUCHBIMU.
CObITOBasI JIEATENBHOCTD SIBISIETCS OTHOW M3 CaMbIX 3HaYMMBIX cep (QYHKIMOHMPOBAHMS MPOMBIIUICHHOTO MPEI-
npusttust. Opraruzanust paboT B o6macTu cObITa TOBapa yCTAHABIMBACT ITyTH IBIDKECHHS TOBapa OT M3TOTOBUTEINS K
notpedurento. TpaauIMOHHbIE KaHAJIB! PaCIIPeIeNIeHNs, KaK MPABUIIO, COCTOST U3 HE3aBUCHMOTO MPOU3BOAUTENS, Of-
HOT'O MJIM HECKOJIBKUX ONTOBBIX M PO3HUYHBIX MTPOJABIOB. Kaxplii U3 HUX — caMOCTOsTEIbHAs OpraHu3aLus, CTpe-
MsIasicst 00eCIeunTs cede MaKCHMAIIBHYTO MIPUOBLIB, TasKe €CIIH 9TO HJET Bpa3pe3 ¢ OOMNMH HHTePECaMH CHCTEMBI
pacmpeseneHus, HHTepecaMy JIPYIUX Y9aCTHHKOB. BayKHBIM COOBITHEM B Pa3BUTUH KaHAJIOB PACTIPENEICHHS MOCITy-
XKWI0 GOPMHUPOBAHUE FTOPU3OHTANIBHBIX, BEPTHKAIBHBIX 1 MHOTOKAHAJIbHBIX MAPKETHHIOBBIX CHCTEM, IPHXOASAIIMX Ha
CMEHY TpaJULIMOHHBIM MapKETUHIOBBIM cHcTeMaM. B HacTosIiee BpeMs Kak Ha OJJHOM KOHLIE LIETIOYKH PacIpeiesIeHUs
(y mpou3sBozxuTeneii), Tak ¥ Ha ApyroM (y po3HWYHBIX NPOJABIIOB) HAOIIONAETCSI CTPEMIICHHE K COKPAIICHHIO YHCIIa
nocpenHuKoB. KpymHeimme po3HUYIHBIE OIepaTopsl BKIAIBIBAIOT 3HAYUTEIBHBIC CPEACTBA B CTPOUTEIHCTBO CBOMX
COOCTBEHHBIX PACTIPENEIUTENbHBIX IIEHTPOB. [pyroil TeHAeHINeN B KaHaIaX paclpeeIeH s CTAHOBUTCS COBEPILEH-
CTBOBaHUE TPAHCIIOPTHOH COCTaBIIAIOIIEH KaHAJIOB /I YMEHBIICHUS CPOKOB XPAHEHMs M peau3alli TOBapoB, CO-
KpalleHHe YNCIEHHOCTH IIepPCOHaja, MOBBIMICHNE MPUOBUIN TIPOM3BOJUTENS M KadecTBa MH(OPMAaUK O JBIDKSHUN
ToBapa. KpymHble KOMIAaHUH, BIAAENBIEI TOPTOBBIX MapoOK, MPOABUTAIOTCS TI0 IyTH CO3IAaHHS COOCTBEHHBIX CHCTEM
pacnpenenenus. OueHb BaXKHOH TEHJEHIMEH ABIAETCS yBEIWUEHHE IIMPUHBI KAHAIIOB, HCTIOIb3yEeMbIX TPOM3BOUTE-
JSIMH, TIPH YMEHBILICHUH TIIyOWHBI. YMEHBIICHHE [TyOHHBI IPOMCXOIHUT 32 CUET COKPAIICHHS MPOMEKYTOUHBIX 3BE-
HBEB, a PACIINPEHNE KaHAJIOB JaeT BO3MOKHOCTD YBEIIMUYEHHS COBITAa OT NCIIOIb30BAHHSI HOBBIX KaHAJIOB.
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The notion of product marketing, examined the definition of «marketing» by various scholars. Sales activity
is one of the most significant areas of industrial plant operation. The organization works in the marketing of the
goods establishes a path of movement of the goods from the manufacturer to the consumer. Traditional channels
of distribution, as a rule, consist of independent producer, one or more wholesalers and retailers. Each of them - an
independent organization that aims to secure the maximum profit, even if it is at odds with the common interests
of the distribution system, the interests of other participants. An important event in the development of distribution
channels was the formation of horizontal, vertical and multi-channel marketing systems to replace the traditional
marketing systems. Currently, both the one end of the chain of distribution (the manufacturers) and the other (y
retailers) there is a desire to reduce the number of intermediaries. Major retailers are investing heavily in building
their own distribution centers. Another trend in the distribution channels is to improve the transport component
of the channel to reduce the retention and sale of goods, reduction in staff numbers, increase producer profits and
quality of information on the movement of goods. Large companies, brand owners are moving towards the creation
of their own distribution systems. Very important trend is to increase the channel width used by manufacturers with
decreasing depth. The decrease is due to the depth reduce intermediate links, and the expansion of channels makes
it possible to increase sales from new channels.
