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Executive Editor’s
Introduction

This issue is dedicated to the best research results of stu-
dents of the Ukrainian-American Concordia University,
written by Masters in International Economic Relations and
Business Administration. The published works are not a
simple compilation of graduation projects but a system-
atization of knowledge and skills acquired by our students
during their Master Studies — this is their first full-fledged
attempt to present their findings in a scientific format pub-
licly.

The articles collected in the issue fully reflect the diversity of
scientific and practical interests of our degree seekers. Each
of them results from fruitful cooperation between the su-
pervisors and the graduates during the year. The published
results went through several stages of discussion, including
during traditional university conferences “Sustainable de-
velopment: The view of youth” and “Science, innovation,
and entrepreneurship.”

The Editorial Board and reviewers bring to your attention
those works that most closely meet the requirements for
scholarly articles. We hope that the research outcomes of
our students will be of interest to a broad audience and
inspire others to research and share the results of their
work.

The University is proud of our students and fully supports
their aspirations.

Sincerely,

Dr. Liubov V. Zharova

D.Sc. (Economics), Senior Researcher, Professor
Ukrainian-American Concordia University

BcTynHe cnoso Bina
BUKOHABYOTO penaxkTopa

Y uboMy HoMepi 3i6paHi HaWKpalli poboTu, HanucaHi Ma-
ricTpamu YkpaiHcbKo-amMmepukaHcbkoro yHiBepcmteTy KoH-
Kopaia 3a Hanpamkamu “MixxHapoAHi eKOHOMIYHI BigHOCK-
HW" Ta "bi3Hec-agMiHicTpyBaHHA". [peacTaBaeHi cTaTTi He
€ NPOCTO0 KOMMINALLIEID BUMYCKHUX MPOEKTIB, a chucTema-
TM3aLit0 3HaHb Ta BMiHb, OTPYMaHWX HaWWMU CTyAeHTaMu
NpOTArOM OMaHyBaHHA MPOrpamu, i MepLIotd MOBHOLLH-
HOK cnpoboro NybaiYHOT Npe3eHTaLii pe3y/bTaTiB J0Chi-
[>KeHb y HaykoBOMY dpopmari.

CratTi, AKi yBiNWAM A0 uiei nybaikaLlii, NOBHO MipOtO Bi-
ZiobpakatoTb Pi3HOMaHITTA HayKOBUX i MPaKTUYHWKX iHTepe-
CiB Hawwmx 3806yBauiB. KoXHa 3 HUX € pe3yibTaToM MAigHOT
cniBnpayi HayKoBOro KepiBHWKA i BMMYCKHUKA MPOTAroM
poky. OnpuatofHeHi pesyabTaTv NPONLWAW KifbKa eTanis
06roBOpPEHHS, y TOMY YMCAi MNif Yac TPagULINHUX YHIBEpP-
CUTETCbKUX KOHdepeHLin — “CTannii po3BUTOK: MOrAsZ
mMonogi” i “Hayka, iHHOBaLii Ta Ni4NpUEMHNLTBO".

HaykoBa pegakuis Ta peLeH3eHTM MPOMOHYOTh Ballil
yBa3i Ti poboTw, fKi Halbinbluie BiANOBIAAOTL BUMOram
O NpeACTaBNeHHA HayKOBO-AOCiAHWX cTaTeil. Cnogisa-
€MOCb, O POBOTU HaLUUX CTYAEHTIB 3aLiKaBAATb LLUMPOKY
ayAWUTOPINO | HAAWXHYTb IHLUMX Ha HayKOBWI MOLLYK Ta Mo-
LUMPEHHs pe3ynbTaTiB CBOIX AOC/IAXKEHb.

Mu nuwaemocs HawmMmn cTyaeHTamu i byaemo Hagani nig-
TPVMYyBaTH TXHi NParHeHHs.

3 nosaroto,

Xaposa /. B.,

0-p ekoH. Hayk, cmapu. 00CaiOHUK, npodp.
YkpaiHceko-amepukaHcekuli yHisepcumem KoHkopois

BcTynHe CNOBO Bifl BYKOHABYOrO pefaktopa BESL[ 5
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Ivetta Brodskaia
Lyudmyla Syerova

Theoretical Basis of Human Resources Management in an

International Organization

With the development of social production and the transition to post-in-
dustrial principles of its functioning, the fundamental importance of human re-
sources in the development of civilization becomes increasingly evident. Public
development is inextricably linked with the dynamic updating of the system of
managerial relations, which, among other things, manifests itself in increasing the
role of a set of measures aimed at improving the human resources management

system.

Keywords: human resources management, organizational behavior, the human
factor, the typical tasks of HRM, the effectiveness of human resources manage-

ment.

Execution of foreign economic activity by an enterprise and
production of goods that would be competitive in foreign
markets depend not only on technical equipment of an en-
terprise, availability of modern technologies, clear system
of product quality control, market environment research
and consistent implementation of promotion strategies,
but also on qualification of employees of an enterprise and
effective human resources management [7].

HRM plays one of the leading roles in the management
system of an enterprise, since achievement of the main
goal directly depends on the labor productivity of employ-
ees. At the heart of any commercial organization there is
a group of people who carry out certain activities for the

DOI 10.37659/2663-5070-2021-6-7-6-15

sole purpose: to make profit. That is why it is necessary to
direct and motivate people so that they make the greatest
possible contribution to achieve that main goal of an or-
ganization. A manager always tries to persuade employees
to work more productively and to maintain their interest
in the results of work. The provision of an enterprise with
labor resources, their rational use, and high level of labor
productivity contribute to an increase of production vol-
umes, efficient use of equipment and machinery, reduction
of production costs and increasing profits.

The relevance of the chosen topic lies in the fact that
modern conditions are characterized by an increase in the
role of personnel in enterprises, because it is the produc-

6 BESL[ Theoretical Basis of Human Resources Management in an International Organization
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3azanbHOCBIMOBI Npo6GJieMuU eKOHOMIKU, MeHed>XMeHmy ma Gi3Hecy

tive work of human resources that guarantees the prosper-
ity and high profitability of any organization. This is due
to the following factors: changes in the content of labor,
caused by the use of new technology; transformation of
control function, increase of significance of self-control
and self-discipline; macroeconomic factors (aggravation
of competition in the market, orientation of enterprises to
meet consumers’ demand, increasing attention to the qual-
ity of goods); change in the forms of work organization at
enterprises; improvement of educational and cultural levels
of employees; change of priorities in the system of per-
sonnel values [1]. The mechanism of HRM has particular
importance for international enterprises.

The theoretical significance: this work will be a gen-
eralized basis of theoretical and practical solutions to the
challenges of human resources management, and will form
the basis for more in-depth studies.

In the transition to a market economy, enterprises have
to operate in a competitive environment, find and expand
their "niche” in the market of goods and services, master
new type of economic behavior, and constantly prove their
competitiveness. In this regard, every day requires an in-
crease in the contribution of each employee in achieving
the goals of an enterprise, and one of the main tasks of
each economic entity is search for effective ways of manag-
ing human resources, that is, ways to ensure the activation
of the human factor [8].

For the most complete development of the topic of this
work, first of all, it is necessary to clearly identify what the
labor resources, hired workers, personnel and staff of an
enterprise are. Labor resources are part of the able-bod-
ied population, which according to their age, physical, and
educational characteristics corresponds to one or another
sphere of activity. Hired workers are employees who work
for a certain salary, stipulated by an employment contract.
Under the staff we understand the regular (permanent)
skilled workers who have undergone previous refresh-
er training, have work skills, work experience, specialist
knowledge in the chosen field of activity and are in labor
relations with the management of firms. Personnel are the
entire manpower of an institution, organization, enterprise,
all permanent and temporary workers, representatives of
skilled and unskilled labor [11].

In the process of production, the optimal combination
of such factors as the means of production, materials and
labor is carried out. These factors also include such variable
factor as management, the main tasks of which are plan-
ning, organization and control. Considering the factors of
production, along with technical and economic problems,
it is necessary to consider social and human interests. Man,
as a carrier of the productive factor of labor, is different
from other factors of production, primarily because it is not
a passive subject, but has its own thoughts, goals, initiative,
and is guided by certain needs. Within a classical approach
to management, a man is a factor in production. However,
according to many scholars, such an approach to manage-

ment does not meet the needs of the current world. In-

stead, there is a new approach to human management, ac-

cording to which, human resource policy becomes an active
strategy. This strategy integrates into the overall policy of
human resource management. A new, non-classical vision

of management makes it possible to consider a person as a

factor in implementation of organizational policies, source

of income, cultural, transformative, and creative power. The
human work in an organization must be used in a way to
ensure the optimal use of human resources, the potential
of organizational behavior of employees.

Managers need to consider two aspects of organiza-
tional behavior as a management problem:

+ Socio-psychological — spheres, methods and means
by which the manager can influence the organizational
behavior of the subordinate.

+ Organizational and technical — measures that must be
taken within an organization to orient the organization-
al behavior of employees to achieve production goals
[13].

The processes of human management were carried out
in all civilizations and in different societies. HRM is a spe-
cific function of management activity, the main object of
which are people belonging to certain social groups, labor
collectives. Executives and specialists who perform man-
agement functions in relation to their subordinates serve
as subjects of HRM.

Hence, human resources management is a deliberate
activity of an organization's management team to devel-
op concepts, strategies of personnel policy and meth-
ods of human resources management. It is a systemic,
systematically organized influence through a system of
interconnected economic and social organizational mea-
sures aimed at creating conditions for the normal devel-
opment and use of labor force potential at an enterprise
level. Planning, forming, redistribution and rational use of
human resources is the core content of human resources
management [9].

Human resources management should be consistent
with the concept of enterprise development, protect the
interests of employees and ensure compliance with labor
legislation in the formation, consolidation (stabilization)
and use of personnel. In modern conditions, the basis of
the concept of human resources management is the grow-
ing role of an employee identity, knowledge of his/her mo-
tivational settings, and ability to form them and guide them
in accordance with the tasks that an organization faces.

The basic tasks of human resources management in-
clude:

+ provision of an enterprise with required quantity and
quality of personnel for the current and future periods;

+ creation of equal opportunities of labor efficiency and
rational occupation of employees, stable and uniform
workload during the working period;

+ satisfaction of reasonable staffing needs;
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+ ensuring compliance of the labor potential of an em-
ployee and his/her psycho-physiological characteristics
to the requirements of the workplace;

+ maximum performance of various operations in the
workplace.

The typical tasks of HRM, as well as the methods to be
used for each task, are discussed in more detail in Table 1.

Human resources management system in an enterprise
consists of many subsystems, each of which performs ap-
propriate functions.

The subsystem of general and linear management
manages the organization as a whole, as well as individ-
ual functions and production units. Functions of this sub-
system are performed by the head of an organization, his/
her deputies, heads of functional and production units, and
their deputies.

The subsystem of personnel planning and marketing
performs the following functions: development of person-
nel policy and personnel management strategy, human re-
sources analysis, labor market analysis, personnel planning,
planning and forecasting of staffing needs, etc.

The subsystem of personnel management and account-
ing organizes personnel hiring processes and activities, as-
sesses selection and recruitment of staff, accounts herrings,
transfers, promotions and dismissals of the personnel,

Global Problems of Economics, Management and Business

takes care of professional orientation and organization of
rational use of personnel, etc.

The subsystem of labor relations management con-
ducts analysis and regulation of group and personal rela-
tionships, analysis and regulation of relations of manage-
ment, management of industrial conflicts and stress, etc.

The subsystem of ensuring normal working conditions
fulfills the following functions: compliance with the re-
quirements of psychophysiology and ergonomics of labor,
compliance with the requirements of technical aesthetics,
occupational safety and environmental protection.

The subsystem of personnel development management
carries out: training, retraining and advanced training, entry
into the office and adaptation of new workers, evaluation
of candidates for a vacant position, periodic assessment of
personnel, etc.

The subsystem of personnel behavior motivation man-
agement performs the following functions: management
of motivation of labor behavior, normalization and rating
of labor process, development of remuneration systems,
development of forms of employee participation in profits
and capital, etc.

The subsystem of social development management
carries out: organization of public nutrition, management
of housing and communal services, development of cul-
ture and physical education, provision of health and rest,

Table 1. Tasks of human resources management Source: own representation based on [5]

Task of HRM What needs to be defined Research methods
Formation of 1. Psychologically substantiated standards of controllability  Analysis of content of work, compliance
structures and and optimal size of production teams. with professional requirements of the
staff 2. Professional qualification requirements for employees. workplace. Modeling, expert evaluations
3. Socio-psychological models of production teams
Recruitment 1. Level of development of general and special abilities of ~ Observation, conversation, documents
a person. analysis, tests of interests, intellectual
2. Individual psychological features of a person, his/her tests, tests of special abilities,
orientation experiment
Personnel 1. Level of professional knowledge, skills, desires of an Surveys, expert evaluations,

development

employee.

conversation, business cases, situational

2. The most effective forms of vocational training. tasks, experiment, training

3. Effective means of influence on those who are studying
Personnel 1. Fit between an employee and his/her workplace. Surveys (questionnaires, interviews),
assessment and 2. Opportunities for further cooperation. group assessment of personality, expert
placement 3. Results of labor activity. evaluation, observation

4. Place of an employee in the collective
Rational use of 1. Reasons for discipline violation. Documents analysis, tests, question-
personnel 2. Socio-psychological climate in the team. naires, survey method, analysis of disci-

3. Efficiency of personnel work plinary power, conversation, analysis of

team work results, leadership style

8
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provision with children’s institutions, management of social
conflicts and stress.

The subsystem of managerial organizational structure
development performs such functions as analysis of the
formed management organizational structure, design and
formation of a new management organizational structure,
development of schedules.

The subsystem of legal support of the system of human
resources management carries out: settlement of legal is-
sues of labor relations, coordination of administrative and
other documents on human resources management, set-
tlement of legal issues of economic activity, consultations
on legal issues.

The subsystem of information support of the human re-
sources management system performs the following func-
tions: keeping records and statistics of personnel, informa-
tion and technical support of the HRM system, provision of
personnel with scientific and technical information, etc [10].

Schematically, the structure of human resources man-
agement is depicted in Figure 1.

To conclude, human resources management is respon-
sible for the most important production factor — labor.
The core activities of human resources management is
planning, forming, redistribution and rational use of hu-
man resources. HRM consists of many subsystems, each of
which performs appropriate functions. Such variety allows
for complex approach to ensure all aspects of labor are
covered.

At the heart of the mechanism of HRM of an interna-
tional enterprise is its personnel policy, because it is used to
implement the functions of each of the subsystems of HRM
under consideration. Personnel policy is a set of principles,
methods, and forms of organizational mechanism for the

formation, reproduction, development and use of person-

nel, creation of optimal working conditions, work motiva-

tion and stimulation. Personnel policy defines the general
line and the principle guidelines for human resources man-

agement for a long-term perspective [11].

The main objectives of personnel policy are:

+ timely provision of personnel of required quality and in
sufficient quantity;

« provision of conditions for implementation of the rights
and obligations of citizens envisaged by labor legisla-
tion;

+ rational use of labor potential;

« formation and maintenance of effective work of labor
collectives [11].

Personnel policy includes the following elements:

+ employment policy, which covers provision of highly
skilled personnel, creation of attractive working condi-
tions, ensuring of their safety, and creation of career
opportunities in order to increase the level of work sat-
isfaction;

+ training policy, which involves formation of an appro-
priate training base, opportunities for advanced training
and realization of aspirations for professional growth;

» compensation policy, which covers provision of wages
that are relatively high compared to other employers,
and that would correspond to the experience, abilities
and attitudes of an employee to his duties, his labor
contribution;

» welfare policy based on providing a wide range of so-
cial benefits, creating conditions that are attractive to
employees and mutually beneficial for them and for an
enterprise firm;

Subsystem of general and linear
management

Subsystem of personnel planning
and marketing

Subsystem of personnel
management and accounting

Subsystem of labor relations
management

Subsystem of social development
management

Subsystem of personnel behavior
motivation management

Subsystem of personnel
development management

Subsystem of managerial organi-
zational structure development

Subsystem of information
support of HRM system

Subsystem of legal support of
HRM system

Subsystem of ensuring normal
working

M Fig. 1. System of human resources management Source: own representation based on [10]
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+ labor relations policy, which provides for establishment
of certain procedures to prevent emergence of labor
conflict, establishment of a better style of management,
relations with trade unions, etc [13].

Personnel policy, firstly, forms the requirements for
the labor force at the hiring stage. Such requirements in-
clude the necessary level of education, special training,
work experience, personal qualities, professional skills, etc.
Secondly, personnel policy affects an attitude towards "in-
vestment” into labor force, targeted influence on personnel
development, as well as stabilization of the team and the
nature of the training of new employees, retraining and re-
fresher training. Personnel policy, in general sense, should
be based on such principles as justice, consistency, equal-
ity, absence of discrimination on the basis of age, gender,
religion, compliance with labor legislation.

Each organization independently defines its personnel
policy, but there are a number of factors that, in any case,
have a direct impact on its formation. The above factors can
be divided into two groups: external and internal.

External factors include national labor law, relationship
with the trade union, state of economic conditions, state
and prospects of development of the labor market.

Internal factors are structure, goals and strategy of an
organization; territorial placement; production technolo-
gies; organizational culture; quantitative and qualitative
composition of current personnel and its possible changes
in perspective; financial capabilities of organizations that
determine the permissible level of personnel costs; current
payment level [11].

Personnel policy is closely linked to the system and sub-
systems of HRM, and, therefore, performs similar tasks and
functions. The main elements of personnel policy include:
1. Choice of management style, which determines the

choice of other tools.

