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MeTogonornyeckmm annapart
NTOTNCTUKWA

MeToabl CUCTEMHOIO aHanm3a

MeToabl Teopun nccrnegoBaHun onepaunm
KnbepHetnyeckuin nogxon

[1lporHocTuKa

MeToabl MoaenMpoBaHUgA

Llenb:

[TporHo3mpoBaTb MaTepmarnbHbi€ MOTOKM

CosnaBaTb UHTErPUPOBAHHbIE CUCTEMbI YNIPABNEHNS U
KOHTPONS

PaspabaTbiBaTb CUCTEMbI NOTMCTUYECKOIO
obcnyXXneaHus

OI'ITI/IMI/I3I/IpOBaTb 3arachbl N MPoO-.



1. AHanNM3 NOfMTHOU CTOMMOCTMU

- YYeT BCEX IKOHOMUNYECKNX UBMEHEHUN,
BO3HMKAIOLLMX NPU KaKUX-NMOO N3MEHEHUSIX B
NOrMCTUYECKoOn cucteme

- naeHTudurKauma Bcex 3aTpaT B NMTOrMCTUYECKON
CUCTEME U Takasi UX NneperpynnupoBkKa, KOTopas
MO3BOJSIUT YMEHbLUNUTbL CyMMapHble 3aTpaThbl.

-> BO3MOXXHOCTb MOBBLICUTb 3aTpaTbl B OOHOM
obnacTu, ecnu B LIerIoM Mo CUcTemMe 370
npuBeOET K 3KOHOMUU — 3TO UHTETPUPOBAHHbIN
Nnoaxopn K IOrMcTuKe
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«Ancobepr» NomnHbIX 3aTpaT

................................................................................

; Bu)mman\

4acTh
3aTpar

CxpbiThIE
3aTpaThi

/
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NMpumep npumeHeHuUsA
MeToAaa:

Beibop mexay
npmnobpeTeHnem
coDOCTBEHHOro ckrnaga u
NCNorb30BaHMEM CcKNnaaa
oOLero Nonb30BaHUSA



2. MogenunpoBaHue B NOrMCTUKE

- ['NporHo3 noseageHmsa npouecca nunum
cuctemsbl («4T1o ByaeTt, ecnu....?»)

-> Ba)kKHa cTeneHb nogobus mooenu
MoaenupyemMmomy o0beKkTy
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3. DKCMepTHbIE CUCTEMBI

- CheunalibHble KOMIbKOTEPHbIE MPOorpamMmmmbl,
nomMorarwwmne crneumnanncrtam rnNpMmHNMaTb
peweHnd, CBA3aHHbIE C yrnpaBliEeHNEM
MaTepUnaribHbIMU NMOTOKaMMW:

* [1pnHATUE peLleHmne DbICTPO
« OBby4yeHme nepcoHarsra B KOPOTKME CPOKM
« CoxpaHeHune Hoy-xay

HO: akcnepTHbIM cMCTEMaM He XBaTaeT 34paBoro
cMblcna

[Tpumep: Inventory management system BBC CLUA



4. ['lokasaTtenu NormcTukn

1.  CpenHun 3anac Ha cknage
3cpl - cpegHun 3anac 3a 1biv nepuos
g e 3 +3

» x 3H — 3anac Ha Ha4ano 1ro nepuoaa
2

JK —3anac Ha KoHel, 1ro nepuoaa

2. ToBapoobopayMBaeMOCTb — XapakTepucTmnka npoLecca
BO30OHOBNEHMSA TOBapHOro 3anaca

2.1 CkopocTb ToBapoobopoTa (CT0)
O — ToBapoobopoT 3a nepunos

Cro=0/8 3cp — cpeHuii TOBApHLIN 3anac 3a nepuos,
2.2 Bpemsi obpalleHusa ToBapa
_ y ¢
~3,x t'MCno aneit B neprose T =