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[IpoBeneH aHaiaM3 CyHIECTBYIOIIMX CTPYKTYp CIyKObI cObITa. OpraHu3alMOHHBIE CTPYKTYpBI COBITOBBIX
ciryk0 OYeHb JUHAMHYHEI U CYyIIECTBEHHO 3aBHCSAT OT U3MEHCHMH Ha PHIHKAX (UPMBI I B MAaKPOIKOHOMHUYECKOI
cpene. B pabote paccMaTpuBaeTCs MATh THIIOB OPraHU3AIMOHHBIX CTPYKTYD: (DyHKIIMOHAIIBHAS CTPYKTYpa, KOTOpast
BO MHOTOM OCHOBBIBAaeTCSl Ha 0a30BbIX 3a/1a4ax cObITA, TOBAPHAs MCIIOJIb3YET NPUHIMI CTPYKTYPUPOBAHUS COBITA
10 ACCOPTUMEHTY HNPOJYKIMH, KIHSHTCKAsk — I10 KJIMEHTaM, TepPUTOPUAIIbHASI — 10 MECTY HaXOXJICHUS X OXBAThI-
BacMOMY PETHOHY, CMEIIaHHAs CTPYKTypa OOBEIUHSCT B ce0e BCE BRIIICIICPEUHCICHHBIC TUIIBI CTPYKTYp. ABTOPOM
YKa3bIBAIOTCS IOCTOMHCTBA U HEJIOCTATKH TIPUBEJICHHBIX CTPYKTYP. YKa3aHbl CeMb 0a3MCHBIX IPUHIUIIOB [UIAHUPO-
Bauus (o JI.1. Bapkany), cobmonerne KOTopbix obecrnednT 3G(HeKTHBHOCTD IUTAHOBBIX MPOLEIYP U HAIEKHOCTh
UX Pe3yNbTaToB, B paboTe MPUBOISITCS TaK)KEe OCHOBHBIC MPOOJIEMBI INIAHUPOBAHUS COBITOBOI JIEITEILHOCTH HPe/i-
npusitud. [Inanuposanue cObITa OCTAaeTCS OIHON M3 CAMBIX BaKHBIX 3a7ad B CHCTEME MEHE/[KMEHTA B KOMITAaHH-
SIX-IIPOU3BOJIUTEIISIX. ABTOPOM BBIJICIICHBI JIBE INIABHBIC IIPUYMHBL: TIEPBast 3aKJIKOYACTCS B TOM, YTO IJIAHHPOBAHHE
cOBITa SIBJISETCSI TOCTATOYHO CIOKHOU paboToii, Tpedyromiel cepbe3Hoi HHGOPMALMOHHOM 0a3bl, HOCTOSIHHON aK-
TUBHOCTH Y4YaCTHHKOB IIPOILIECCa M TBOPYECKOTO MOJXOJa BO BCEM, YTO KAacaeTCs OLECHKH PHIHOYHOI CHUTyalluH u
BO3MOXKHOCTEH 3aKa34MKOB, BTOPAst — METOBI ¥ TEXHHKA PabOTHI ¢ 3aKa3dMKaMy TaKKe HE caMasi CHIIbHAsi CTOPOHA
HAIIIero MEHE/PKMEHTa CErOIHS.
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The analysis of existing structures Technical Sales. The organizational structure of marketing services are very
dynamic and significantly affected by changes in the markets of the company and in the macroeconomic environment.
We consider five types of organizational structures: functional structure, which is largely based on the basic tasks of
marketing, product uses the principle of structuring sales by product range, customer - for customers, territorial - the
location of the male and the region, the mixed structure combines all of the above types of structures. The author
indicates the advantages and disadvantages of the above structures. Listed seven basic principles of planning (by D.
Barkan), the observance of which will ensure the effectiveness of planned procedures and the reliability of their results,
in the paper, we present the basic problem of planning marketing activity of the company. Sales planning is one of the
most important tasks in the management system in the company-producers. The author distinguishes two main reasons:
the first is that the planning of marketing is quite a challenging job that requires serious knowledge base, the constant
activity of participants in the process and creativity in all that concerns the assessment of the market situation and the
capabilities of customers, the second - the methods and techniques of working with customers also not the strength of
our management today.
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