2. Social policy and wage policy (labor motivation).

3. Policy in the field of education, advanced training and
appointment.

4. Creation of proper working conditions.

5. Provision of personnel [13].

Thus, the mechanism of human resources manage-
ment of a company is based on implementation of per-
sonnel policy, which, in turn, is implemented through a set
of methods of impact on personnel. Methods are a way to
influence the team or individual employee to achieve the
goal and to coordinate his/her activities in the production
process. In the theory and practice of management there
are three groups of methods: administrative, economic and
socio-psychological. The proper application of those meth-
ods is one of the main challenges of HRM.

Administrative methods are based on authority, disci-
pline and punishment, known in history as a “whip meth-
od". They rely on administrative subordination of an object
to a subject, on the basis of the existing management hier-
archy. Administrative methods are guided by such motives

Global Problems of Economics, Management and Business

of behavior as a need for labor discipline, sense of duty,

person'’s desire to work in a particular organization, culture

of work. They are quite diverse and operate through the
following mechanisms:

+ legal norms and acts — state laws, decrees, regulations,
standards, instructions, approved by state authorities
and mandatory for compliance;

+ instructions, organizational schemes, standardization;

+ orders used in the process of operational management.

The main functions of administrative methods are to
provide a stable legal environment for organization’s ac-
tivities, protect the specific environment, and guarantee
rights and freedoms.

Economic methods are based on the use of economic
incentives and are known as the “carrot method". They are
used for material stimulation of the collective and individ-
ual workers.

Socio-psychological methods are based on the use of
moral incentives for work and affect personnel with a help
of psychological mechanisms in order to translate adminis-
trative tasks into a conscious responsibility, the inner need
of a person [11].

At the heart of human resources management mecha-
nism there is an effective labor motivation, because it helps
to increase the labor productivity, increase the volume of
produced and sold products, thereby positively affecting
profitability of an enterprise. The abovementioned meth-
ods of HRM are implemented with a use of various tools
of motivation.

All tools for labor motivation can be divided into mate-
rial and non-material incentives, compensations and mixed
incentives. All of them form a system of personnel incen-
tives. Labor motivation cannot be effective without satisfy-
ing material needs, focusing on the material interest of em-
ployees. Increase in the value of labor and status motives
does not mean an absolute decrease in the role of material
motives and incentives. They continue to be an important
catalyst that can significantly increase work activity and
contribute to the achievement of personal and organiza-
tional goals [10]. The main material incentive, of course, is
salary. It is conventionally divided into two parts: base and
extra. A base wage/salary is the remuneration for the work
performed in accordance with the established norms of la-
bor (norms of time, production, service, duties). It is set in
the form of tariff rates and piece rates for workers and em-
ployees. An extra wage/salary is the remuneration for work
exceeding the established norms, labor advancements and
ingenuity and special working conditions. It includes fringe
benefits, allowances, warranties and compensatory pay-
ments, bonuses [14].

Depending on the factors taken into account as the ba-
sis for salary calculation, all its numerous varieties (systems)
are divided into two main forms: hourly and piece rate. A
piece rate form of salary is a payment, which is established
depending on the quantity of products manufactured,
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work performed or services rendered in a certain quality
and which are carried out in accordance with the norms
and rates established in accordance with the level of work
performed. At the same time for each unit of production
there is an established amount of payment — a piece rate.
In the piece rate form of salary, the level of labor is the
product produced by the worker (or the amount of work
performed), and the amount of earnings is directly propor-
tional to its quantity and quality, based on the established
piece rates.

The piece rate salary is effective in cases where scien-
tifically sound labor rate setting is used, which enables an
establishment of technically sound production norms or
time standards; a correct tariffing of works is carried out
in accordance with the requirements of tariff-qualifying di-
rectories; there are well-stocked production records; there
is control over the quality of work performed; a rational
organization of labor is provided, which helps to eliminate
the loss of working time for organizational and technical
reasons. The piece rate form of salary is represented in
the following systems: direct piece rates; piece plus-bonus
rates; progressive piece rates; indirect piece rates; accord.

In the case of a direct piece rate system, the worker re-
ceives a payment for each unit of the product, equal to the
piece rate, regardless of whether the norm of output has
been fulfilled or overfulfilled. Piece plus-bonus system of
remuneration stimulates achievement of quantitative and
qualitative indicators in the labor process. The progressive
piece rate salary system implies a progressive increase in
rates depending on the achievement of production norms
and is used in works that affect the results of the work-
shop or an entire enterprise, as well as in cases where it is
necessary to increase the output without introduction of
additional equipment and without increasing the number
of workers. Indirect piece rate salary system is used for aux-
iliary workers or support workers employed by the main
workers. Their earnings depend on the results of work of
the workers they serve. The accord salary system oversees
an establishment of a piece rate for the entire complex of
works, based on the current norms of production and piece
rates. Often, the accord system is used in industries with a
long production cycle (shipbuilding, heavy machinery); as
well as for the payment of workers in the event that they
perform their work in a short time (repair of large aggre-
gates, performance of loading and unloading and con-
struction works) [12].

Except for piece rate payment method, there is also an
hourly payment method, that is, the payment for a certain
length of work (hour, day, month). The application of hour-
ly salary requires:

+ accurate accounting and control over the actual time
worked;

+ proper assignment of tariff ranks to employees accord-
ing to their qualifications and taking into account the
qualification level of the work performed;

+ development and proper application of reasonable
production norms, tasks norms, service and quantity
norms.

At modern enterprises, labor of workers with hourly pay
should be standardized and assessed on the basis of indi-
cators that take into account the results of their work. Such
indicators can include:

+ production tasks that determine an amount of work per
shift, week or month for each hourly worker;

» planned production norms or tasks for a brigade, a
shop;

+ labor standards that can be established as a degree of
compliance with technological parameters, regimes,
norms of consumption of raw materials, materials and
other productive resources, terms of execution of cer-
tain types of work, etc.

In a simple hourly system, amount of earnings is de-
termined depending on the tariff rate of the worker and
the amount of time worked out by him. By way of pay-
ing, hourly payment can be hourly, daily, monthly. A more
effective system is hourly plus-bonus system. Under this
system, earnings for the worker are calculated not only
for the time spent, but also for the achievement of cer-
tain quantitative and qualitative indicators. Quantitative
indicators may include time spent, execution of planned
tasks. Qualitative indicators include increase in the quality
of the product, saving of raw materials, fuel, tools, com-
pliance with technological regimes, etc. Many enterprises
use the hourly plus-bonus system with normalized tasks.
Workers are rewarded for fulfilling their normalized tasks.
In the case of using this system, each worker has a specific
variable or monthly task (in units, hours or money) and the
results are taken into account when calculating bonuses for
this period. The introduction of this system is accompanied
by an increase in the standardization of labor, introduction
of technically sound quantitative norms and standards [4].

In conditions of expansion of economic independence
of enterprises and transition to market relations, the inef-
fectiveness of salary organization on the basis of a rigid
tariff system becomes evident. Under inflation, imperfect
tax mechanisms complicate the work of enterprises and
firms in such a way that they do not always have an oppor-
tunity to pay salaries guaranteed by the tariff system to all
employees. Therefore, this led to the development and im-
plementation of non-tariff and flexible salary systems, re-
muneration systems for qualifications and personal merits,
considering the financial performance of enterprises.

Flexible remuneration system is a system in which a cer-
tain part of earnings is dependent on personal merits and
an overall efficiency of an enterprise. When determining
an amount of pay, a company considers not only experi-
ence, qualifications, and professional skills, but also an im-
portance of an employee, his/her ability to achieve certain
goals for the development of an organization.

Theoretical Basis of Human Resources Management in an International Organization
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In flexible systems, tariff serves as a basis for an em-
ployee's earnings, which is supplemented by various bo-
nuses and fringe benefits. Flexible tariff system differs from
the usual systems by the fact that it is developed for the
needs and considering a specific enterprise; the basis of its
formation is, first of all, a list of those works that are carried
out at this enterprise and qualify in terms of complexity and
significance for this enterprise; employee’s earnings are in-
dividualized and depend on the actual results of work. Ex-
pansion of economic independence is accompanied by the
use of a non-tariff remuneration system.

Non-tariff remuneration system is an organization of re-
muneration based on the principle of partial distribution of
collective’'s earned money among employees according to
established ratios (coefficients) in salaries for work of differ-
ent quality (depending on qualification, position, profession
of employees, etc.). In this case, guaranteed tariff rates, as
well as most types of bonuses, fringe benefits and allow-
ances are not used. The level of payment for each employee
depends on the salary fund of an enterprise. Thus, each em-
ployee receives his share depending on the final result of an
organization and its position in the market, which contrib-
utes to increasing interest in the affairs of an organization.
Non-tariff remuneration systems are flexible, easy for under-
standing by all employees, and ensure their interest in the
results of work. They are widely used at joint-stock, small and
private enterprises in various modifications and models [2].

The main non-material means of maintaining high la-
bor activity are creation of favorable working conditions,
normal psychological climate, promotion of workers, pos-
sibility of career growth and rapid advancement, awarding,
conducting training and advanced training courses, etc. In
the general sense, it is necessary to create conditions fa-
vorable for employees to express themselves, to take the
initiative and to develop interest in work. In modern condi-
tions, non-material incentives and compensation are gain-
ing in importance, and therefore, for an ideal system of job
incentives, it is necessary to balance the use of all four tools
of motivation: material and non-material incentives, mixed
forms of incentives and compensatory payments.

In general, whatever means, tools and methods are
chosen, functioning of human resources management
mechanism should meet the following requirements: com-
plexity, that is, taking into account the interconnection of
all functions and departments; flexibility, which is expressed
in readiness for rapid changes; self improvement; continu-
ous monitoring of key indicators with further adjustment
of measures aimed at achieving goals; information using
modern approaches and technologies; effective develop-
ment; continuity of the mechanism [15].

When considering approach to assessing the HRM and
what should be assessed in order to see how it deals with
existing challenges, it is necessary to asses HRM effective-
ness. Effectiveness of an integrated system of human re-
sources management of an enterprise should be consid-
ered as part of the effectiveness of an enterprise as a whole.
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However, there is currently no single approach to assess-
ing this effectiveness. The difficulty lies in the fact that the
process of work of employees is closely linked to the pro-
duction process, its final results, and to the social devel-
opment of an enterprise. Accordingly, the methodology of
evaluation is based on the choice of criteria of effectiveness
of organizational, economic and social subsystems of the
complex system. Goals of these subsystems can server as
such criteria.

The task of assessing the effectiveness of human re-
sources management of an enterprise is to determine:

1. Economic effectiveness (characterizes achievement of
the goals of an enterprise through better use of labor
potential).

Criteria for assessing the economic effectiveness of
HRM of an enterprise should reflect the effectiveness and
result of human labor.

2. Social effectiveness (characterizes meeting expecta-
tions and satisfaction of needs and interests of employ-
ees of an enterprise).

Social effectiveness of human resources management
of an enterprise is largely determined by an organization
and motivation of labor, the state of socio-psychological
climate in the collective, that is depends more on the forms
and methods of working with each employee.

3. Organizational effectiveness (evaluates an integrity and
organizational design of an enterprise) [1].

Assessment of the effectiveness of human resources
management is carried out by analyzing the coefficients
that characterize stability of personnel and firm's staffing,
structure of personnel, analysis of the wage fund and its
profitability, ratio of production and financial costs of the
human resources system, labor productivity, qualitative and
quantitative personnel assessment, level of personnel sat-
isfaction with working conditions and other factors. Choice
of methodology for HRM research depends on the type of
organization conducting the analysis, specific research ob-
jectives and available resources.

One of the basic methods of assessment is the analysis
of qualifications of the personnel, their level of education,
as well as age structure. These indicators can be used to
observe the general tendency of the personnel system de-
velopment and to analyze the qualitative characteristics of
the personnel.

The next group of factors relates to the provision of hu-
man resources. It includes the turnover of personnel, the
consistency of personnel, the rate of turnover based on
dismissal and hiring, the ratio of total personnel turnover.

Personnel turnover is an aggregate of employees’ dis-
missals, both unsolicited and for absenteeism and other
violations of labor discipline, in relation to their average
number. Turnover worsens many performance indicators.
First of all, it is a lost profit due to the slow integration of
new-hires and the reduction of labor productivity. There
are difficulties with motivation of the personnel. The turn-
over of the personnel worsens the climate in the collective,
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which prevents the creation of a team. The state of the pro-
cess of personnel turnover in an enterprise is characterized
by the coefficient of personnel turnover (C,) (Formula 1):

N +N

CT = (UNSOL.DISM.) (DISC.VIOL.DISM.) x 100 % , (1)
N v
where N, . — average number of employees;
N usoroism) — NumMber of employees who left the company
based on unsolicited dismissal;
N psevioLoism) — NuMber of employees dismissed for

violations of labor discipline [1].

If C.is 3-5% — turnover of personnel in an enterprise is low
and symbolizes the natural renewal of personnel;

5% < C,<10% — turnover of personnel in an enterprise is
average;

C,>10% — turnover of personnel in an enterprise is high.

The ratio of hiring turnover is defined as the ratio of the
number of all hired employees to the average number of
employees (2):

C=NH

HT

x100%, (2)

AVR

where N, — number of hired employees during the reporting
period;
N, — average number of employees.

The dismissal turnover is characterized by the number
of employees who dismissed (or were dismissed) from an
enterprise for the given period for various reasons. The co-
efficient of dismissal turnover is defined as the ratio of the
number of all employees dismissed for a certain period to
an average number of employees (3):

x100%, (3)

DT

C, = o
N

AVR

where N, — number of dismissed employees during the
reporting period;

N, — average number of employees [6].

The coefficient of total turnover (C,) is calculated by
the ratio of the number of hired and dismissed employ-
ees to the average number of employees or determined as
the sum of the coefficients of hiring turnover and dismissal
turnover for the period (4):

CTT = CHT+CDT' (4)

where C,,, — coefficient of hiring turnover;
C,, — coefficient of dismissal turnover.

There is also a set of ratios used to assess talent acqui-
sition:
+ Turnover coefficient of new employees (5):

where N, . — number of new employees (working at the
company for less than 2 years), who dismissed during the
reporting period;

N, — total number of new employees (working at the
company for less than 2 years).

« Coefficient of attraction of diversified profiles (6):

where N, — number of employees, who belong to particular
group according to gender or age criteria;
N, — average number of employees.

Another important area to asses is talent development:
+ Coefficient of international assignments (7):

C = DP , (7)

where N, — number of employees, who got an international
assignment during the reporting period;
N,,» — average number of employees.

« Coefficient of retaining of key talents (8):

where N, . — number of key talents that left the company
during the reporting period;

N, — total number of key talents in the company.

+ Coefficient of promotions (9):

where N, — number of employees, who received promotion
during the reporting period;
N,,» — average number of employees.

For the analysis of the economic effectiveness of the
existing personnel policy, companies use the ratio of profit-
ability of the use of labor resources (P), which is calculated
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as the ratio of profit to the average number of employees
of the enterprise (10):

L

p
p=_N_ (10)
N

AVR

where P, — net income;
N, - — average number of employees.

This indicator characterizes the amount of profit pro-
vided for the company by one average employee. It is ex-
pressed in UAH per employee [3].

Indicators for assessing the economic effectiveness of
human resources management of an enterprise:

1. Ratio of the costs necessary to provide the company
with skilled personnel, and the results derived from
their activities.

2. Ratio of the budget of the unit of an enterprise to the
number of personnel of this unit.

3. Cost assessment of the differences in the effectiveness of
labor (determined as a difference in results of the work
of the best and average employees performing the same
job).

These indicators target employees for achievement of
planned tasks, rational use of working time, improvement
of labor and executive discipline and, mainly, aimed at im-
proving the organization of work.

In addition, in a market economy, the following eco-
nomic indicators are important:

+  profit;

+ labor productivity;

+ sales volume;

« profitability;

+ ratio of the growth rates of labor productivity to the
growth rates of average salaries;

+ wages and salary fund;

* management costs [1].

For a complete analysis of effectiveness at enterprises
with a large number of employees, companies use indicators
of the achievement of the plan by the number and composi-
tion of employees. To do this, you need to analyze the overall
provision of an enterprise with labor force, namely:

1. Determine achievement of plan by number by groups
and categories of employees.

2. Determine the specific weight of industrial and produc-
tion personnel and non-industrial personnel to the total
number. At the same time, the higher level of provision
with industrial and production personnel is a positive
factor, because they produce products, and non-indus-
trial staff only helps with its release to the market.

3. Determine an absolute and relative excess or shortage
of labor in groups and categories of workers.
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An absolute deviation is the difference between actual
and planned number for each category of industrial and
production personnel. An enterprise plans its size based on
a certain volume of output. Change in the volume of output
leads to a change in the number of employees. Therefore, it
is necessary to calculate a relative deviation as well. Relative
deviation must be adjusted by the percentage of achieve-
ment of the production volume plan. Relative deviation is
calculated only in the category of workers, because only
they take part in the production. The calculations oversee
the difference between actual number of workers and ad-
justed planned number. The absolute deviation accurately
reflects achivement of the plan by number in case, when
the plan for the production is executed for 100%. If the
plan is not executed or overfulfilled, then it is necessary to
determine the relative deviation [14].

There are also other performance indicators to analyze
effectiveness, which are primarily related to an organiza-
tional effectiveness of human resources management:

1. Ratio of the number of management apparatus and
other categories of employees.

2. Reliability of the personnel (determined by the magni-
tude of possible failures in the work of all units of an
enterprise due to late information provision, errors in
calculations, violations of labor discipline).

3. Uniformity of loading of personnel (characterizes a spe-
cific weight of losses due to overload of workers).

4. Level of labor discipline (reflects the ratio of the num-
ber of cases of violations of labor and executive dis-
cipline to the total number of employees of an enter-
prise). It allows us to make conclusions about organi-
zational order in the enterprise and its organizational
culture.