0 I mo



[loka3aTtenun NormcTukn

3. [lonsa 3anacoB B 0bopoTe

pi Jer % 100%
= 0
0

4. 3aTpaTtbl Ha NOMNCTUKY, NPUXOOALLMECS HA €ONHNLLY
ToBapoobopoTa [n

I = &xwf{‘)w — 3aTpaThbl Ha NMTOrMCTUKY 3a nepuoa
* =0 — TOBaApoobOpOoT 3a nepuon
5. 'py30060poT cknaga (MOLWHOCTb CKraaa)
Q — KONM4eCcTBO TOHH Ha cknage 3a nepwvoa T

I"= 7 |~ NPOMOMK1TENLHOCTL Nepuosia BpeMeHN



o0k owh =

DyHKUMOHAaNbHbIE 0bnacTu
JTOMUCTUKN

3aKyno4yHaga JIormcTuka
Cknagckasi normcTuka
[Tpon3BoaCcTBEHHAA NTOrMCTMKA
PacnpegenuntensHaga norMcTmka
TpaHcnopTHaaA NorMcTuka
MHdopMaLMOHHaa NormcTuka

[loyemy 8 Poccuu 3aKyrno4Has rioaucmuka
pasesuma criabo?



3aKyrno4yHasi rnormcTmka

« Ha makmu4yeckom ypo8He: exxeAHEBHbIE
onepalnmn ¢ 3aKyrnkamu ¢ Liernbto n3bexaHuns
nedouymTa nnm oTCcyTCTBMA HEOOXOANMMOTO
TOBapa

« Ha cmpameau4yeckoM ypo8He: NPOoLecc
yrnpaBneHust 3akyrnkamm, CBA3un
B3aMMOAENCTBUSA C APYrMMN oToenamm
KOMMNaHWM, BHELLHUMM NMOCTaBLLUKaMM,
pa3paboTKa HOBbIX 3aKYMOYHbIX CXEM U
METOJOB W NPOM.



Llenn cnyx0bl CHabXeHuns

YcTaHaBnmBaTb B3aMMOOTHOLUEHUSA C
NocTaBLUMKaMUN — «BBA3bIBAHUNE »

npeanpusaTUst B MakporormcTUYecKyto
cucTemy

OpuneHTaumnsa Ha NapTHEPCKUE AOSTTOCPOYHbIE
OTHOLLEHUS

OOLWHOCTb NHTEPECOB U LIENen
CobnioaeHune oba3aTenbCcTB
. IHTerpauusa B MUKPOIOrmcTUYECKY0 CUCTEMY

CornacoBaHHOCTb AEUCTBUN C
NPOU3BOACTBOM U COLITOM

Peanunsaumsa MapKkeTUHroBow cTpaTtermm



Bonpockl 3aKyrno4yHOU NTOrMCTUKU

UT0 3aKkynuThL?
CKOJbKO 3aKyNnUTL?
Y KOro 3akynuTb?

Ha kakmx ycnosuax?

/1 KaKk BCce 3TO cBA3aTh C NPOM3BOACTBOM U
O0EeATENbHOCTb NpeanpuATUs C
nocTaBLMKaAMK?

W=



3agayn 3aKyrno4yHOWU NOrmMcTUKK

*YT0?
» OnpeaeneHve NOTPeBbHOCTN B MaTepurarbHbIX pecypcax (KonmyecTBo, BEC, pa3mMep, Tpebyembli cepBUC)
e «Cpoenatb Unu Kynntb»?

o[ ne?
* /iccnenoBaHune pbiHKa 3aKynok (aHanmM3 OCHOBHOIO pblHKA, pblHKa 3aMeHUTEerNen, HOBbIX PbIHKOB, OLIEHKa
PUCKOB)

oY KOro?
e Bbibop nocTaBWwMKOB (6a3a AaHHbIX, OLleHKa COTpyaHMYeCTBa)

