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AHanu3 1 popMupOBaHKE KaHAIOB PhIHKA COBITA TPOIYKIIMU HA IPEATIPUSTUN

bexnm E.N.
VYupexnenue obpazoBanus Oegeparun npodcoro3zoB bemapycn Butebckmii dhmnman «MexyHapo HbINH
yausepcutet “MUTCO”»

Buvicokue cknaockue 3anacel — mpaouyuonnas npobiema 6e10pyccKo2o peanbHo2o cekmopa, Komopas
obocmpunacey 6 nepuod Kpuzuca u cnadd Cnpoca Ha OCHOBHBIX pbinkax covima. Haubonee msoicenoe
NOJI0JICEHUe 8 BONpOCe CKIAOCKUX 3anacoé Habmodaemcs 6 001acmu Hpou3g00CmMea MAawiun u
obopyodosanus. Cywecmeyiowas npobrema 3anacos npooyKyuu 2060pum 0 CHUICAIOWEMCL CHpoce Ha
omeuecmeeHnyio NpoOyKYyuio, a 3Ha4um, o npobieme co cObIMOM MO8apos 6 pecnyOiuxe u 3a ee
npeodenamiu.

L]env — nposedenue oyenku cecmenmos pulHka 015 opmuposanus kananog coima npooyxyuu OAO
3a600a « BU3AC».

Mamepuan u memoovl. Mamepuaiom 0151 UCCIEO08AHUS NOCTYICUTU OAHHBIE NPOUIBOOCHIBEHHO-
xozaucmeennot  deamenvHocmu OAO 3as00a «BU3AC» u noxazamenu ee 3gpexmusnocmu,
9neKmponuble  uHopmayuonuvie pecypcvl. OcHosHble MemOoObl UCCLE008AHUS  AHATUMUYECKUL,
20PUBOHMANLHORO U BEPINUKATLHO2O CPAGHUMENLHO2O0 AHANU3A, CPEOHUX U OMHOCUMENbHBIX BEIUYUH,
O0emepMUHUPOBAHHBIN PAKMOPHBLIL AHATU3.

Pesynomamot u ux oocysycoenue. Ilpu nposedenuu ananusza no pulHKAM CObIMA BbISGIEHO, YO
SHauUMenbHAs 00as NPoOyKyuu npeonpusmus nocmasisemcs ¢ Poccutickyio @edepayuio (53,7%) u
Pecnybruxy benapyce (41,9%). Dxcnopm 0ns cmpan Oanvie2o 3apybesicvs sHavumenvino nudce. I1o
pesyibmamam  OCYWeCmeIeHH020 — AHAAU3d — KAHALIo8  cOblma  NpoOyKyuu  no  cybvekmam
MOBAPONPOU3LOOSUEl Cemu GbISIGNEHO, YO HAUOOIbUULL 00bem peanuzayuu npooykyuu 6 pasmepe 28%
npuxooumcs Ha ounepos Q00 «bencmanxoy u O00 «CTM-Mapkemy. Ha ochosanuu oyenku pazeumus
MOBAPONPOU3BOOAWel cemuy 3a pyoedlcoM U 3auumvl IKOHOMUYECKUX UHIEPeco8 Npeonpusmusl
3aKIIOUEHb 002060pa ¢ CYyObeKmamu mosaponpousgooaueti cemu 8 Poccuu, Yxpaune, Hpane.

3aknwuenue. Buvisgneno, umo npeonpusmue OCyWecmensem MapKemuHeo8yil0 OesmelbHOCHb,
HANpasienHyl0 Ha 0CBOeHUe HOBLIX pPulHK08 cmpan Egponelickoeo cow3a u 0anvHe2o 3apyoedicvbs u
Hapawueanue >KCNOpmMA. Ycmanoeneno, 4mo onvlm COmMpYOHUHeCmed ¢ OpyeumMu CMpaHamu y
npeonpusimusl eCmv U He0OX0OUMO PACUIUPSIMb 2e02PAPUIO U 0CEAUBAMb HOBbLE PLIHKLU.

Knwouesvie cnosa: pvinok covima, Kauani cObima, KCROPM, UMNOPM, HPOOVKYUs, npeonpusmiue,
MAapKemun206asL 0esimeaIbHOCb.
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High inventory is a traditional problem of Belarusian in the real sector, which deteriorated during the
crisis and the decline in demand in major markets. The most difficult situation in stocks is observed in the
production of machinery and equipment. The existing problem of stocks demonstrates reduced demand
for domestic products, which means a problem with the sale of goods in the Republic and abroad.

The aim is to assess market segments to generate the sales channels of JSC “VIZAS”.

Material and methods. The research material was data of the production and economic activities of
JSC “VIZAS” and indicators of its effectiveness, electronic information resources. The basic research
methods are the analytical method, methods of horizontal and vertical comparative analysis, the method
of secondary and relative values, deterministic factor analysis.

Findings and their discussion. The analysis on markets revealed that a large proportion of the
products of the Company goes to the Russian Federation (53,7%) and the Republic of Belarus (41,9%).
Export to non-CIS countries is significantly lower. On the basis of the carried out analysis of sales
channels by actors producing goods network it was revealed that the greatest volume of product sales, 28



per cent, is taken by the dealers of OOO “Belstanko” and LLC “STM-Market ”. Based on an assessment
of the development of the distribution network abroad and protection the economic interests of the
Company contracts with subjects of distribution network in Russia, Ukraine and Iran were signed.

Conclusion. It was revealed that the Company carries out marketing activities aimed at the
development of new markets in the countries of the European Union and abroad and increase exports. It
was found out that the Company has some experience of cooperation with other countries, and it is
necessary to expand and develop new markets.
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