5. Staffing.

It is assessed:

+ quantitatively — by comparing the actual number of
personnel with the required amount (calculated based
on the labor intensity of operations) or with the planned
number provided by the staff list;

+ qualitatively — according to corresponding of profes-
sional qualification level, education, practical experi-
ence of personnel to the requirements of occupied jobs
(positions) [1].

It is important to understand that there is no one prop-
er way to assess the effectiveness of HRM of an enterprise,
because each company is unique and its challenges are
also unique. Therefore, while choosing the indicators for
assessment, it is necessary to ensure that they cover the
individual characteristics of an enterprise and its personnel,
and allow assessing the system under study in a sufficient
manner.

14 BESL[ Theoretical Basis of Human Resources Management in an International Organization

Volume: 2021, Issue: 6-7



3azanbHOCBIMOBI Npo6GJieMu eKOHOMIKU, MeHed>XMeHmy ma Gi3Hecy

References:

banabarosa /1. B, Capgak O. B. YnpasniHHA nepcoHanom: Hasu.
nocib. / /1. B. banabaHosa, O. B. Capaak. — K.: B, ,[podecioHan”,
2006. — 511 c.

. bypak MO, KapniHcekuin B.A., Tpurop'esa M.1.. EkoHoMika npadi #
coLjianbHO-TPYAOBI BiAHOCMHW: Hasu. noci6. ans crya. By3iB. — K. :
LYy, 2004. — 440 c.

. [aneuxo J1.1. EkoHowmika Typuctnuroro 6isHecy. K.: LieHTp yu608Bo1

nitepatypu, 2007. — 224 c.

. 3aBiHoBcbka I. T. EkoHomika npaui: Hasuy.- Metoa. nocibHmk. — K. :
KHEY, 2001. — 158 c.

. 3aripHak, 1. I EkoHomika nianpuemcTBa: MarictepCbkunii Kypc :
niapyyHvk. Y. 1/ M. B. 3aripHak [1a iH.] ; pea. M. B. 6. 3aripHsk,
M. T. Nepepsa, O. . Macnak. — KpemeHuyk : TOB "KpemeHuyLibka
Micbka apykapHsa“, 2015. — 736 c.

. IBaninos O. C. ExoHomika nianpuemctsa: Miapyunmnk — K. : LieHTp
yu60BOI nitepatypu, 2009. — 524 c.

. Kvpruenko O.A. MeHe XXMEHT 30BHILLHEOEKOHOMIYHOI AiANbHOCTI:
Hagu. noci6. — 3-Te BuA., nepepob. i gon. — K. : 3HaHHA-pec,
2002. — 384 c.

10.

2.

13.

4.

15.

Konor M.A. Motmeauia nepcoHany: Migpyyrnk. — K. KHEY,
2002. — 345 c.

KpywensHuupka  OB.  YnpaeniHHA — nepcoHanom /  OB.
KpywenbHuupka, .M. MenbHnuyk //HaByanbHuiA  NOCIOHMK.
BuaaHHsa apyre, nepepobneHe 11 gonosHeHe. — K., "KoHaop'. —
2005. — 308 c.

Hosuukwuin ALl HaceneHve v Tpyaosble pecypcbl. CnpaBouHuk. M:
Mbicsb. 1991. — 476¢.

Mettox B. M. YnpaBniHHA nepcoHanom: Hau.-mMeToA. NOCiOHWMK
Ans caMmocT. BuBY. amcu. — K. KHEY, 2000. — 124 c.

®epoperko B, [dineHko OM., PyxeHcbkuid MM, IkiH O.0.
MonitnyHa ekoHomia: TMigpyyHMK / 3a HayKOBOK pes. AOKTOpa
ekoHOM. Hayk mpod. B.I. Pesoperka. — K.: Anepra, 2008. — 487 c.
Xpamos B. O, bostpyk A. T1.. OCHOBM ynpaBaiHHA NepPCOHANOM:
Hasu.-meToz. nocib. — K.: MAYT1, 2001. — 112 c.

EkoHOMIUHMIA aHani3z: KoHcnekT nekuin (YAMNCY). Tema 5. —
JKOHOMMKO-NpaBoBas bnbanoteka. — [EnekTpoHHWIA pecypc] —
Pexxum goctyny: http://www.vuzlib.net/ea_l/5.html

Wwrikosa, /1. B. TeopeTnyHi niaxoan 40 GOPMyBaHHA MeXaHi3MiB
YyNpaBAiHHA nepcoHanom nignpuemcrea / J1. B. WwrikoBa //
[lepxasa Ta perioHn. Cepis: EkoHOMIKa Ta MiANPUEMHMLTBO. —
2015. —N@ 1. — C. 130-133.

nepcoHanoM.

bpodceka I. C., Ceposa /1. I1.

TeopeTuuHi OCHOBM ynpaBiHHA JIOACBKUMU pecypcamu
B Mi)KHapOAHi opraHisauii

3 PO3BWUTKOM CyCMiNBHOTO BUPOOHMLTBA Ta MEPEXOAOM A0 MOCTIHAYCTPI-
aJIbHUX MPUHLMNIB MOro GyHKLIOHYBaHHA BCe Bifbll OYEBMAHWUM CTae QyH-
AaMeHTabHe 3HaYeHH: NHOACKUX PeCcypCiB Y po3BuTKY Lmeinizadii. Cycninb-
HUI PO3BUTOK HEPO3PMBHO MOB'A3aHUIA 3 AMHAMIYHUM OHOBJEHHAM CUCTEMU
YNPaBAIHCbKMX BIAHOCKH, LLLO, CEPes, IHLLOrO, MPOABAAETLCA Y NIABULLEHH] PO
KOMMJIEeKCY 3aXOAiB, CMPAMOBAHMX Ha BAOCKOHAaNEHHA CUCTEMU YMpaBAiHHA

KnrouoBi cnoBa: ynpas/iHHA MepcoHanoM, opraHisalLiiHa NoBeAiHka, NHo4-
CbKW dakTop, TMNOBI 3aBAaHHA HRM, edekTUBHICTb ynpaBaiHHA NEPCOHANOM.

Theoretical Basis of Human Resources Management in an International Organization BESL[ 15

Volume: 2021, Issue: 6-7



Global Problems of Economics, Management and Business

E ] l Business, Economics, Sustainability, \\m‘r_{/
X . H UKRAINIAN-AMERICAN
Leadership and Innovations ws CONCORDIA

 UNIVERSITY

Joint Scientific Journal

YK 338.4 Vladyslav Kolisnyk
JEL Classification M31 scientific consultant Dr. L. Zharova

System Characteristics of Marketing and its Impact on the
Activities of International Companies

The paper focused on marketing influence of international economic relations.
Te based on the assumption that in the context of the modern development of a
market economy and entrepreneurship, the issue of studying marketing activities
at an enterprise is becoming increasingly relevant. This is primarily due to the high
growth rates of entrepreneurship in the country’s economy. Most are small enter-
prises or the sphere of small business as it is also called. The simplicity explains this
in organizing their small business, and their greater adaptability to the changing
market conditions. They respond faster to market needs, and can therefore adapt
more quickly. However, it is in the sphere of small business that a very high degree
of competition is observed, and in order to survive in the market and make a
profit, enterprises need to position themselves. This is necessary precisely so that
consumers, among a wide variety of identical products, choose what we produce.
And here, of course, a competent marketing policy is the main tool and assistant.

The productive use of the marketing approach in the production, business,
marketing and commercial activities of an enterprise depends, first of all, on how
flexible and quick it is to respond to all changes occurring in the market and
respond to new consumer needs through the development of new products and
technologies; its consumer demand; from creating an appropriate economic and
legal environment that would ensure real economic independence of the enter-
prise in all respects in the market.

We grounded that the better the marketing mix is developed at the enter-
prise, the more efficient its activities will be. With the help of marketing activities,
there is a constant search for new markets, consumers, new types of products
and services that contribute to ensure the company the highest level of profit.
The marketing mix acts as a tool for regulating production and marketing.

Keywords: economic, marketing, international economic relation, macroeco-
nomic environment, economic development

DOI 10.37659/2663-5070-2021-6-7-16-26

Volume: 2021, Issue: 6-7

System Characteristics of Marketing and its Impact on the Activities of International Companies
16 BESLI ¢4 : E P P



3azanbHOCBIMOBI Npo6GJieMuU eKOHOMIKU, MeHed>XMeHmy ma Gi3Hecy

Introduction

Implementation of marketing activities requires the neces-
sary orientation in the scientific, technical, production and
marketing activities of the company (enterprise or compa-
ny) taking into account demand, needs and requirements
of the consumer. It reflects the systematic organization of
production in order to increase the efficiency of all business
units of the company and its activities in general.

The term "market” is the basis of the term “"marketing”;
therefore, marketing refers to the philosophy of manage-
ment and managing in a market environment, which has
the main goal of satisfying the needs of specific consumers.

Marketing activities are necessary to ensure:
 reliable, reliable and timely information about the mar-

ket, its structure and dynamics for a specific demand,

about the tastes and preferences of customers;

+ the creation of a unique or such product / service that
most meets the requirements of the market than com-
petitors’ products;

« the need to influence the consumer, demand, market,
providing the greatest control in the field of its implemen-
tation [1-3].

Marketing is a social management process whereby
individuals and groups of people, through the creation of
products and their exchange, receive what they need. The
basis of this process are the following key concepts: need,
desire, demand, product, exchange, transaction, need [4, 5].

Marketing increases the efficiency in enterprise man-
agement, which allows you to draw up the most advanced
programs for the production and sale of products or the
provision of services, helps to quickly respond to market
changes and creates competitive advantages.

Marketing is used in two conditions, both the "buyer’s
market” and the “seller's market".

In the condition of the "buyer’'s market”, the producer
directs his activity to the consumer and uses his requests
on the basis of production and releases only those goods
that the consumer will agree to purchase.

In the condition of “seller's market”, the producer di-
rects his forces to the production of what he can produce,
and not what he can sell. In this case, marketing efforts do
not help in the long-term development and showing the
effectiveness of the enterprise, only stipulating the use of
one-way marketing [6].

Theoretical framework

Marketing research is very important in the success of a
company, which is part of a marketing information system.

This system includes [7] subsystems: intercompany re-
porting, marketing intelligence., analysis of information,
marketing research.

Such studies are the collection, processing, storage of
information about all phenomena and processes that are
of interest to marketing, analysis of the information col-
lected, obtaining theoretically sound conclusions that are
aimed at satisfying the information and analytical needs
of marketing. The main objective of marketing research is
the creation of such an information and analytical database
that can provide a successful marketing solution. To con-
duct marketing research, you need to know and use the
principles: scientific, systematic, comprehensive, reliable,
objective, effective.

Four goals of marketing can be formulated from the
point of view of social significance:

1. Maximization of consumption (the goal consists of
maximizing production, the level of employment, which
contributes to the well-being of society).

2. Maximizing the degree of customer satisfaction (the
goal is to maximize customer satisfaction, not based on
increased consumption).

3. Maximizing consumer choice (the goal is to provide
a variety of products to more accurately satisfy their
tastes).

4. Maximizing the quality of life (the goal is to provide quan-
tity, quality, diversity and affordability, due to the quality
of the cultural and physical environment).

For each company, marketing plays a different role
based on its specifics and characteristics:

1. Marketing is one of the equal functions (marketing is
one of the equal functions in the supply chain).

2. Marketing is a more important function (for companies
with sales difficulties, marketing constantly or tempo-
rarily become a more important function).

3. Marketing is the main function (if other functions of the
organization are considered from marketing, then it will
be the most important, central function).

4. The consumer acts as a controlling function (to perform
general functions of industrial economic activity, to sat-
isfy the needs of consumers who perform a controlling
function).

5. The consumer acts as a controlling function, and mar-
keting is an integrating function (if marketing plays an
integrating role in relation to other functions, and the
consumer performs a controlling function in the com-

pany).

In the first two roles, we can say that they are charac-
teristic for production and marketing for use on a single or
unique type of product, which is characteristic of a narrow
circle of consumers. Subsequent roles are characteristic of
the mass production of a diverse range of products, which
is characteristic of a wide circle or mass consumer [5].

The objective of the marketing philosophy is to pro-
duce the right product for the customers, and not to find
the right customers for the product. The marketing concept
says that the key to achieving the organization’s goals is to
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create, provide and promote increased value for selected

target markets in more effective ways than competitors.

In the book, Fundamentals of Marketing, Philip Kotler
described an approach that significantly affects consumer
demand with certain elements. The most important ele-
ments of the marketing mix are presented in the 4P con-
cept: Product, Price, Place, Promotion.

In the market, where there is a clash of interests of en-
terprises, consumers and society, five basic concepts can
be distinguished.

The concept of improving production is characterized
by the market of “sellers” at a time when demand exceeds
supply. This approach is intended to increase production
by expanding production and increasing labor productivity,
as well as reducing costs by mechanizing and automating
production.

1. The concept of product improvement is characterized
by the same period when demand exceeds supply, but
its purpose is to improve the quality of the goods, char-
acteristics and its properties.

2. The concept of commercial efforts is characterized at the
time of the emergence of the “seller and buyer market”,
when the supply was balanced with demand, therefore,
there was an increase in the value in the sphere of sales
and its stimulation. This concept is applicable during
periods of overproduction and overstock.

3. The concept of commercial efforts is characterized at the
time of the emergence of the “seller and buyer market”,
when the supply was balanced with demand, therefore,
there was an increase in the value in the sphere of sales
and its stimulation. This concept is applicable during
periods of overproduction and overstock.

4. The concept of social marketing is characterized by a
balance between factors in marketing policies: public
interest, enterprise profits, consumer needs. The con-
cept arose due to various factors: lack of natural re-
sources, environmental pollution, progressive popula-
tion growth and worsening social situation.

Consider the four main blocks of complex marketing
functions in terms of a universal approach [8]: analytical
function, commodity production function, sales function,
organizational function.

The role of marketing in the business
activities of an enterprise

The main principle of the organization of marketing activ-
ities of the enterprise is customer orientation, i.e. reveal-
ing what the consumer wants and providing him with this
product. Under the influence of needs, the range of goods
and services offered in the market is changing. The appear-
ance of each new product is the reaction of the company
to existing and emerging demand from the population,
industry and government. The unsatisfied desire of the
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consumer is tantamount to an unexplored opportunity to
make a profit. This means that the study of the product life
cycle should be continuous. It is necessary to systematically
monitor market trends. From the first principle follows the
second — a quick response to changes in demand. Ignor-
ing this principle leads to rapid exclusion from the market.
It is necessary to update the product range in accordance
with the needs of the market. The implementation of this
principle requires market research, the search for its own
market niche. The company should produce such a product
that the consumer expects, i.e. to produce what is being
sold, to organize the delivery of goods in such quantities,
at such a time and in such a place that would suit the con-
sumer most of all.

The main thing in marketing is the target orientation
and comprehensiveness, which forces us to subordinate
the production, technical, commercial and economic, fi-
nancial and other activities of the enterprise to the goals
of marketing.

Marketing contains four types of entrepreneurial activ-
ity. The first type (product) is the development and man-
ufacture of such a product that the consumer needs with
appropriate packaging and service.

The second (price) is the setting of prices acceptable
to the consumer and providing sufficient profit to the pro-
ducer.

The third (promotion) is the promotion of goods, in-
cluding advertising, which not only informs consumers
about the appearance of a new product, but also forms a
need for it.

Fourth (place) — delivery of goods to a specific point of
sale using various channels.

These four types of entrepreneurial activities are called
the marketing structure, or marketing mix.

Marketing environment consists of microenvironment
and macroenvironment.

The microenvironment includes suppliers of the com-
pany itself, competitors, market intermediaries, consumers
and the general public.

The macroenvironment consists of larger social forces
that influence it — demography, economic, political, tech-
nological and cultural forces.

Realization of marketing goals requires the implemen-
tation of certain actions (functions).

The most time-consuming and lengthy stage of the
marketing process is marketing research. They are the basis
for making effective decisions.

Market research is carried out in a number of areas:

1. The study of the market itself: determining the market
capacity and possible share of sales, structural analysis
of the market, the severity of competition, the level of
monopolization, the determination of trade, political
and economic-geographical features, market condi-
tions.

System Characteristics of Marketing and its Impact on the Activities of International Companies
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2. The study of goods: the novelty and competitiveness
of goods and services, the ability to satisfy the needs of
potential buyers, the identification of unmet needs and
the need for modernization of goods, the study of the
development of goods under the influence of scientific
and technological progress.

3. The study of competitors: the main competitors who
own the market, the features of goods that are prefer-
able for buyers, pricing policy, forms and methods of
marketing activities, information about R&D, commer-
cial data.

4. The study of buyers: determining the nature of the re-
quirements and needs of potential and real consum-
ers, identifying groups of potential consumers with the
same requirements, analyzing the motives for choosing
goods and factors, the impact of scientific and techno-
logical progress on the development of needs.

5. The study of sales activities: analysis of the reasons for
the increase or decrease in sales activities, commercial
analysis of measures to generate demand, analysis of
business activity for sales.

Segmentation is carried out in order to maximize cus-
tomer satisfaction in relation to the types of goods, as well
as rationalizing the costs of the manufacturer for the devel-
opment, production and sale of goods.

Segmentation objects can be consumers, goods, distri-
bution channels, etc. Selected in a special way and having
certain common features, they make up a market segment.
Market segmentation also refers to the allocation of ho-
mogeneous consumer groups that have similar preferences
and respond equally to marketing offers.