*3aKynKu

« [leperoBopbl, 3akIt04eHE OroBopa, BbiIOP METOA0B NOCTABOK M ONnaTbl, OCYLLECTBEHNe
TPaHCMNOPTUPOBKU

eKoHTpOIb
e KauecTBO, CPOKM NOCTaBOK, CPOKN OPOPMIIEHME 3aKa30B, TPAHCMOPTUPOBKN, CEPBUC

ebrogxer
e [TogrotoBka 6togkeTa, onpeaeneHne Bcex 3aTpaTt

eKoopanHauusa
 KoopanHauus v cBA3b 3aKyNoK C NPON3BOACTBOM, CObITOM, CKNaaMpoBaHueMm, TpaHCNOPTUPOBKOMN,

HANAaAWimMRAHLHINA RAAIMNMOAOTHEHODIINIIQUIIAIIAC DIOoCCTAaRltItinmavranaia



Bbibop nocraBLimka

« ObbABNEHNE KOHKYpPCa

* Apmapkun, KOHepeHUnmn

* [lepenucka, peknamHble maTtepuansl
Kputepuu:

- YnaneHHoOCTb

- CpOKU BbINOSTHEHUSA 3aKa30B

- Hann4uune pesepBHbIX MOLLHOCTEN

- KoHTponb KayecTBa

- KpegmtocnocobHOCTb 1 NPOoM.




PenTuUHr noctaBwWMKOB

Kputepui Bbibopa

YaenbHbIN

BeC

OueHka ot 1 o
10

OueHka no
Kputepuiro

1. HapeXXHoCTb NOCTaBKU
2. LleHa

3. KayectBO TOBapa

4. Ycnosus nnarexa

5. BO3MOXHOCTb
BHENIaHOBbIX MOCTaBOK

6. DuHaHcoBoe
COCTOSIHME MOCTaBLUMKa

nToro

Kputepus
0,3
0,25
0,15
0,15
0,10

0,05

N A~ 00 OO

2,1

1,5

1,2

0,6
0,70

0,2

6,3



Cuncrema nocrtaBoK « [O4MHO B
CPOK»

Cnpoc Ha 0gHOM y4acTKe Lienu onpeaensieTcs
CMpOCOM, NpeabsABIEHHOM B €€ KOHLIE

CKJIAA 3R801A (\
E SR

TEPMHHAT

CKARA onra

MAra3uH

cnpoc
Cucmenta TBC — ST ‘....
notTok ofecneunaasTCa 38 CyeT PBIHKA

«TIePeNang geicoT™ H BOIHHKLILIErQ
norextMana (cnpoca)

3TO cMCTeMa NPOoM3BOACTBA U NMOCTABKK
KOMMMEKTYOLWMX U TOBAPOB K MECTY
NPOW3BOACTBEHHOIO NOTPEONEHUS UM K MOMEHTY
NpoaaXkn B TOProBoM NpeanpuaTumn B Tpedyemom
KONMUYECTBE U B HY)KHOE BPEMH



nocmasiux

BLIX00NOU KONMPONb ROCMACILUKA

: 6
”Omp-e6umem, ---------------

IKCTCAUUHOHHBI cKnag

V A) noctaBkn TBC
CK/IaJ BXOMHOTO KOHTPOIS b) TpagnunoHHas cxema
NOCTaBKU

<

OCHOBHOQC XPAHHIIKLI(E

<

NOoATr0TOBKA K HOTpCGJICHHIO

<

IPOM3BOJACTBEHHOE TTOTPeOneHUE

---------------------------------------------------------------------------------------



CnoxHoctn Ha nyTn K TBC

» TpeboBaHus NoTpeduTena K KayecTBy

» CoKpalleHune cteneHn gneepcudoukaumm
* YnaneHHOCTb NoTpedbuTens

* PacnucaHune noctaBok

* Pasmep naptmun n nepmoanyHoCTb
NOCTaBKu



MeTon ObICTpOro pearmpoBaHus

Cnpoc

[NocTaBLumk [ TpaHcnopT [ Toprosoe <€ - - -
PbIHKa

eanpuaTue

Jlozuc cmemMa
TexHonorum metoaa:

1. ABTOMaTn4deckas ngeHTUPUKaLKna LITPUXOBbIX TOBAPHbIX
KoOoB
2. OneKTPOHHbIN 0OMeH AaHHbIMU
3. ABTOMaTunyeckasa ngeHtTudunkauyms rpy3oBbix equHuL
(Hanpumep, TPaHCMOPTUPOBOYHbLIX KOHTEUHEPOB)
1 HoBas koHuenuusa busHeca — ayx NnapTHepCTBa U
COTpYyAHWYECTBa Mexay opraHn3aumamu
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Michael E. Porter, Changing Patterns of International Competition, California Management Review, Volume XXVill, Number 2, Winter 1986



Analysis of the External Environment:
Porter’s 5 forces

Macroenvironment Barriers to entry Power of buyers
: = Economies of scale = Number of buyers
:dacroeeonoml ey c forces = Brand loyalty = Purchasing volumes
. e = Absolute cost advantages = Switching costs
nchisiry Fies - Switching costs - Backward integration
= Curency exchange rates : 3 c
= Infisfion / defialion rales = Govemment reguiation = Brand identity
= Product and price differences

Political & legal forces

= Laws

= Regulations

Demographic forces

- Age

= Gender

= Ethnic ongin

Global forces

= Trade bamiers

Technological forces

= Creative destruction of

industries
Power of suppliers Intensity of rival Substitute products

Social forces PP ty y P
= Switching costs = [ndustry competitive structure = Product and price differences
= Substitutes = |ndustry demand = Brand loyalty of customers
= Supplier concentration = Cost conditions = |mplementation costs
= Yolumes = Exit barmers

= Forward integration

Source: Porter (1979) How Competitive Forces Shape Strategy. Harvard Business Strategy, March/April 1979.



Source: Hill & Jones (2009): Theory of Strategic Management with Cases. South-Western.



Competitive
Advantage
Low Cost
Differentiation

Superior
Innovation

Source: Hil & Jones (2003): Theory of Strategic Management with Cases. South-Westem.



Inventory

= Inventory levels
= Deployment of inventories

= Gonigmeetid Inventory
Strategy

Location Transportation
= Number, size and location of Custo_mer = Modes of transport
facilities Service = Carrier routing, scheduling

= Assignment of stocking points

= Assignment of demand to stocking
points or sourcing points

= Private/public warehousing

= Shipment size / consolidation

B e SEm Source: Ballou (2004) Business Logistics / Supply Chain Management, Pearson Education Intemational.



Examples of Strategic Logistics Decision
Making
Area |Strategic _|Tactical | Operational

Facility location Number, size and
location of warehouses,
plants and terminals

Inventories Stocking locations and Safety stock levels Replenishment
control policies guantities and timing
Transportation Mode selection Seasonal equipment Routing, dispatching
leasing
Order processing  Order entry, transmittal Priority rules for Expediting deliveries
and processing system customer
design orders
Warehousing Handling equipment Seasonal space Order picking and
selection, layout design choices restocking
and private space
utilization
Purchasing Development of Contracting, vendor Order releasing and
supplier-buyer selection, forward expediting supplies

relationships buying






* Transactions versus relationships.
* Trends driving relationships.
e Relationship marketing definitions.

* The domain and dimensions of relationship
marketing.



Relationship marketing?

 Since 80s Relationship Marketing is one of the
most popular topics in marketing and business
management discourse:
— Academic conferences
— Practitioner conferences
— Academic journal articles
— Specialist marketing magazines
— Etc

. Why???