For successful segmentation, the following conditions
are necessary: the company's ability to distinguish a spe-
cific market segment and quantitatively measure it; the se-
lected segment should be sufficiently stable and capacious,
have growth prospects; the enterprise should be able to
receive data on the selected segment, change its charac-
teristics and requirements; the selected segment must be
accessible to the enterprise, i.e. have appropriate distribu-
tion and distribution channels, a product delivery system to
consumers; the company should be able to make contact
with the segment (for example, through personal and mass
communication channels).

Market segmentation can be carried out using vari-
ous criteria. Main criteria: geographical, demographic, so-
cio-economic, psychographic.

Segmentation serves as the basis for the development
of a marketing program (selection of the type of product,
pricing and advertising policies, distribution channels)
aimed at specific consumers.

An enterprise focused on a specific market segment
specializes in the production of products that more fully
meets the needs of the buyer, and uses all types of resourc-
es more economically.

A marketing understanding of the product requires that
many products on the market are grouped according to the
needs of the buyer.

The main feature of the group is the purpose of the use
of the goods.

For the purpose of use, the goods are divided into:

+ goods directly intended to meet the personal needs of
people, i.e. consumer goods;

+ goods used to continue the production of other goods,
or industrial goods (means of production).

For consumer goods there are three groups — non-du-
rable goods, durable goods and services, actions that bring
a person a useful result.

Consumer goods, depending on consumer behavior,
can be classified into consumer goods, products of careful
choice, prestigious goods.

The main factors of attractiveness of products of pre-
liminary (thorough) selection are price and quality; the sale
of goods of special demand mainly depends on advertising.

A product, once it enters the market, lives its own spe-
cial product life, called the product life cycle. The life path
of a product goes through various stages, and the task of
marketing is to lengthen the life cycle of a product in the
market.

The product life cycle includes the following stages:

+ research and development;
« implementation;

« growth;

*  maturity;

* recession.

Depending on the stage, the volume of profit and ex-
penses of the enterprise, marketing, competition, price,
customer behavior and differentiation of manufactured
goods change.

At the stage of research and development, the idea is
embodied in the product. For the enterprise, this stage is
only a cost. The task of marketing is to explain to potential
consumers what benefits a new idea embodied in a prod-
uct can bring.

The second stage is implementation. The product be-
gins to go on sale. For the enterprise, this stage means the
highest costs. New technology needs refinement. The buy-
er has not yet decided whether to buy or not to buy. The
consumer should receive the maximum information about
the benefits and useful properties of the product.

Stage Three — Growth. The new product meets the
needs, and sales begin to grow very quickly. Advertising
has spread information that a new good product has ap-
peared on the market. The high quality of the goods has
become sustainable, there are modifications of the goods
within the company.

Market demand is growing. The company begins to
make significant profits; it is beneficial for the company to
extend this stage. This is possible by improving the quality
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of the product, developing new markets, and increasing the

activity of advertising.

Stage Four — Maturity. The goods are produced in large
quantities by proven technology with high quality. There is
a slower than at the growth stage, but a steady increase
in sales to the maximum value. To maintain a competitive
position requires improving the quality of the goods, which
in most cases diverts funds.

Looking for additional markets for a new product. The
company is developing a system to encourage more fre-
quent purchases.

The fifth stage is recession. Sales are starting to decline.
This is facilitated by the increased activity of competitors,
changes in technology, and other consumer preferences.
Profit is sharply reduced, goods are sold at a loss. Competi-
tors begin to leave the market for this product, the remain-
ing manufacturers reduce production.

The following options are possible:

+ extend the life cycle of a product through more inten-
sive advertising, changing its packaging, maneuverabil-
ity of prices, reorganization of the sales system;

+ to sell the goods, to receive all the remaining profit, to
drastically reduce the costs of production and market-
ing;

+ stop the release of goods, remove them from sale.

The well-being of the enterprise is ensured only when
the life cycles of various goods overlap each other. This
means that even before the market is saturated with one
product, the next new product must be introduced to the
market.

The development of a new product begins with the
formation and selection of ideas. Sources of new product
ideas can be consumers, scientists, representatives of trade,
competitors, publications of firms and professional publi-
cations, fairs, exhibitions, statistics.

In general Marketing activities can be presented in the
form of a constantly renewed marketing cycle. The market-
ing cycle covers:

+ informational and analytical research, on the basis of
which market activity is managed, and at the final stage,
the effectiveness of marketing activities is assessed;

+ development of market tactics and strategies, strategic
and current market planning;

+ a program for creating and launching a new product
on the market;

+ the formation and use of channels for the movement of
goods from producer to consumer with the participa-
tion of resellers (distributors);

+ organization and implementation of an advertising
campaign and other actions to promote goods on the
market.

Marketing is a complex, hierarchically structured pro-
cess, sequentially deployed over time, in which research
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occupies an important place. In accordance with this, five

stages are distinguished in marketing.

The purpose of marketing is to meet the needs of the
buyer. As a result and as a result, the seller makes a profit.
In a civilized market, an economic mechanism is emerging
that conditions profit making by satisfying demand. The
modern concept of marketing is to focus the entrepreneur
on the consumer. Marketing helps to optimize the mutual
search of seller and buyer, it stimulates demand, uses price
and other market tools as a regulator of market processes,
and focuses production on market interests.

The purpose of marketing is to satisfy customer de-
mand by scientifically based organization of the process of
sale of goods. Realization of these goals requires:

+ make the market streamlined (subject to certain rules),
“transparent” (allowing to assess its condition, parame-
ters and development trends) and predictable (provid-
ing the ability to predict its changes);

+ limit the spontaneity of the market by regulating certain
market processes;

+ make competition orderly, subject to certain restric-
tions, exclude the possibility of unfair competition;

+ subordinate production and trade to market require-
ments, ie consumer interests;

+ develop and implement the principles of scientifically
sound technology of product distribution and distribu-
tion (distribution) in market activity;

« ensure high efficiency of advertising and other mar-
keting activities to influence the market and create an
attractive image of the goods in the representation of
potential and actual customers.

The role of marketing in business is determined by the
fact that marketing opens up the potential for production
and marketing of goods, develops optimal product poli-
cies, determines the direction of competition and market
conquest, offers a set of tools to stimulate demand, creates
an effective system of product distribution, allows you to
study and predict the state and development of the market.

How are marketing goals implemented? Marketing car-
ries out a certain set of functions that allow the company
to carry out a full cycle of marketing activities and in which
marketing research fits in seamlessly.

Marketing functions are closely interconnected, they
have a certain hierarchical structure. Marketing activity be-
gins with the assessment and analysis of their own capa-
bilities and capabilities of a potential competitor. Without
research functions, marketing is doomed to movement by
the method of “spear”, blindly. This is the first marketing
feature. The second marketing function — production and
marketing and pricing — is associated with the formation
and movement of commodity-money resources and the
value form of sale. The third function: the very concept of
market regulation implies the need for modeling the study
of market patterns, their use in the management of market
processes. The fourth function: the process of physical and
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economic movement of the mass of commodities needs
statistical estimates of the extent and routes of distribution.
Finally, the fifth function: promotion of goods (promotion)
and, first of all, advertising are closely related to the study
of the effectiveness of advertising costs and communica-
tion contacts. Thus, marketing research in the marketing
system acts as a kind of connecting link. Marketing func-
tions are grouped in five blocks.

The variety of marketing functions reflects the versatility
of marketing activities aimed, ultimately, to bring the prod-
uct to the sphere of consumption and satisfy the needs of
customers. An important place in the list of marketing func-
tions is given to the study and forecasting of the market, its
structure, development trends, relationships, etc.

Management of marketing activities (marketing man-
agement) requires knowledge of the essence of the pro-
cesses associated with bringing the product to the con-
sumer, the characteristics of the state and development
of the market, the ability to assess and predict the market
situation. Without the collection of sound, reliable infor-
mation and its subsequent analysis, marketing will not be
able to fully fulfill its mission, which is to satisfy the diverse
needs of customers and to stimulate the emergence of new
requests.

Marketing research (English marketing research) is the
collection of information, its interpretation, estimated and
forecast calculations performed for the marketing services
and management of the company to order them. Market-
ing research, or information and analytical support for mar-
keting, is an integral part of marketing activities. You can
not tear information and its analysis from the actual mar-
keting. Marketing research is an effective marketing tool.

Marketing research is a type of research activity that is
designed to satisfy the informational needs of marketing.
One of the basic requirements of marketing is to ensure
the "transparency” of the market and the "predictability” of
its development.

Marketing research consists of collecting and process-
ing, as well as storing information about market processes
and phenomena. It includes an analysis of the collected
materials, obtaining theoretically substantiated conclu-
sions that are adequate to reality and, finally, a forecast for
further development. In the process of marketing research,
an information-analytical base is created for making mar-
keting decisions in a competitive environment. Marketing
connects the activities of the company, the elements of its
external and internal environment with a system of com-
munication channels.

Marketing is focused on the interests of the market, it
proceeds from the priority of consumer desires and pref-
erences. To perform managerial functions, knowledge is
needed. You need to have an idea of consumer demand
and its motivation, the potential of the product market.
Each company needs data on the size, structure, dynam-
ics of commodity resources, sales volume, etc. The market
needs to assess the current situation, the alignment of forc-

es in the market, the desires and capabilities of consum-
ers, the intentions and actions of competitors, etc. Without
identifying trends and patterns in the functioning of the
market mechanism, it is unthinkable to regulate market
processes or adapt to the action of the market mechanism.
Skillful marketing research, knowledge of the market and
patterns of its development significantly reduces the level
of commercial risk.

Each company independently sets itself the task of mar-
keting research, based on their own interests. The coverage
of a wide range of areas of marketing research depends
on specific conditions: the situation on the product market
and the marketing strategy of the company and, of course,
on the specialization of the company. A significant part of
domestic supply and trade enterprises conducts market re-
search of the following type: market situation assessment,
short-term and medium-term forecasts of the main mar-
ket parameters, study of buyers and competitors behavior,
characterization of the level and dynamics of prices, etc., as
well as assessment of their own potential.

Conclusion. Marketing examines the needs of consum-
ers and the organization’s ability to satisfy them. The role of
marketing is manifested at all three levels of management:
corporate, CXE (strategic business unit) and the market for
a particular product.

The structure of the marketing process is:

1. Planning.
2. Implementation.
3. Control.

From the point of view of marketing, the strategic plan
indicates what marketing actions the company should take,
why they are necessary, who is responsible for their imple-
mentation, where they will be taken and how they will be
completed. They also determine the current position of the
company, its future orientation and distribution of resources.

The key point in the development of a marketing strate-
gy of a company is the analysis of the internal and external
environment. Analysis of the internal environment allows
you to identify the capabilities of the enterprise to imple-
ment the strategy; analysis of the external environment is
necessary because changes in this environment can lead
to both the expansion of marketing opportunities and the
limitation of the scope of successful marketing.

In the process of developing strategic marketing plan-
ning, many methods and models for developing market-
ing strategies have been created. Both formal and informal
methods are used, based on a creative, intuitive approach.

The practical aspects of the implementation
in international companies

Analysis of the marketing strategy of the VOLTURN GROUP
LTD and its features on the basis of the previous theoretical
research represented bellow. Currently, the IT services and
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development market is the most developed of all the mar-
kets in which the company operates. The high rate of re-
turn and the relative unsaturation that was observed in this
market 3—4 years ago made it extremely attractive. At the
same time, VOLTURN GROUP LTD bet on customers with
exaggerated requirements for product quality and service,
and are willing to pay more for it. As the market developed,
the quality of services provided by most companies began
to level off, and a large number of operators in the market
intensified competition and brought it to the category of
price.

Against this background, the company's shortcomings
in terms of order execution efficiency, price policy flexibility,
insufficient attention to lower costs and improve product
quality led to the loss of a certain market share. To restore
lost positions, the company repeatedly reduced prices for
its own services and products, which led to a restoration
of market share and a full load of staff and the formation
of an order plan in advance, but a decrease in gross profit
compared with the planned indicators.

A similar situation is observed in the website develop-
ment services market. In addition, due to the relatively low
threshold of initial investments, this situation developed 3
years ago. Selling prices for VOLTURN GROUP LTD services
exceed market prices by 30%, which makes the active sale
of these services extremely problematic.

Currently, the most promising market is the develop-
ment of CRM systems. The situation in this market is char-
acterized by the following points:

+ high demand for the development of CRM systems;

+ the desire of most companies to increase profits by de-
veloping a CRM system;

+ low qualifications of personnel for competitors;

* a high degree of concentration of personnel in private
companies with a low level of quality, service and man-
agement;

+ the relatively low cost of new equipment, the shortage
of qualified personnel and the complexity of techno-
logical processes for developing software and mobile
applications.

The above factors, as well as low competition and
growing demand make this segment very attractive, and
still allow for a “skim cream” policy. One of the weaknesses
in the company'’s sales policy is the inability to segment the
market in terms of analyzing the dynamics and volumes of
sales due to the lack of a customer service system. In this
regard, the following problems arise:

+ the impossibility of creating a transparent and attrac-
tive sales promotion policy in the form of discounts,
bonuses, etc.

+ the impossibility of analyzing the history and dynamics
of sales in the context of products, markets, individual
customers and time periods;

+ a high probability of losing a large number of custom-
ers due to the departure of any sales manager.

Global Problems of Economics, Management and Business

To implement the development of CRM systems and
mobile applications, the company uses the principle of di-
rect sales to direct consumers. In the market of advertising
development of web sites, the company operates “on or-
der”.

The company VOLTURN GROUP LTD has a marketing
department led by a marketing director, and the costs of
advertising and sales promotion are one-time and unsys-
tematic in nature. This state of affairs allows us to conclude
that the entire increase in the cost of marketing products
was obtained due to an increase in operating costs for the
maintenance of sales departments.

This conclusion is confirmed by the fact that in 2018
there was one department in the company, and by the end
of 2019 — three departments, which were structurally part
of the newly formed sales department.

As stated above, only one of the existing divisions of
VOLTURN GROUP LTD deals directly with the marketing
activities of the company as a whole. Separate marketing
functions are performed by the marketing manager and
director of the marketing department. General manage-
ment of marketing activities is carried out directly by the
marketing director. For VOLTURN GURP LTD, a quantitative
indicator of the need to develop a marketing strategy was a
35% decrease in net profit margin, a 2% increase in cost of
sales over sales revenue, and a 2-fold increase in marketing
costs. he results of the analysis indicate that the situation
in VOLTURN GROUP LTD is quite typical for companies in-
volved in IT development.

Based on the data of all the studies cited and the identi-
fied deficiencies, the management of VOLTURN GROUP LTD
decided to develop an enterprise marketing strategy for the
period 2017-2019. In this thesis project, the research com-
pany proposes a market development strategy as a market-
ing strategy. The company expands its sales of goods and
(or) services as a result of the search and creation of new
markets. To implement this strategy, it is necessary to estab-
lish new direct contacts with consumers of products (includ-
ing in export markets), intensify the creation of a dealer net-
work in new markets, introduce competition analysis tools
(measure indicators, collect information, evaluate products,
etc.), plan and conducting an advertising campaign. This
strategy is justified when the company seeks to expand its
market geographically by reducing costs and improving
quality, i.e., increasing the competitiveness of products.

Market development strategy. The company expands
its sales of goods and (or) services as a result of the search
and creation of new markets. To implement this strategy,
it is necessary to establish new direct contacts with con-
sumers of products (including in export markets), intensify
the creation of a dealer network in new markets, introduce
competition analysis tools (measure indicators, collect in-
formation, evaluate products, etc.), plan and conducting
an advertising campaign. This strategy is justified when
the company seeks to expand its market geographically by
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reducing costs and improving quality, i.e., increasing the

competitiveness of products.

An enterprise needs not only the development of a
marketing strategy, but also the separation of the market-
ing department among the functional units of the organi-
zation. The most successful assessment methodology was
developed by a Kyiv audit company, which allows to iden-
tify several signs, the degree of manifestation of which in
the activities of the enterprise characterizes its willingness
to use strategic management and planning, to work on a
marketing strategy. These signs are manifested in the en-
terprise to a different extent and ultimately characterize its
competitive advantages:

+ certainty of the mission, goals and strategy of the en-
terprise;

+ the existence of a well-functioning mechanism for col-
lecting, analyzing and processing marketing informa-
tion;

+ work to increase the competitiveness of the enterprise;

+ enterprise adaptability to emerging opportunities;

+ orientation of current management to the implementa-
tion of strategic tasks of the enterprise;

+ organizational separation of strategic management
tasks from operational management tasks;

+ the presence of headquarters units engaged in inter-
company consulting on strategic development issues;

+ invitation of third parties in solving non-specific tasks;

+ informing staff about the strategic goals and plans of
the enterprise;

+ high level of corporate culture;

+ the presence of an effective marketing unit at the en-
terprise.

The degree of manifestation of the signs characterizing
the preparedness of the enterprise to use the principles and
methods of strategic planning and management was deter-
mined by an expert method according to the Delphi meth-
od. The managers of the company acted as experts, which
ensures confidentiality and does not require the attraction
of large resources. In addition, the technique can be re-used
to monitor the effectiveness of ongoing activities.

To assess the readiness of the company to change the
marketing strategy, managers were asked to evaluate the
degree of manifestation of each of the above signs in the
enterprise — to set ratings corresponding to the degree of
manifestation of a particular sign:

+ "5" — if the given sign at the enterprise is completely
shown;

« "4" — if this symptom is not fully manifested;

«  "3" —if this symptom is weak;

« "2" —if this symptom does not appear.

A general assessment of a company’s readiness is a
weighted average score:

1

where: S i, — a point estimate of the j-th expert of the degree
of manifestation of the i-th sign;

nis the number of experts;

m is the number of considered features;

k1 — the importance coefficient of the i-th attribute,
determined by the rule:

« iflis "less important”;

« iflis "important”;

« if lis "very important”.

To simplify, it is assumed that all the signs are of equal
importance and k = 1. Ten experts participated in the as-
sessment, thus n = 10, and m = 12.

We calculate the following threshold numbers by the
formula:

bmin = 0,2 — corresponds to the case of complete
non-manifestation of all signs;

bs' = 0,3 — corresponds to the case of a weak manifes-
tation of all signs;

b = 04 — corresponds to the case of incomplete
manifestation of all signs;

bma = 0,5 — corresponds to the case of the full mani-
festation of all signs.

Now according to the formulas (1), (2), (3):

b1=b™" +0.75 (b — b™"), (1
bav = 0.5 (bmin + bmax)’ (2)
b2 =b"+0.25 (b™* - b™), (3)

we calculate the thresholds bl = 0, 275, b® = 0, 35, b2 = 0, 425

The degree of readiness of a company to change strat-
egies should be assessed as:
+ very high if the result falls into the range b2 — b™
+ high if the result falls into the range b® — b2;
* moderate, if the result falls into the range b1 — b*;
* low if the result falls into the range b™" — b1.

Results are represented in Table 1.

Based on the obtained assessment of the degree of
readiness of the enterprise, the following conclusion can be
made: VOLTURN GROUP LTD as a whole is ready to imple-
ment a marketing strategy, as well as to form a unified mar-
keting service, which will be entrusted with the preparation
of the structure of the company and personnel for the im-
plementation of the new marketing strategy and its sub-
sequent adjustment. VOLTURN GROUP LTD from external
factors is most favorably influenced by demographic and
scientific-technical enterprises, while political factors have a
negative impact; environmental factors have a minor effect.
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Table 1. Willingness of the company VOLTURN GROUP LTD to implement a marketing strategy
Source: Self made calculations for the marketing research of VOLTURN GROUP LLC

No. Emerging symptoms

Assessment of the degree of
manifestation of a sign

1. Mission certainty Weakly manifested
2. Definitability of goals and strategy of an enterprise Weakly manifested
3. The presence of a well-functioning mechanism for collecting, analyzing and Not fully manifested

processing marketing information

4. Work to improve the competitiveness of the enterprise

Not fully manifested

5. Enterprise adaptability

Weakly manifested

6. Orientation of current management to the implementation of strategic tasks

of the enterprise

Does not appear

7. Organizational separation of strategic management tasks from operational

management tasks

Does not appear

8. Availability of headquarters units providing in-house consulting on strategic

development issues

Does not appear

9. Invitation of third-party consultants to solve non-specific tasks

Not fully manifested

10. Constantly informing staff about the strategic goals and plans of the

enterprise

Weakly manifested

1. High level of corporate culture

Not fully manifested

12. The presence of an effective marketing unit at the enterprise

Weakly manifested

Total rating: 0, 308

From the analysis of the immediate environment, the
influence of the environment of suppliers was positively as-
sessed, and the environment of competitors and customers
of the company have a multidirectional effect on the com-
pany's activities.

Marketing activities of the enterprise are unsystemat-
ic in nature. Unified marketing service is not working effi-
ciently. There is an underestimation of the role of market-
ing in the company.

For the management of VOLTURN GROUP LTD, a quan-
titative indicator of the need to develop a marketing strat-
egy was a drop in net profit and an increase in the cost of
marketing products.

In this project for VOLTURN GROUP LTD for the period
2017-2019. a market development strategy is proposed.

Before developing a marketing strategy at VOLTURN
GROUP LTD, an assessment was made of the enterprise’s
readiness for its implementation and marketing activities.

With the advent and strengthening of marketing as
the basis of market activity, market analysis fits into its
framework and becomes an integral part, enriched by the
marketing methodology and turning into information and

analytical support. The larger the company, the wider the
scope of its market activity, the more urgent is the need
to know the market situation, its development trends, a
complex system of relationships and relationships that are
emerging in the market.
Based on the marketing research conducted by VOLTURN
GROUP LTD, the following conclusions were drawn:
* the enterprise conducts weak advertising activities,
which is insufficient to attract more customers;
« the small marketing department has led to a high work-
load of management personnel.

Conducting marketing research gives the company an
idea of the requirements of customers, their priorities in
choosing a company and the possibility (or impossibility)
of raising or lowering prices. Thus, the company dynamical-
ly monitors any changes in the needs of customers, which
gives it the opportunity to retain its customers and win new
ones. In turn, this provides a fertile ground for the future
development of the enterprise. VOLTURN GROUP LTD has
a good reputation in the market and has a good reputation
with major consumers. Suggested activities, such as:
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+ conducting lectures and competitions among students;
enterprise promotion by advertising means;

+ improving the site, including ordering services; the ex-
pansion of the marketing department, will contribute to
increased profits due to the expansion of advertising,
and reduce the workload of management personnel by
strengthening the marketing department.

Conclusions

Marketing examines the needs of consumers and the or-
ganization's ability to satisfy them. The role of marketing
is manifested at all three levels of management: corporate,
CXE (strategic business unit) and the market for a particular
product.

The structure of the marketing process is:

1. Planning.
2. Implementation.
3. Control.

From the point of view of marketing, the strategic plan
indicates what marketing actions the company should take,
why they are necessary, who is responsible for their im-
plementation, where they will be taken and how they will
be completed. They also determine the current position of
the company, its future orientation and distribution of re-
sources.

The key point in the development of a marketing strate-
gy of a company is the analysis of the internal and external
environment. Analysis of the internal environment allows
you to identify the capabilities of the enterprise to imple-
ment the strategy; analysis of the external environment is
necessary because changes in this environment can lead
to both the expansion of marketing opportunities and the
limitation of the scope of successful marketing.

In the process of developing strategic marketing plan-
ning, many methods and models for developing market-
ing strategies have been created. Both formal and informal
methods are used, based on a creative, intuitive approach.
Maintaining one of the leading positions in a volatile mar-

ket requires the company sufficient mobility. The existing
product range is being supplemented, the geography of
activity is expanding. Successful marketing activities, pro-
fessionalism and qualifications of employees allow us to
achieve more and more success.

The formula is the same as in any country in the world:
to know your consumer, to know what he wants and to give
him exactly that, more quickly than competitors and at a
bargain price. The main secret is not to know this formula.
The main secret is to put all this ideology into practice.

References:

1. Hart, S. (1987). The use of the survey in industrial market research.
Journal of Marketing Management, 3(1), 25-38.

2. Patino, A, Pitta, D. A., & Quinones, R. (2012). Social media's emerg-
ing importance in market research. Journal of consumer market-
ing.

3. Brace, I. (2018). Questionnaire design: How to plan, structure and
write survey material for effective market research. Kogan Page
Publishers.

4. Moorman, C,, Zaltman, G., & Deshpande, R. (1992). Relationships
between providers and users of market research: The dynamics
of trust within and between organizations. Journal of marketing
research, 29(3), 314—-328.

5. Deshpande, R., & Zaltman, G. (1982). Factors affecting the use of
market research information: A path analysis. Journal of marketing
research, 19(1), 14-31.

6. Fangmann G.O. Innovation marketing, study guide. Publisher:
TPU, 2015, 234s.

7. Gustafsson, A., Herrmann, A., & Huber, F. (2000). Conjoint analysis
as an instrument of market research practice. In Conjoint measure-
ment (pp. 5-45). Springer, Berlin, Heidelberg.

8. Witell, L., Kristensson, P, Gustafsson, A., & Lofgren, M. (2011). Idea
generation: customer co-creation versus traditional market re-
search techniques. Journal of Service Management.

9. Shiftan, Y, Qutwater, M. L., & Zhou, Y. (2008). Transit market re-
search using structural equation modeling and attitudinal market
segmentation. Transport Policy.

10. Farhar, B. C. (1999). Willingness to pay for electricity from renew-
able resources: a review of utility market research. National Re-
newable Energy Laboratory.

System Characteristics of Marketing and its Impact on the Activities of International Companies BESL[ 25

Volume: 2021, Issue: 6-7



Global Problems of Economics, Management and Business
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CUCTEeMHi XapaKTepUCTUKN MapKETUHTY Ta MOro BMJIUB Ha
AiANbHICTb MDKHapPOAHUX KOMMaHin

CraTTa NpucBAYEHA MAPKETUHIOBOMY BMIMBY MIDKHAPOAHWX €KOHOMIYHMX
BIJHOCWH. Buxoaaum 3 npunyLleHHd, WO B YMOBaX Cy4YacHOIO PO3BUTKY
PUHKOBOT EKOHOMIKM Ta MIAMNPUEMHWULTBA MUTAHHA BUBYEHHA MAPKETUHIOBOI
AiANBHOCTI Ha MIANPWUEMCTBI CTae Bce Oinbll akTyanbHUM. Hacamnepes Le
MOB'A3aHO 3 BMCOKMMM TEMMaMWU 3POCTaHHA MiANPUEMHMLITBA B EKOHOMIL
KpaiHW. 34e6inblworo Le Mani nignpuemctea abo chepa Manoro 6isHecy, Ak i
LLie Ha3mBatoTb. Lle MoACHIOETbCA NPOCTOTOK OpraHisaLii iXHboro Manoro 6i3-
Hecy Ta ix 6iNblWIOD afanNTUBHICTIO 4O MIHAMBKMX YMOB PUHKY. BOHW WwBMALLe
pearyrotb Ha MOTPebU PUHKY, a TOMy MOXYTb LUBMUALIE ajanTyBaTuca. [poTe
came y cdepi Manoro 6i3Hecy CMocTEPIraETbCs Ay>Ke BUCOKA KOHKYPeHLis, i
A TOro, WOO6 BUXUTM Ha PUHKY Ta OTpUMYBaTW NpubyTOK, NiANPUEMCTBAM
HeobxiaHO nmo3uLioHyBaTUCh. Lle HeobxigHO came Ans Toro, Wob cnoxuBaui
cepes LMPOKOro PO3MaiTTa iAeHTUYHWX TOBapiB BUOUpaau Te, Lo BMpOobase-
MO MW. | TyT, 3BMYAHO X, FONOBHUM IHCTPYMEHTOM i MOMIYHWUKOM € rpaMoTHa
MapKeTUHIoBa MOAITUKA.

MpoAYyKTVBHE BUKOPWUCTAHHA MapKETUHIOBOrO MiAXOZY Y BUPOOHMYO-ToC-
NOAAPCHKIV, MAPKETUHIOBIW | KOMEPLLIVHIV AiSAbHOCTI NIANPUEMCTBA 3a1€XNTb,
Hacamnepes, BiZ TOro, HaCKiIbKM BOHO FHYYKO i LUBWAKO pearye Ha BCi 3MiHW,
L0 BiABYBarOTLCA Ha PUHKY, | pearye Ha HOBI MOTPebU CNOXMBaYiB Yepe3 Po3-
pobka HOBWX MPOZAYKTIB | TEXHONOTIN; MOro CMOXMBYUMIA MOMUT; Bij, CTBOPEHHS
BiZNOBIAHOrO €KOHOMIKO-MPaBOBOrO CepesoBULLa, fke 6 3abe3neuyBano pe-
a/IbHy €KOHOMIYHY CaMOCTIHICTb NIANPUEMCTBA B YCiX BIAHOLUEHHAX Ha PUHKY.

Mu 06rpyHTYBaM, LLO YMM KpaLle Ha MiANPUEMCTBI PO3PODAEHNIA KOMM-
JIeKC MapKeTUHTY, TUM epeKTUBHILIOK Byae MOro AifabHICTb. 3@ 4OMOMOror
MapKETUHIOBOI AifNIbHOCTI 3A4IMCHIOETLCA MOCTIMHWN MOLLYK HOBUX PUHKIB 30yTY,
CMOXMBaYiB, HOBMX BWAIB MPOAYKLIi Ta MOCAYr, AKi CNpUAOTb 3abe3neyeHHo
KOMNaHii HaBMLLOrO PiBHA MPMOYTKY. KOMMAEKC MapKeTUHry BUCTynae Ak
IHCTPYMEHT peryntoBaHHA BUPOOHULITBA Ta MapKETUHTY.

KnrouoBi cnoBa: ekoHOMiKa, MapKETUHT, MiXXHAaPOZAHI EKOHOMIYHI BiHOCKHW,
MaKpOEeKOHOMIYHE cepeAoBuLLEe, EKOHOMIYHWI PO3BUTOK.
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Evaluation of the International Tourism Impact on the Economy

The tourism industry has become a major driving force for economies and
employment generation for many countries all over the world. Evaluation of the
impact of this force became the subject of research of numerous academic pa-
pers, the authors of which suggest their own set of factors to be taken into ac-
count while calculating tourism multiplier. The aim of this paper is to substantiate
the necessity of extension of number of factors by including the regime of ex-
change rate. Such extension, besides clarification of calculations, should provide
governments of hosting countries with additional economic tools.
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of exchange rate

Travel has been known from the beginning of time on this
planet. At the beginning of his existence, man walked the
surface of the world in quest of food, shelter, security, and
a more suitable environment. He could easily do without
railway or road traffic or luxury hotels. Nowadays tourism
(travel for business and/or for pleasure) is considered as
a dominant economic force on the global scene account-
ing before COVID-19 pandemic for almost $1.5 expendi-
tures — a tenth of total world trade, and growing each year
in numbers of travellers and their spending.

To attract foreign tourists any country has to pro-
vide adequate conditions, including hospitality network,
transport infrastructure, labour force, financial services,
food and beverages etc. While investing in the corre-
sponding objects both the governments and business
have to decide if it will be economically sound. The aim

DOI 10.37659/2663-5070-2021-6-7-27-33

of the paper is to analyse models and factors used for
calculation of the multiplier effect of tourism industry
development in a country hosting foreign travellers, to
check the sufficiency of the indices in operation and to
substantiate the need of expansion of the range of fac-
tors used for calculation.

Literature Review

Over the past decades, prior to COVID-19 pandemic, both
the flow of international tourists and the number of sci-
entific papers on the impact of tourism industry on the
economy of many countries have been steadily increasing.
Nowadays we can find abundant monographs and articles,
analyzing contribution of international tourism to the eco-
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nomic growth of different countries and even examining
research papers in the field [1, 2].

For the purpose of our examination of special interest
are the papers, estimating the multiplier effect of interna-
tional tourism. The multiplier effect (proportional amount
of increase or decrease in final income that results from an
injection or withdrawal of spending) has been formalized
by John Maynard Keynes in the 1930. Within the context of
international tourism this effect is usually interpreted as a
change in GDP of hosting country caused by the change of
foreign tourists spending.

Depending on the basic models, used in testing, nu-
merous scientific papers can be divided into seven main
groups, grounded on the applied model, which can be:
economic base, Keynesian, input-output, ad hoc, social ac-
counting matrix, general equilibrium and money genera-
tion model.

In the process of reviewing the literature certain limita-
tions of each model become apparent:

The most popular economic base model, in the case of
tourism while estimating total effects on the entire econo-
my, does not provide for the analysis on a sectoral level or
of types of effects: direct, indirect and induced [3]. Another
pitfall is the assumption that all types of exports have the
same multiplier effect irrespective of sector.

The Keynesian multipliers, allowing to investigate im-
pact of newly injected money on consumption, are restrict-
ed by lack of accounting for sectoral interactions and as-
sumption that all economic sectors are subject to the same
marginal propensity to consume regardless of the structure
of final demand [4].

The input-output model, providing for analysis on a
sectoral level as it focuses on inter-sectoral linkages and
the estimation of types of effects separately, require a great
amount of data, making analysis time-consuming and cost-
ly to produce. Its another disadvantage is assumption that
each sector has a linear homogeneous production function,
which excluds economies or diseconomies of scale, and in-
put substitution.

The ad hoc or Archer model (combination of above
mentioned models), allows to derive tourist multipliers for
different typologies and sectoral multipliers and multipliers
on a firm level, simultaneously permiting analysis of differ-
ent types of effects, at different geographical levels, and of
direct effects on income and employment. But while using
this model it is quite difficult on a practical level to include
all sectors of an economy, especially with funding limita-
tions. Furthermore, as it is based on input-output analy-
sis, it adopts the same restrictive assumptions. Use of this
model is recommended on a regional or local level [5].

The social accounting matrix, providing more statisti-
cal information (income distribution, tax structure, sources
of savings, etc.) than the input-output table, increases the
cost of its construction and restrict the analysis to a smaller
number of sectors, being based on the same restrictive as-
sumptions as the input—-output model [6].
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The computable general equilibrium model uses more
realistic assumptions compared to the basic input-output
model (e.g. production functions are not linear, there are no
unlimited resources, prices can vary) and examines the ef-
fects of a shift in final demand on all the aspects of an econ-
omy by accounting for feedback effects. However, the need
for a large amount of data greatly increases the cost of the
model’s construction and limits the analysis to an even small-
er number of sectors than the social accounting matrix [7].

Updated version of Money Generation Model MGM2,
designed in 2000 [8], gives guidelines regarding selection
of tourists spending averages and economic multipliers. It
is based on very simple equation:

Economic Impacts = Number of visits x
Spending per Visit x Regional Economic Multipliers

MGM or MGM2 offers a spreadsheet template for
spending and regional multiplier to compare and compute
changes in sales, local income, jobs, taxes and value added
for the area. This model is the simplest to use on condition
that all the tourists are previously segmented according to
spending patterns of different age groups and Regional
Economic Multipliers are calculated.

This short review demonstrates the need of the refine-
ment of any of the existing model or design of a new uni-
versal model. This is why pending the development of a
comprehensive model we are going to present the latest
(caused by COVID-19 pandemic) findings on the economic
impact of international tourism on the countries welcoming
foreign tourists and substantiate the necessity of the of ad-
ditional factors to be taken into account.