* Emphasis on getting new customers
* Short-term orientation

* Interest in making a single sale

* Limited commitment to customers



Transactional Marketing (2)

e Research on customer needs to complete one
transaction

e Success means making a sale
* Quality is a production concern
* Limited service commitment



Customer is a key in RM

Emphasis on keeping customers as well as getting
new ones

Interest in multiple sales and enduring
relationships (Long-term orientation, Lifetime
value)

High level of ongoing commitment to customers

Continuing research in customer need to enhance
relationship

Success means customer loyalty, repeat
purchases, customer recommendations, and low
customer turnover



* What are the main factors of RM development
in the world today?

— Please classify the factors in the today’s economy,
leading to the need for RM...



Trends driving relationships

Globalization of markets and organizations
that span them

Rapid technological advancements,
especially in IT

The adoption of total quality programs by
companies

Expending of service sphere
Increasing complexity of relationships



Relationship Marketing is...

* Relationship marketing refers to all marketing
activity directed toward establishing,
developing and maintaining successful

relationships
(R.Morgan & S.Hunt, 1994)



Relationship Marketing is...

* The objective of RM is to identify and
establish, maintain and enhance and when
necessary terminate relationships with
customers and other stakeholders, at a profit
so that the objectives of all parties involved
are met; and this is done by mutual exchange
and fulfillment of promises.

(Gronroos, 1994)




Relationship Marketing Domain

/\ Database marketing

Business/customer
partnering

Company
relationships

Catch-all category
[Brodie et al., 1997]




* What are the benefits of relationship
development?

 What are the losses of relationship
development?



General properties of relationships

* Collaboration

* Commitment, dependency and importance
* Trust, risk and uncertainty

* Power

* Frequency, regularity, intensity

* Closeness and remoteness

* Formality, informality and openness

* Routinization, etc.






= =

S

Outline

The core firm and its relationships
Partnership drivers
Partnership benefits and downsides

Stages of Buyer-Seller Relationships
Development

Content of partnering
Purchasing strategy



Supplier Partnerships
Goods
Suppliers
Busmess
Units
Focal
Employees .
Firm
Functianal
Deparuments
Internal Intcrmediane
Partnerships Customers

Services
Supplicrs

Ultimate

Lateral
Partnerships

Competitors

Nonprolit
Organizations

Buyer Partnerships

Source: Morgan and Hunt (1994)




1.2 Terminology

* Supplier partnerships (Co-makerships, partnering etc.) —
two-way relationship within the vertical chain
— Vertical partnerships (compare to horizontal partnerships)
— All or part of supply-chain
— B2B

* “Partnering is a relationship between customer and
supplier organizations, recognized as such by the parties
involved, whose principal objective is a shared increase
in the effectiveness and efficiency of joint
responsibilities within the remit of their relationship”
[Egan, 2008]

— Win-win situation, positive-sum game
— Joint responsibilities



2.1 Make or Buy
versus Core Business

 What is Core Business — today and tomorrow?
Market changes

Customer demands

Technology development

Own capability

SNRNXNKKXK

Company’s strategy



2.2 Grow of customer-supplier
partnering agreements are dew:

The purchased part of the finished product is
increasing — concentration on core competence

The products are changed/modified faster — new
materials, new suppliers

New markets become available - new customers,
new suppliers, new logistics, new cooperation
concept

Competition is increasing — market price is
decreasing

Rapid technological development has increased the
cost of research and development

Etc.



2.3 The Structure of Purchasing

Purchasing
« T
Daily Purchasing Strategic Purchasing
Initiate deliveries Selection of suppliers/contracts
Delivery plans New suppliers/materials
Follow-up, statistics Total cost reduction
Daily supplier contacts Benchmarking
Suggestions for Standardization

Improvements



2.4 Change of Product Scope

Market demands

A

Outsourcing =

Total delivery

Own production

P> Alliances

New technology

» lime




Core Competence

Make or Buy (Outsourcing) Alliances



3.1 Advantages of partnering

Interdependence reduces transaction costs and generates better quality
while keeping management costs lower

The supplier gains an in-depth understanding of the customer’s
requirements and can be proactive in suggesting product improvements
The supplier’s personnel become familiar with the customer’s way of doing
things, potentially reduces misunderstandings and improving the speed of
response

Greater supplier involvement at any early stage in new projects and new
product development can increase the ‘speed to market’

The partner usually gains privileged access to information about long-term
buyer’s plans

There is an increased information flow and greater information
trustworthiness

The ability of both parties to focus on those aspects of the value-added
chain that are their core competencies is increased

Etc.