Results

Numerous studies at the end of 1960-s — 1970-s have con-
firmed undeniable correlation between export growth and
GDP growth rates, leading to the development of Exports
Led Growth hypothesis — the theory that postulates that
export growth is one of the key determinants of econom-
ic growth. Prior to this hypothesis economists recognized
that economic growth, being extremely complex process,
depends on such variables as capital accumulation (both
physical and human), trade, price fluctuations, political con-
ditions, income distribution and geographical characteris-
tics. The new hypothesis has added one more factor to con-
sider — export, that can perform as an “engine of growth”.

In parallel with the development of economic theories
two Swiss scholars Walter Hunziker (professor of the Uni-
versity of St. Gallen) and Kurt Krapf (professor of Bern Uni-
versity), both known as ‘the Fathers of tourism’, published
in 1942 the “"Outline of the General Teaching of Tourism”,
which became the standard work for basic research in tour-
ism. They tried to establish a “completely new discipline”
as a branch of sociology, arguing that in the postwar era
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tourism would play as an instrument of global understand-
ing and peace.

More than twenty years later in the framework of Ex-
ports Led Growth hypothesis one of the functions of in-
ternational tourism was specified as an ingredient of an
invisible export that can and does make a vital contribution
to the economic growth of many developing countries[9].

Since then, economic science was complemented by
numerous theoretical and empirical studies, confirming the
latter assertion. Tourism-Led-Growth hypothesis was ar-
ticulated and first tested empirically by Balaguer and Can-
tavella-Jorda [10] for Spain.

While substantiating the hypothesis its contemporary
supporters suggest to differentiate effect of inflow of tour-
ists" money into an economy of host country by three lev-
els:

e the direct level;
« the indirect level;
e the induced level;
+ the Direct Level:

The direct level refers to the difference between the val-
ue of tourist expenditure and the value of imports required
to supply “front-line” service providers.

The best demonstration of the level of direct effect of
tourists’ expenditures is the statistics of the receipts from
foreign tourists, which amounted: in the USA — to $70.2
billion, in France — to $40.8 billion, in Spain — to $34.5
billion, in Italy — to $25.2 billion, in Germany — to $22.2
billion, in Mexico — to $19.8 billion etc. [11]. All over the
world total expenditures of international tourists exceeded
$1.44 trillion in 2019.

The expenditure of tourists depends on interactions
between visitors and local destinations, such as hotels,
transport infrastructure, food/beverage, and gift/souvenir
shops; at the same time tourist expenditure patterns are
influenced by a wide range of sociodemographic and eco-
nomic, psychological, trip-related, and destination-related
variables [13].

Direct level of economic impact of international tour-
ists’ currency inflow is vivid mostly in tertiary sector, where
the main beneficiaries are the following:

+ Hospitality sector: foreign tourists spend their money in
“front-line” tourist establishments: hotels or in private
vacation rentals (rented via vacation rental marketplace
like Home Away/Vrbo, Airbnb, CanadaStays, FlipKey and
dozens of others). Besides paying for accommodation
and hotel services the tourists pay for food and bever-
age in inbound restaurants and souvenirs in inbound
shops. As a rule, foreign visitors are interested in buying
local food and beverages, souvenirs, and participate in
activities. However, the low expenditure level may be
caused by poor advertising campaign both in a host
country and abroad, the latter demanding cross-bor-
der leakage of money. Also, the relatively poor food
and souvenir availability to foreign visitors may result

not only in diminished spending in this arena, but even
cause import growth: some groups of tourists, such
as ltalian, Indian, and French tourists, may prefer their
own national cuisine, and the local restaurants could
be stimulated to cater to these preferences to keep the
visitors.

+ Travel services: Expenditures of international tourists for
passenger transport exceeded $150 billion in 2019 [14].

* Recreation, Sport and Entertainment: foreign tourists as
a rule are interested in attending festival, fair or oth-
er cultural event; visiting an amusement park, a zoo,
aquarium, botanical garden, historic site, national park,
museum, or art gallery; watching sports or participating
in gaming etc. Tourism and Entertainment are interre-
lated: while tourists enjoy different kinds of entertain-
ment in host countries, a special entertainment event
can cause a flow of tourists. In both cases the organizers
of both the event and a tourists’ tour receive certain
sums of money.

In 2019 receipts from international tourism amounted
to 7.4% of total exports [15].

The Indirect Level (further spending of money, injected
into the economy, by other economic agents):

When evaluating indirect channels from tourism, the
researchers should examine the area of economic linkages,
both backward and forward: Backward linkages measuring
the relative importance of each sector as a purchaser to
all other sectors in the economy, whereas forward link-
ages measure the relative importance of tourism sector
as a supplier of currency to all other sectors in the econ-
omy. With backward linkages for tourism being relative-
ly well-explored, forward linkages are less examined, as
tourism expenditure are considered to have no significant
forward linkages (the tourism being labeled as “final user
sector”). We consider such attitude as a serious flaw and
below some suggestions of the change will be presented.

While effect of inflow of tourists’ money can be seen
most vividly in tertiary sector of economy, it also stimulates
growth in the primary and secondary sectors. For example,
money spent in a hotel is not only a source of income for the
hotel owners, but it also helps to stimulate demand in oth-
er sectors of the economy: a hotel must purchase food and
beverage from local farmers, who may use some of the mon-
ey to purchase seeds and fertilizer or durable goods for their
own use; because tourists frequently purchase souvenirs, the
demand for local products increases. Delivering transport
services is impossible without construction of ports, airport,
roads and highways, railway tracks and station — all of which
must consume metal, cement and/or other materials. In its
turn construction of new transport infrastructure that can be
used for purposes other than tourism positively affects the
whole economy of the host country, lowering the costs of
commuting and trading raw materials and/or finished prod-
ucts, improving fuel efficiency and simultaneously increasing
attractiveness (and value) of remote regions.
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On the indirect level the main beneficiaries of interna-
tional tourism are secondary and tertiary sectors.

In all the cases money spent by foreign tourists can
be seen as an injection into the economy of the country
where it is spent, which means there will be more demand
for products. In the long run, the multiplier effect keeps
the money flowing until it is eventually ‘leaked’ out of the
economy through imports, which are purchases of goods
from other countries to satisfy demand of foreign tourists.
In very rare cases, the local economy can provide every-
thing that a tourist needs, thus increasing the multiplier.

Because part of the money spent by tourists is likely to
seep out of circulation through imports, savings, and taxes,
the indirect effect will not include all of that money.

The Induced Level refers to money provided to local cit-
izens in the terms of wages, salaries, rent, interest, and div-
idends, as well as to local companies for ordinary services,
during both the direct and indirect rounds of expenditure.
This expenditure is called the Induced Multiplier, as it gen-
erates yet more rounds of economic activity by being spent
on local goods and services.

Being a multiproduct industry tourism covers a broad
spread of economic sectors, generating employment in a
variety of industries. These jobs are not limited to the tour-
ism industry — they can also be found in the agricultural,
communication, financial, health, and educational sectors.

For example, the 1994 version of The Regional In-
put-Output Modeling System, applied to estimate the total
output, earnings and employment produced by tourism ex-
penditures in Washington, D.C., has demonstrated the fol-
lowing correlation between tourists’ demand and number
of jobs, created to satisfy these demands:

For $1 million of output delivered to final demand by
the tourism industry there were created:

* In transportation — 6.49 jobs,

* In retail sales — 10.65 jobs,

* Inhotels and other lodging places, amusement and rec-
reation services — 7.54 jobs,

+ In eating and drinking places — 9.81 jobs and

+ for miscellaneous services — 6.39 jobs [16].

At present at the macro level we can see that in tourism
industries in India there are almost 39 million employees, in
the USA — 6.15 million, in Japan — 5.9, in Philippines — 4.7,
in Thailand — 4.26, in the UK — 2.7 million [17]. Nowadays
tourism supports more than seven percent of the world's
workers, while before the COVID-19 pandemic tourism was
providing 1 of every 11 jobs worldwide.

Among the countries, most dependent on revenues
from tourism, are Bangladesh (where 1 tourist provides
employment for 9 people), India and Pakistan (2 jobs per
tourist), Venezuela, Ethiopia, Madagascar and Philippines
(where 1 tourist provides employment for at least 1 man)
[18]. In some countries jobs reliant on tourism constitute
more than 50 % of total jobs: in Seychelles — 63.7 %, St. Lu-
cia — 52.4%, the Bahamas — 56,2 %.
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Tourism not only generates employment in the tertia-
ry sector, but it also stimulates growth in the primary and
secondary sectors of the economy as well. When people
visit a country, their money goes around and around in that
country’s economy for a long time. When this occurs, the
term is referred to as the multiplier effect. Also, tourism has
a variety of functions in host communities: it increases the
economy'’s revenue, produces thousands of employments,
improves a country's infrastructure, and fosters cultural in-
terchange between outsiders and natives.

Another important ingredient of the Induced multiplier
is government revenues. In Republic of Maldives, for ex-
ample, over 90% of government tax revenue comes from
import duties and tourism-related taxes.

Tourism income contributes to government revenues in
two ways.

+ Direct contributions are generated by taxes on income
from tourism employment and tourism businesses, and
by direct levies on tourists such as departure taxes.

« Indirect contributions come from taxes, fees and duties
levied on goods and services supplied to tourists.

Government revenues differ from country to country,
constituting in some of them (and not only poor develop-
ing countries) rather a significant share, often exceeding
the share of the industry in GDP. In Canada, for example,
tourism accounted for 3.9% of the Canadian government
revenue before COVID-19 pandemic. This revenue was gen-
erated from various taxes imposed by the Canadian gov-
ernment on different types of goods and services bought
by tourists, such as entrance fees, parking fees, alcohol, and
fuel. After the enaction of additional taxes and/or increase
of tax rates on existing taxes tourism in Canada generated
revenue of $19.4 billion for all three levels of government.
In this country government generates revenue from tour-
ism directly through charging tourists for entry visa fees
granted upon arrival of tourists at their destinations, by
charging user fees, income taxes, taxes on sales or rental of
recreation equipment, and license fees for activities such as
hiking, skiing, fishing, camping and hunting [19].

A Pilot Study in Cyprus, measuring total economic tour-
ism impact in 2015 (€32.3 m), has provided specific data,
interpreting the tax impacts [20]:

+ The total tax impact was €13.7 m — equal to €25 per
customer per night.

» For every Euro spent by the hotels, the total indirect
tax impact was €0.27 whilst every Euro of discretionary
spend by customers outside the hotels was estimated
to generate €0.33 in indirect tax impact.

+ The largest direct tax impact is production taxes (in-
cluding VAT). The majority of this is through airport
departure taxes paid by each customer leaving Cyprus.
This accounts for €1.4 m of the €2.5 m direct production
tax impact.

+ Spending with suppliers by the hotels, the ground handler
and the airport handler and discretionary customer spend
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on other goods and services resulted in estimated indirect
tax payments of €5.9 m. Business spending drives €3 m of
this impact and discretionary spend by customers drives
€29 m.

* Production and people taxes (including employer and
employee contribution to income tax, social insurance
and special contributions) are the most significant con-
tributor to the induced tax impact of €3.2 m. On average,
each euro of employee spent generates €0.35 of induced
tax impact.

+ Discretionary customer spending is concentrated in
sectors that have supply chains which add more value
in Cyprus and, therefore, generate larger tax impacts
per Euro spent than spending by the hotels.

In EU countries average rates and range for all tour-

ism-related VAT at present is the following:

+ Admission to amusement parks — 17 % (varying from
country to country from 3 to 27 %).

+ Restaurant and catering services — 15% (6-27 %).

+ Admission to sporting events — 15% (5-27 %).

« Admission to cultural services — 14 % (3-25 %).

»  Domestic travel — 13% (0-27 %).

* Renting hotel accommodation — 11% 9 (3-25 %) with
standard rate 21% (varying from country to country
from 17 to 27 %).

The ratio between direct, indirect and seduced levels
can be shown on the example of the data on total econom-
ic impact of the tourism sector in Squamish, B.C. (Canadian
province of British Columbia) in 2018 (Table 1).

As the last two years have demonstrated, even summa-
rizing all three levels of impact (direct + indirect + induced)
we can't evaluate the full nature of the impact of interna-
tional tourism on the economy of a host country. Drastic
changes in tourists’ industry, caused by COVID-19 pandem-
ic, have decisively proven that it is necessary to include in
any method of multiplier calculation both backward and
forward links, taking into account besides the impact of de-
crease of tourists' money on the economy of the hosting
country, also the regime of currency exchange rate in the
hosting country.

Let's compare two almost identical tourist business
model implemented in Republic of Maldives and Republic
of Seychelles:

Both republics are heavily dependent on foreign tour-
ists' inflow of currency and both were before COVID-19
pandemic the leaders among the group of countries
with the highest share of GDP generated by international
tourism, which reached in Maldives — 53.5%, and in Sey-
chelles — 42.3%.

Having similar condition at the start of pandemic, their
development in the next years varied greatly: while in Mal-
dives total contribution of travel and tourism fell in 2020 by
55% (from 48.3 billion to 21.6 billion MVR), with the total
economy shrinking by 32 %, in Seychelles the same contri-
bution fell by 46 % (from 9 to 4.8 billion SCR), but the total
economy fell only by 10.9%. In 2021 in Maldives total con-
tribution of travel and tourism grew by 48.6% (from 48.3
billion to 21.6 billion MVR), with the total economy growing
by 17%, in Seychelles the same contribution grew by 11%
(to 5. billion SCR) with the total economy growing by 4.6 %.

While examining the causes of such differences in the
changes of rate of growth/decline and share of internation-
al tourism in GDP in both countries it seems feasible to pay
attention to one more indicator:

Compared to Maldivian rufiyaa being pegged to dol-
lar, Seychellois rupee enjoy free floating: exchange rate of
Seychellois rupee fell from 12.8 in 2019 to more than 20
rupees per US dollar in 2020 (returning to the previous level
in 2022).

These data provide for the hypothesis that the negative
effect of the drop in international tourism income on the
economy of the country can be mitigated on condition of
floating exchange rate of the local currency and vice versa.

Abovementioned figures seem to us to be a proof of
the need to include additional indices in calculations of the
impact of the international tourism on the economy of the
hosting country.

Conclusion

Table 1. Total Economic Impact of the tourism sector in Squamish, B.C. in 2018

Source: Tourism Impact study, March 10, 2020 [22]

Employment (number of jobs) Wages (SM) GDP (SM) Economic output (SM)
Direct 727 $28.4 $40.7 $75.4
Indirect 37 $2.6 $3.8 $5.4
Induced 24 $4.5 $5.6 $6.9
Total: 788 $35.5 $50.1 $87.7
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COVID-19 pandemic has inflicted serious losses to the
whole industry of international tourism, bringing it almost
to a holt. But at the same time, it has provided the research-

ers

with unique opportunity to detect and to single out ad-

ditional factors of the impact of tourists’ currency inflow on

the

economy of the hosting countries.
The limitations of this paper due to the lack of data and

too short time elapsed since the last pandemic do not al-
low us to carry out thorough examination of the correlation
between the regime of exchange rate and different causes
and consequences of international tourism. But with the
time going on and accumulation of data the feasibility of

incl

uding regime of exchange rate in the evaluation of in-

ternational tourism multiplier (on the bases of all models)

see

ms obvious.
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OnaocebikaH O. /1., AmansH H. /1.
OuiHKa BNAMBY MiDKHapOAHOro TYpusmMy Ha eKOHOMiKY

B ocraHHi gecATupiyya iHAYCTpIA MIXKHAPOAHOrO Typu3My MepeTBopuaach
Ha roIoBHY PYLUINHY CUY 3POCTaHHSA EKOHOMIKM Ta CTBOPEHHS pOb0oYMX MiCLib
y b6aratbox kpaiHax CBiTY. BNi1B BantoTHUX HaAXO4KeHb BiJ TYPU3My eKOHOMI-
CTV BIAC/NIAKOBYIOTb Ha TPbOX PIBHAX: MPAMUIA BMAMB OLIHIOETHCA AK Pi3HULA
M BUTPaTaMu TYPUCTIB y KpaiHi nepebyBaHHA Ta BUTPaTaMM Ha 3a40BOEHHS
ix noTpeb nig yac ix nepedyBaHHSA; HEMPAMWIA BMAMB OLLIHFOETLCA CyMORO BUTPAT
rpoLuew, 3apobaeHnx B TYPUCTUYHIN cdepi, IHLLIMMN eKOHOMIYHUMUN areHTamu,
LU0 HaZaBain TOBapW Un NOCAYrn TYpUCTaM; iHAYKOBaHWM BNANB BU3HAYAETLCA
CyMOIO JOXOAIB MICLIEBMX FOPUANYHMX Ta (i3nUHMX 0Cib y dopMi 3apobiTHOI Ta
OpEeHAHOI NnaTy, BIACOTKIB | AVBIAEHAIB, @ TAKOX MPAMUX | HEMPAMUX NOAATKIB.

OujiHka BMN/VBY TypuU3My BXe AaBHO CTana NPeAMETOM AOC/IIKEHHA YMC-
JIEHHWUX HayKOBUMX CTaTel, aBTOPY AKUX MPOMOHYOTb BAACHUI Habip dakTopis,
AKi C/1if, BpaxoByBaTW A/ PO3PaxyHKy My/abTUMAiKatopa Typu3sMy (mpomnop-
LiMHOT BENIMYMHM 3POCTaHHA BaJOBOrO HaLliOHa/JIbHOro MPOAYKTY B pe3ysbTa-
Ti IH'EKLLT rPOLLOBOI OAMHWLL, BUTPAYeHOI 3aKOPAOHHUM TypucTom). Ekcneptn
po3pobaatoTb AndepeHLiinoBaHi koediLlieHTV Ana po3paxyHKy MyAbTUMAIKALLI-
HOro edekTy A9 rpyn KpaiH 3 PiI3HWM CTyMeHeM 3aneXHOCTI iX eKOHOMIK Bij,
HaZXOAKeHb Bij, TypY3Mmy.

MaHAeMis KOPOHaBIpyCy, L0 3yMOBWAa Malike NMOABIHE CKOPOYEHHA A0-
XOAIB BiZ MXXHapOAHOrO Typu3My mobanbHo, 03BONNAE BUOKPEMUTY CYTTEBY
PI3HULLKO MiX AMHAMIKOR 3MiHW BHECKY TYPUCTUYHMX rPOLLIEN B ekcnopT Ta BHI
Pi3HWX KpaiH 3 oAHi€l Ta Tiel > rpynn —ManbaiBcbkoi Pecnybaiku ta Pecnybaiku
Cenwenbcbkunx ocTpoBiB. PakTOPHWIA aHani3 roJOBHMX BiZAMIHHOCTEN MiX eKo-
HOMikaMu ABOX pecnybAik 4O3BOAMB BUABUTU KOPIHHY BIAMIHHICTb Y pexmMax
BaJIFOTHOTO KYPCy ABOX KpaiH — ¢ikcaLlia ManbAiBCbKOI pydii 4O Aonapa NpoTH
Bi/IbHOTO M/1aBaHHA CEMWEeNbCbKOI pynii. 3iCTaBAEHHA KYpPCy CeMLLIenbCbKOI py-
nii 8 2019-2021 pokax 3 AaHWMK MO JOXOAax Bif TYpV3My Ta MO CyMapHOMY
€KCMopTy KpaiHX B TON Xe Mepiog Aa€ MiACTaBW ANS BUCYBAHHA FinoTesu npo
JOLNbHICTb BpaxyBaHHA PEXMMY BaJKOTHOrO Kypcy Mpu pO3paxyHKy MyabT-
naikatopa Typv3my.

KntouoBi cnioBa: Mi>XKHapOAHUIA TypU3M, My/IbTUMAIKATOP, 3pocTaHHs, BB,
3aliHATICTb, PEXWM BasIlOTHOTO KypCy.
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Impacts of the COVID-19 Pandemic on International
Marketing (on the basis of Apple Inc.)

Although change has always been a familiar term and phenomenon, the
changes in the marketplace during COVID-19 pandemic time have never been so
complex or rapidly evolved. Companies that operated or intended to operate in
the international market strive to adapt to changes by carefully analyzing, taking
an integrated approach, and monitoring business performance. The international
marketing environment was always fraught with uncertainty and challenges and
during COVID-19 time became more difficult. That's why it became the main aim
of this article.

The changes that occurred on the international market, whether cultural, de-
mographic, or technological, affected and still are continued to influence on the
way customers and consumers react and make competition in the international
marketplace more ardent.

When competing in the international market, businesses need to be faster
than their rivals in predicting the market needs. They must focus on providing
their products and services with added value to make them as attractive as pos-
sible to potential customers and capable of meeting and exceeding expectations.
These confirmations were analyzed using an Apple Inc. activity as an example.
The SWOT analysis were made for analyzing advantages, disadvantages, oppor-
tunities and threats. The PESTLE analysis shown political, social, economic, legal
and environmental factors and Apple Inc. there.

Though the world is progressing in terms of information technology, innova-
tive and superior methods of organizing marketing efforts (such as horizontal or-
ganization, network organization, virtual organization), global efforts for smooth
international trades, and so on, international marketing is not easy to pursue and
has become a challenge to accept.

Keywords: international marketing, international expansion, marketing activity,
business development, problems and challenges.
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Problem statement

The economic depression caused by the COVID-19 pan-
demic has significantly affected the performance and mar-
keting activities of various companies as well as consumer
shopping and media habits [1].

The accelerated spread of COVID-19 and the measures
adopted by governments to contain it had severe conse-
quences for the world’s major economies. Numerous pro-
ductive activities were disrupted, first in Asia [2], then Eu-
rope, North America, and the rest of the world, and there
were expansive border closures.

This article discusses the effects of the COVID-19 pan-
demic on international marketing and of the ways multina-
tional corporations adapt to these changes.

Task statement

The main tasks for this article were: to make an analysis
of the effects of the COVID-19 pandemic on international
marketing and of the ways of multinational corporations’
adaptation to these changes; examination of the strategic
planning processes pertaining to international marketing
as well as the different entry strategies into the foreign
market; analysis of Apple’s strategic international market-
ing process, which involves the use of SWOT and PESTLE
analytical framework; analysis of challenges encountered
by multinational corporations (MNCs) in international or
global marketing.

Literature review

International marketing and influence of COVID-19 has
been studied by Ukrainian scientists and foreign scientists.
So, the last paper of such Ukrainian researchers as V. Bilyk,
O. Sergienko, I. Krupenna described digital marketing tools
in the conditions of transformation of communications
of the modern organization [3]. Also papers prepared by
M.Miroshnick, V.Barabanova, G.Bohaturiova, S.Malovichko,
N.Tkachova, P.Pererva were interesting for studying and
analyzing.

At the same time foreign researcher also studies inter-
national marketing. The most interesting and modern are
Michael R. Czinkota, llkka A. Ronkainen, Annie Peng Cui
[4]. They developed international marketing strategies and
guidelines using the latest examples. Also, they explored
the range of international marketing topics, from start-up
operations and new market entry considerations to key in-
ternational issues confronting today’'s giant global market-
ers. Song, Z, Liu, D. & Deng, Z. [8] worked with marketing
in China during the pandemic time. A.E. DiResta, T.Kwamina
Williford, Da'Morus A. Cohen, B. A. Genn [12] analyzed the
Impact of COVID-19 on advertising and marketing cam-
paigns. Studying of COVID-19 and its influence on different

spheres became very popular nowadays. But in our deci-
sion, we described not just annual ideas about develop-
ment of international marketing during COVID-19 time, but
additional study of Apple Inc. as an example and we will
develop offers specifically for this company.

Results

The COVID-19 pandemic affected every aspect of our lives
as the society and the economy were greatly brought to a
standstill, with nearly every country in the grip of a reces-
sion. The economic shocks stemming from the COVID-19
pandemic and the different measures aimed at containing
its spread led to a compression of the global economy (Fig-
ure 1).

In June 2020, the World Bank prognosticated a global
compression of roughly 5.2% [6], and that the effects of
the pandemic would be felt more profoundly by countries
whose economies depended heavily on international trade,
commodity exports, tourism, and external financing. Even
before the pandemic was announced, the effects of the
COVID-19 pandemic on international trade were already
being felt worldwide [7], especially in sectors like automo-
tive and electronics, whose global value chains are complex
and depend largely on the manufacturing of parts and raw
materials from China and Southeast Asian countries, which
were the first to be affected by the virus. In January 2020,
China took on social isolation measures that obstructed the
global supply of some goods, with investment in manufac-
tures falling 31.5 % in the first two months of the year and a
17.2% drop in exports in the same period [8]. In total Cen-
tral Asia Growth is forecast to rebound in 2021, to 3.6 per-
cent, as global commodity prices gradually recover, trade
strengthens, and domestic demand improves [9].

In an unparalleled global health crisis, trade is imper-
ative in order to save lives and livelihoods; and interna-
tional cooperation is necessary to keep trade flowing. In
the midst of significant ambivalence, there are a number
of things that can be done to increase confidence in trade
and global markets for instance; improving transparency
about trade-related policy actions and intentions; ensur-
ing the flow of supply chains especially for essentials like
food and health supplies; avoid worsening or aggravating
the already existing crisis, through unnecessary restrictions
and other trade barriers; and even in the midst of the crisis,
it is essential to think beyond the immediate. Government
support presently needs to be provided in such a way that
ensures it serves the public interest and avoids becoming
tomorrow'’s market distortions (Figure 2).

The COVID-19 global pandemic caused various chang-
es in marketing, advertising, and media spending, forcing
businesses and brands to reevaluate their current and fu-
ture advertising and marketing campaigns to maintain
a steady flow of income [12]. While brands are present-
ly seeking to strike the right tone during a global health
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Advertising spend is falling in key markets and across most channels
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¥ Fig. 3. Fall in advertising spend by country [13]

emergency, the future indicates market changes, increased
competition, and demand for innovative and competitive
marketing practices. As a result of COVID-19, many compa-
nies had to cut down advertising spending as stores closed
and revenue decreased (Figure 3). For example, an online
home rental home company suspended all marketing activ-
ities in 2020 in order to save hundreds of millions of dollars.

Other businesses directed their expenditures to pur-
pose-driven marketing, mission-based marketing, and
cause-related marketing to better satisfy consumers’ in-
creased media consumption while working from home. For
instance, 45 percent of global consumers allocated more
time to social media, online video streaming increased by
26 percent, the online gaming business increased expo-
nentially on one telecommunication company’s servers,
and the number of consumers using online food delivery
and essential goods delivery rose dramatically [14].

Before the pandemic rendered thousands of business-
es bankrupt, the US restaurant industry was experiencing a
yearly growth of 3 to 4 percent [15] and food delivery sales
were increasing at 7 to 8 percent. Global food delivery had
grown by 23 percent over a 4-year period [16]. However,
with the outbreak of the pandemic, sending many coun-
tries into major lockdown, the demand for food delivery
experienced a significant spike (Figure 4), building on what
already had been a strong demand for the $27 billion in-
dustry, according to NPD Group, and has maintained this
trajectory throughout 2020 and into 2021.

As a result of the impact of the pandemic, many busi-
nesses are looking to optimize their marketing practices in

Impacts of the COVID-19 Pandemic on International Marketing (on the basis of Apple Inc.)
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order to better reflect the increase in online transactions,
communications, and face time with consumers.

Many marketing and advertising departments will be up
to the challenge: thinking through creative and innovative
marketing strategies and practices that will navigate the
business through this new normal. For brands, this means
dealing with market alteration because of the economic im-
pact on all industry sectors and also facing increased com-
petition given consumers’ and social “new normal”. They
are also tasked with addressing sustainability, evaluating
operational options and challenges presented by strategic
planning in an environment of uncertainty. The marketing
team would also have to deal with analyzing brand reputa-
tion issues, identifying potential new products and services
needed to meet consumers’ needs and expectations, also
focusing on creative and strategic marketing campaigns
and targeted advertising and using social media effectively.

Navigating international marketing during a pandemic
can be challenging, especially when every country and the
individual region has been impacted differently. From trav-
el restrictions to social and working restrictions. A message
that works in one market may be irrelevant in another. The
role of international marketing as the link between compa-
nies and the international marketplace has never been so
crucial as these companies try to make sense of the new
order in global trade so that they can take advantage of
new international opportunities and extenuate the threats
of Covid- 19 in the international business landscape [18].

The pandemic has changed the international marketing
of organizations and industries. The existing presumptions
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surrounding the response of individuals in particular mar-
kets have been inherently challenged. Every country has
reacted to the COVID-19 pandemic quite differently. For
example, some have recovered reasonably well, some have
been significantly damaged, some were in regional lock-
downs, some weren't [19]. This has influenced audiences
in each market, even in markets that would have generally
responded to marketing messages in similar ways. A global
study in Marketing Week showed that 51% of B2B mar-
keters and 62 % of B2C marketers say that COVID-19 has
caused significant or drastic changes to the customer jour-
ney [20, 21]. This change typically implies that new needs
may arise, and similarities, as well as differences between
markets, that weren't there before, may emerge. All of this
indicates the increased importance of in-market research

2020 2021

to truly understand customer needs now, which may have
changed significantly over the course of the pandemic.

It is no news that Apple Inc is one of the most successful
companies in the world. From its founding in April 1976
until date, the company experienced exponential revenue
growth, making it the first to reach a $2-trillion market cap-
italization. According to reports, Apple had a revenue of
$58.3 billion in the first fiscal quarter of 2020. As of March
2020, the iPhone was Apple's best-selling product (Fig-
ure 5), with a revenue of $28.96 billion. According to Forbes,
the firm is the world’s sixth-largest public company. It's the
only tech company ranked in the top 10 of this list [22].

The App Store's Games category had 3 billion down-
loads in January 2020, making it the most popular category
on the App Store. Apple has increased its investment in re-

4000
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665 626 553 484
0 -—-—-—l , o ; .
Games Photo & Video  Entertainment Utilites Social networking

M Fig. 5. 2020 Leading Apple App store categories (by download volume, in millions) [22]
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search and development and now devotes the lion's share
of its sales to R&D.

Despite the market dominance of competing PC mak-
ers such as Lenovo, HP Inc., Dell, and Asus, Apple’'s Mac
division has maintained solid sales over the years. For the
first quarter of 2020, Apple’s global revenue from Mac
computer sales was $5.4 million. Their wearables and other
accessories have also gained popularity, like the Air Pods,
Apple TV, Beats, Apple watches, etc. For the first quarter of
2020, Apple's wearables, Home, and Accessories division
had a revenue of $10 billion, a significant increase from the
previous year. When Apple announced its financial results
for the fourth quarter of fiscal 2020, it reported revenue of
around $64.7 billion for the September quarter and quar-
terly earnings per diluted share of $0.73. International sales
accounted for 59 % of total revenue in the quarter.

Apple prides itself on its informal work culture, similar
to start-ups, then multinational corporations. The company
is known for encouraging individuality and its culture of in-
tense secrecy, particularly around new products. Therefore,
its users are people of different ages (Figure 6).

As we can see on the figure 6 the most popular iPad in
category 3044 years old, the less one — 55-64. But what is
interesting that category of people 65+ is on the third level
in demand of iPad.

The iPad can be traced to Apple’'s Message Pad PDAs
line, which discontinued in 1998. The iPad has evolved to
include so many different functions, and it comes in dif-
ferent sizes and capabilities. Apple iPads accounted for the
biggest market share — 36.5% of tablets shipped world-
wide for the same period. As of March 2020, iPad revenue
makes up 7.5% of Apple’s total global income-generating
about $5.98 billion in revenue.

A situation analysis is the foundation of the strategic
planning process for the international marketing plan. It
involves examining and evaluating internal and external
factors that affect the business and market. The analysis

will illuminate the company’s strengths and the challenges
they face, whether with internal resources or with external
competition in the marketplace, as well as provide a clear,
objective view of the health of the company, its current and
prospective customers, industry trends, and the company’s
position in the marketplace.

A typical analysis would be the SWOT analysis, which
examines an organization’s strengths, weaknesses, oppor-
tunities, and threats (Figure 7).

Weaknesses

Strengths

Threats

M Fig. 7. SWOT Analysis [23]

Strengths: Apple’s strengths include its business strat-
egies and competitive advantage. It is currently one of
the most valued companies globally and is widely recog-
nized. Apple is considered one of the most reliable com-
panies when it comes to personalizing modern computers
and innovative technology products, with millions of loyal
consumers attesting to this. It is a brand of choice as most
companies prefer to use Apple products in the offices. Ap-
ple devoted time and effort to product design and was the
first to debut some of the most revolutionary devices that
have revolutionized the world, such as iPhones and iPads.
Apple also has sustainable innovations as most of its prod-
ucts are made from recycled materials.

Weaknesses: Some of Apple's weaknesses include the
high-priced products. Because of its high pricing, it is con-
sidered a luxury; low-income individuals cannot purchase it.

By Age Group

4000

32%

18-29 30-44

M Fig. 6. iPad penetration rate in the US (by age group) [22]
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Because of its success, Apple does not need to overspend
on advertising and promotions, as do other large corpora-
tions. Their incompatibility with other software makes it dif-
ficult for other users to connect with Apple products. Some
versions of Apple’s iPod and iPhone had apparent defects,
which hurt product sales and the company’s reputation for
excellent product performance.

Opportunities: Due to its high market share and brand
recognition, Apple is experiencing increased demands for
its various devices. Apple Inc. may be able to expand its
distribution network. There is an increasing need for cloud-
based services as data connectivity, and speeds improve,
and Apple can expand its iCloud services and applications
portfolio. There is a steady growth in the advertisement
market, and the development of the digital advertising
market is a possibility for Apple to further capitalize on this.

Threats: Some of Apple’s threats include the growth of
the Android OS, competitors in the online music market,
now there are other online music subscription platforms like
Spotify, Deezer, Youtube, Tidal, Amazon, and Audiomack
that are also competing with Apple and are potentially a
threat as these can reduce the number of subscribers the
Apple music has. Although Apple as a brand has solidified
itself, it still faces threats from competitors; big companies
like Samsung, Lenovo, Google, Huawei are giving Apple a
tough time both in the creation of Smartphones and Com-
puters. The COVID-19 pandemic also affected up to 20 % of
Apple's yearly revenue. The dollar rate is also a threat since
Apple earns more than half of its revenue outside the US.
So, the changes in the exchange rate of currencies of other
countries could affect Apple’s profits.

Also, a PESTLE (or PESTEL) analysis can be conducted;
this comprises the political, economic, social, technologi-
cal, legal, and environment, similar to the climate section
of a 5C analysis. The PESTLE analysis method provides a
comprehensive analysis of external factors affecting the or-
ganization (Figure 8).

Except for Antarctica, Apple operates on practically
every continent. Its offices, design studios, manufacturing
centers, development centers, sales and marketing offices
are located in countries such as the United States, China,
United Kingdom, France, Germany, Brazil, India, Singapore,

Political

PESTEL

Environmental

Technological

MFig. 8. PESTLE analysis [24]
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Australia, Sweden, and many more, and the countries in
which Apple operates have significant differences in their
level of economic advancement and future economic
growth trajectory due to diverse political, economic, and
legal systems. This detailed PESTLE analysis of Apple exam-
ines how these important environmental factors impact the
operations of Apple Inc.

Political Factors: Apple's products are primarily sold in
developed countries with stable political settings. At the
same time, the corporation is looking to expand its mar-
ket share in emerging economies. However, some of these
economies, especially the Middle East, have experienced
turbulent political situations, which have affected Apple
product sales.