[Brennan, 1997], [Sheth and Parvatiyar, 2000]



3.2 Disadvantages of partnering

* The risk of becoming heavily committed to the
wrong partners

* Customer-specific or supplier-specific
investments (sunk costs)

* Lack of market incentives because absence of
vigorous competition

* Etc.



4.1 Expanded model of
partnership formation and success (2)

Antecedents: expectations of lower costs,

increased service, competitive advantage,

sales/profitability/market share,
increased quality and benefits

—

If positive expectations exist,
then Partnership formation

Relationship evaluated ~
on the following success factors:
Characteristics of the strong relationship
Communication

Performance expectations met :
v—

If positive expectations met the partnership
continues and grows

If expectations are
negative then partnership
is not formed

If expectations are
not met then partnership
is dissolved

[Tuten, Urban, 2001]




4.2 Model of relationship development
process [Wilson, 1995] (1)

Partner selection
— Exploration stage in Dwyer and Schurr’s model

2. Defining purpose
— Tradeoff between mutual and individual goals

3. Setting relationship boundaries
— degree to which each partner penetrates the other organization

4. Creating relationship value
— Competitive abilities of the partners are enhanced being in the relationship

5. Relationship maintenance

— Activities aimed at broadening the scope of relationships, increasing its
longevity, level of parties' involvement etc.



4.3 The ending of business relationship

. break—up (Baxter, 1985),

 dissolution (Seabright et al., 1992; Tahtinen

and HalinenKaila, 1997; Alajoutsijarvi et al.,
2000);

 divorce (Guillet de Monthoux, 1975; Perrien et
al., 1994);

 exit (Alajoutsijarvi et al., 2000; Hakansson and
Snehota,1995)

e termination (Ping and Dwyer, 1992)



5.1 Power and dependency

Power imbalance results in one partner’s dependence
(Dominant vs. Dependent)

In reality balance of power (balanced dependence) is rarely
symmetrical [] opportunities for one party to pursue
short-term advantage

Advantages of symmetrical dependence:
— Mutual safeguard
— Collective incentive to maintain a relationship
— Constructive conflict resolution
— Joint problem solving
— Etc.

What factors lead to one party’s dominance?



5.2 Examples of interaction functions that
can be jointly executed

Production planning
Problem solution in supply chain
Investments in supply chain development

Creation of information systems to support the
Interaction

Trainings and education of personnel, involved in
Interaction

Market research in supply market
Legal support of purchasing process
Etc.



6. Purchasing strategy (1)

* Shall we purchase the commodity or shall we
make it ourselves?

* |s Supply Chain Management (SCM) - strategy
based on the overall company’s strategy?

* Are there conditions in the place to implement
the SCM-strategy ?

* Do we use Cross Functional approach to
SCM-work ?



6. Purchasing strategy (2)

* Are our suppliers integrated in our key
processes in an optimal way? (e.g. the
development process, the delivery process)

* Have we established long-term, strategic
alliances with key suppliers?

* Are we prepared to enter long-term purchase
agreements?

* Have we optimized the number of suppliers?



6. Purchasing strategy (3)

* Do we monitor and benchmark our suppliers
and our SM-process?

* Do we get the best possible design, delivery
time, cost and quality from our current
suppliers?

 Who are our main competitors and with
whom do they purchase?



6. Purchasing strategy (4)

* Shall we buy the commodity in a country
where costs are low?

* What would happen if we bring some key
suppliers together and ask them to exchange
knowledge about technology, production
equipment etc in order to satisfy our needs
better?

* What risk do we encounter on the supply side
and how do we handle them?