Economic Factors: The economic stability of developed
countries and the rapid growth of developing countries
creates opportunities for Apple’s expansion. For exam-
ple, the high economic development rates of Asian coun-
tries present the potential for Apple to expand its income
through sales in these international regions. In correspon-
dence, higher disposable incomes create more opportuni-
ties to sell the company’s relatively high-priced technology
products.

However, while exploring all these economic opportu-
nities, it is crucial to keep in mind all the competitive forces
of the international markets. Multinational companies like
Samsung and Huawei have introduced a much more af-
fordable cost for their tech products, creating a challenge
for Apple when penetrating the Asian market, which has
higher growth rates and great opportunities due to its pre-
mium pricing policy.

A strong US currency may cause exchange rates to
rise, making it more expensive for Apple to trade in most
principal markets like Europe and China. Also, due to the
Covid-19 pandemic across the world, economies have suf-
fered, job losses have occurred, and considering the high
price point of Apple products, this would always be an im-
portant factor.

Social factors: The changes in social circumstances, par-
ticularly the lifestyles of consumers, is a great opportunity
to increase Apple’s revenue and sales, and as the needs
of consumers change, Apple has become highly innovative
to support modern lifestyle. The company has recorded its
ubiquity all over the international markets.

Despite so many opportunities, Apple faces the social
threat of opposition against its business operations. An-
ti-Apple sentiments arise because of the rising challenges
in business disciplines, like some external repair services.
Moral concerns about Apple’s assembling in China could
restrain its items’ appeal among socially-cognizant buyers.
And to improve its service, Apple has been rediscovering
strategies and always adopts a customer-centric approach.
The company'’s internal cultural approach must align with
the socio-cultural trends influencing the global market.

Technological Factors: Technology changes have great-
er influences on Apple Inc's operations. Changes in tech-
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nology are both rapid and highly unforeseeable. The in-
creasing technological integration on business presents a
growth opportunity for Apple Inc. by extending its technol-
ogy services to more customers and institutions.

Apple faces major competition from Samsung, Micro-
soft, Intel, Dell, and some other companies because these
companies have developed innovative products at rela-
tively lower prices. Consequently, Apple has reacted to the
competition by introducing advanced versions of its ex-
isting products. Because technology has a short lifespan,
Apple needs to constantly update its products to beat its
competitors easily. So far, the company has been able to
sustain innovation in products to differentiate it from other
products in the market.

Legal Factors: Laws and regulations greatly influence
the company, and they can pose a threat to the company
if not properly complied with. In the digital age, govern-
ments’ pressure on privacy has raised privacy rules on firms
such as Apple Inc. If there is a likelihood of a data breach,
then Apple may face lawsuits and lose its position; how-
ever, it could present an opportunity for Apple to boost
its business through enhanced privacy measures. Apple re-
cently entered the highly regulated financial services area
with the launch of Apple Pay, which may raise the level of
regulation and government monitoring it faces. By provid-
ing these financial services, Apple could potentially face
increased levels of litigation. Apple derives the most of its
revenue from a variety of products protected by intellectual
property regulations, such as software and music, making
the company particularly vulnerable to both piracy and
prosecution.

Environmental Factors: Environmental trends have
various consequences on the business. The business sus-
tainability trend is an environmental element related to in-
creasing preference among firms to embrace sustainable
practices, based on concerns about the negative environ-
mental impact of corporate operations.

The biggest environmental challenge facing Apple is
the disposal of discarded or nonworking electronic prod-
ucts. The cost of disposing of these devices, particularly
those with lithium batteries, could be prohibitively expen-
sive, and Apple may be obliged to bear that cost due to
environmental concerns about such devices in landfills.

Pollution and other environmental side effects from
Chinese manufacturing facilities are becoming a growing
worry, which could lead to higher regulation and excessive
production costs in the future. Climate change caused by
global warming could affect transoceanic shipping and
Apple's supply chain. Apprehension about energy use and
other side effects from data centers could cause increased
regulation and costs.

Rapid and unpredictable changes in social lives, tech-
nology, and economic and political conditions have pro-
duced business environments that have compelled Apple
to maintain its innovative trends in order to suit customers'’
wants and differentiate itself from the competition. The

company should thrive despite these challenges because
it has demonstrated an impressive ability to adapt to a
changing environment.

Conclusions

Marketing is dynamic because customers are dynam-
ic (change is constant). Only a few markets remain un-
changed over time, and companies that do not find new
ways and develop newer ideas of doing things, simply be-
come eroded over time by fresher ways of doing things or
new trending cycles. The more understanding of customer
and consumer behavior, the better companies can keep in
touch with their markets; hence, the number of research
companies invest into gathering data about customers in
their market region. However, although technology alters
the way in which market research is conducted, the vital
role performed by people in assessing the nuances and
cultural influences will still be vital, even if the skills have
changed. Market research can be costly and expensive, but
it does not have to be that for the smaller company. Infor-
mal methods of data collection, simply by keeping close
to the key players in any channel, can pay dividends for
the smaller company. The best market research is ongoing,
continuous, and open-ended. Selecting international mar-
kets in which to operate is a crucial element of international
activity.

Business is constantly changing. New products and new
technologies are constantly innovated at all times. Market
trends change quicker than most can keep up with, busi-
nesses that can keep up have an extra opportunity. By re-
maining open to new ideas and new points of view, busi-
nesses will be able to connect with partners and custom-
ers in their target nation. A careful approach to new ideas,
implementing those that fit with business goals and dis-
carding those that do not can help the business expansion
plans run smoothly and it could also improve the business
in its original market also.

COVID-19 had a huge influence on international mar-
keting. The pandemic has changed the international
marketing of organizations and industries. The existing
presumptions surrounding the response of individuals in
particular markets have been inherently challenged. Some
sphere received additional profit (food delivery, taxi) some
were bankrupted. International marketing should develop
new approaches to the old customers. Navigating interna-
tional marketing during a pandemic should be challenged,
especially when every country and the individual region has
been impacted differently. From travel restrictions to social
and working restrictions.

Within this new international environment, multination-
al corporations and global brands must discover how to
manage unique and unpredictable challenges, and interna-
tional marketing research and practice has a very important
role to play from various perspectives.
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So, among multinational corporation Apple was the

most interesting for is. We compare it also with others
company and can say that despite the market dominance
of competing PC makers such as Lenovo, HP Inc., Dell, and
Asus, Apple’'s Mac division has maintained solid sales over

the

years. We also mad SWOT and PESTLE analysis which

show that Apple has a numerous advantage, but at the
same time it should solve some problems. Some of Apple’s
weaknesses include the high-priced products. Also, some
products mentioned in the article makes them difficult for

oth

er users to connect with Apple products. Some versions

of Apple’s iPod and iPhone had apparent defects, which
hurt product sales and the company's reputation for excel-
lent product performance.
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Teogpinyc C. Y., YannuHcoka H. M.

Bname naHpemii KOBIA-19 Ha ¢opmyBaHHA MidKHapoAHOro
MapkeTuHry (Ha npuknaai komnanii “Apple Inc.”)

Xoua 3MiHW 3aBXAW Byan 3BUYHUM TEPMIHOM i ABULLEM, 3MIHW Ha PUHKY
nig Yac naHaemii COVID-19 Hikoau He 6ynn TakuMW CKAAZHUMWU UM TakMMM
weKakMMK. KomnaHii, ki npautoBasn abo Manu Hamip npaLioBaTv Ha MixkKHa-
POAHOMY PWHKY, MParHyTb aAantyBaT1CA A0 3MiH LUAAXOM PETEIbHOrO aHani3y,
KOMMIEKCHOTO MiAXOAY Ta MOHITOPUHIY epekTMBHOCTI Bi3Hecy. MixHapoaHe
MapKeTUHIOBE CepeoBULLE 3aBXAN OyA0 CMOBHEHe HEBM3HAYeHOCTI Ta BU-
kavkis, a nig yac COVID-19 yac craB cknagHiWwmM. Tomy LA Tema ctana OCHOB-
HOHO METOH A@HOr0O AOCAIAXKEHHS.

3MiHW, LLO BiABYNMCA Ha MiXXHAPOAHOMY PUHKY, Byab TO KyAbTYPHI, AeMO-
rpadiyHi YM TEXHONOTIYHI, BIMHYAN Ta NPOAOBXYHOTb BMAMBATU Ha peakLito
KNIEHTIB | COXMBaYIB | pOBAATL KOHKYPEHLLIFO Ha MiXKHAapPOAHOMY PUHKY HiNbLL
rOCTPOIO.

KoHKypyroum Ha MixKHapOAHOMY PUHKY, KOMMaHIi MOBWHHI ByTi WBKMALWMN-
MW 3a CBOIX KOHKYPEHTIB y MPOrHO3YyBaHHI MOTPe6 PUHKY. BOHWM NOBMHHI 30ce-
peAnTUCA Ha 3abe3mneyeHHi CBOIX NPOAYKTIB i MOCAYr AOAAHOR BapTICTHO, WO6
3p06UTL X MaKCUManbHO NPUBABAMBUMU ANA MOTEHLINHMX KNIEHTIB i 34aTHU-
MW BIZNOBIZaTV Ta NepeBuLLyBaTW ouikyBaHHA. Lii migxoan 6yam npoaHaniso-
BaHi Ha mpuKkAagi AisanbHocTi komnaHii Apple Inc. [lna aHanisy nepesar, HeAo-
NikiB, MOXAMBOCTeW i 3arpo3 by nmposeaeHwin SWOT aHanis. PESTLE aHani3
nokasas AK MOJITUYHI, COLjia/bHi, EKOHOMIYHI, MPaBOBI Ta €KONOTIYHI paKkTopn
BM/IMBAOTb Ha KomnaHito Apple Inc.

He3Baxatoum Ha Te, LLLO CBIT MOCTIMHO PO3BMBAETLCA 3 TOUKM 30PY iIHPOpP-
MaLiAHNX TEXHONOTIN, IHHOBALLIHUX Ta NMepesoBMX METOAIB OpraHi3aLii Map-
KETUHIOBWX MiAXOAIB (TakmMx AK rOpU30HTabHa OpraHi3aLlif, MepexeBa opraHi-
3auif, BipTyasbHa opraHisadia), 418 NpoBeAeHHsA 6e3nepebiiHOl MiXKHapOAHOT
TOPriBAI MiXXHAaPOAHOMY MapKeTUHTy He MOXHa OyTh iHepTHUM. BiH noBuHeH
MOCTIVHO YAOCKOHa0BaTUCh.

KnrouoBi cnoBa: MiXXHapOAHWI MapKeTUHT, MiXKHapOAHa eKCraHCis, Mapke-
TWUHIOBA Aif/IbHICTb, PO3BUTOK Gi3HECY, MPOBIEMM Ta BUKIMKMN.

Impacts of the COVID-19 Pandemic on International Marketing (on the basis of Apple Inc.) BESL[ 43

Volume: 2021, Issue: 6-7



Global Problems of Economics, Management and Business

BESLI

Business, Economics, Sustainability,
Leadership and Innovations

Ay

OITDY UKRAINIAN-AMERICAN

% 5 CONCORDIA

 UNIVERSITY

YK 339.5
JEL Classification F20

Joint Scientific Journal

Anastasiia Tolokonnikova
Lyudmyla Syerova

Theoretical Basis of Import Operations Management

of an Enterprise

The article clarifies the meaning of the concept of organizational and eco-
nomic mechanism of foreign trade operations of the enterprise. The main features
and constituent elements of formation of organizational and economic mecha-
nism of foreign trade operations of the enterprise are characterized. The direc-
tions of improvement of the organizational and economic mechanism of foreign
trade operations of the enterprise are substantiated.

Keywords: import operations management, function of import operations man-
agement, principles of management, execution of import operations, effective-
ness of import operations management.

According to the Law of Ukraine "On Foreign Economic
Activity”, import (import of commodities) — is purchase
(including payment in non-monetary form) of commod-
ities by Ukrainian economic entities engaged in foreign
economic activity from foreign economic entities with or
without delivery of these commodities to the territory of
Ukraine, including purchase of commodities for own con-
sumption by establishments and organizations of Ukraine,
located beyond it [1].

Import operations as an element of the enterprise’s
activity require efficient management, that can be deter-
mined as conscious, purposeful action on import opera-
tions in general or on its separate elements (planning, con-
trol or organization), which ensures optimal functioning of
the enterprise and its development [3].

DOI 10.37659/2663-5070-2021-6-7-44-55

Import operations management is also considered as
the system of actions, aimed at achievement of objectives
of the importer by implementation of certain functions and
management methods [4].

Management of import operations can be defined as
the process of the influence on the import operations to
change their efficiency or to keep it stable [5].

Import operations management can also be deter-
mined as the process of planning, organization, stimulation
and control in order to achieve coordination of human and
material resources, needed for efficient import operations.

The existing variety of approaches to the definition of
the essence of import operations management arises from
the fact that most scientists consider it as an element of the
overall management of the enterprise. Thus, just several re-
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searchers explore this sphere of company’s activity, paying
attention on different aspect of it.

In our research we are considering import operations
management as the system of actions in sphere of plan-
ning, organization, stimulation and control of import op-
erations aiming to increase of their efficiency and financial
results of the enterprise. This approach is based on the
general functions of management and considers the main
purpose of import operations — growth in their efficiency.

Researching import operations management, it's nec-
essary to pay attention on its functions: planning, organiza-
tion, stimulation and control.

Planning as a function of import operations manage-
ment evaluates the goals of the company and then sets
parameters for import. This function evaluates the exist-
ing activities and goals, and also the role of import in their
achievement. Managers then schedule import activities
that will lead to achieving those goals.

The organizing function brings resources together to
achieve the goals established in the planning function. Re-
sources include materials, personnel and financial backing.
It's necessary to identify what activities are needed to de-
liverimported goods from abroad, assign those activities to
specific personnel, effectively delegating tasks. For efficient
management of import operations, it is also needed to co-
ordinate tasks to keep resources moving efficiently toward
goals as well as to prioritize which resources are essential
at any given time.

Stimulation as a function makes staff involved in import
operations know what needs to be done, and also by when.
This function begins with supervising subordinates while si-
multaneously motivating teams through guided leadership
communicated in clear ways.

The last function of import operations management is
control. This business function requires managers to estab-
lish performance standards, measure actual performance
and compare expected and existing import results.

Along with functions, it is important to stress that im-
port operations management is based on general princi-
ples of management, developed be Henri Fayol. They are:
division of work, authority and responsibility, discipline,
unity of command, unity of direction, subordination of in-
dividual interests, remuneration, the degree of centraliza-
tion, scalar chain, order, equity, stability of tenure of staff,
initiative, esprit de corps.

Division of Work. To make import operations efficient,
employees should be experts in different areas and have
different skills. Specialization of different employees pro-
motes efficiency of the workforce and increases productiv-
ity. If we are talking about import operations, to increase
efficiency it's better to have different managers responsible
for import of various products or from different regions.
Such division also increases accuracy and speed of opera-
tions related to import.

Authority and Responsibility. In order to get things done
in an organization, management of import operations has

the authority to make steps to deliver goods from abroad.
But with this authority also comes responsibility: it can be
traced back from performance and it is therefore necessary
to make sure that manager is responsible for all the actions
he takes in the process of an operation. In other words,
authority and responsibility go together and they are two
sides of the same coin [6].

Discipline. This third principle is about obedience. It is
often a part of the core values of a mission and vision in
the form of good conduct and respectful interactions. The
discipline is important as it allows to all the participants of
the operation to coordinate without any conflicts. It's also
important in relations with foreign partners, influencing
reputation and image of the enterprise abroad.

Unity of Command. This principle means that an indi-
vidual employee, taking part in import operations, should
receive orders from one manager and that the employee is
answerable to that manager. If tasks and related responsi-
bilities are given to the employee by more than one man-
ager, this may lead to confusion which may lead to possible
conflicts for employees. By using this principle, the respon-
sibility for mistakes can be established more easily [6].

Unity of Direction. This management principle is all
about focus and unity. In general this principle means that
all employees deliver the same activities that can be linked
to the same objectives. All activities must be carried out
by one group that forms a team. These activities must be
described in a plan of action. The manager is ultimately re-
sponsible for this plan and he monitors the progress of the
defined and planned activities. Focus areas are the efforts
made by the employees and coordination [5].

If we are using this principle in the import operations
management, it means that all the foreign purchasing
should be done according to the general goals of the com-
pany and taking into account its current situation. Import
should be always treated as an element of the enterprise’s
activity that influence total result.

Subordination of Individual Interest. There are always all
kinds of interests in an organization. In order to have an
organization function well personal interests are subordi-
nate to the interests of the organization. The primary focus
is on the organizational objectives and not on those of the
individual. This applies to all levels of the entire organiza-
tion, including the managers [6]. In import operations man-
agement, for example, this principle means to agree that
buying from different suppliers is more reasonable even
if such a decision influence negatively own interests of an
employee.

Remuneration. This management principle argues that
the remuneration should be sufficient to keep employees
motivated and productive. This principle in our opinion has
no specific features for management of import operations,
however it's necessary to mention that there is a demand
for qualified import managers, and for a company to hire
best employees it's necessary to propose adequate remu-
neration.

Theoretical Basis of Import Operations Management of an Enterprise BESL[ 45
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The Degree of Centralization. Management and author-
ity for decision-making process must be properly balanced
in an organization. This depends on the volume and size
of an organization including its hierarchy. Centralization
implies the concentration of decision making authority at
the top management (executive board) and sharing of au-
thorities for the decision-making process with lower levels
(middle and lower management) [6]. For import operation
this principle is important because of variety of possibilities
to ger goods and services from abroad. To guarantee that
import operations meet all the requirements of the enter-
prise’s strategy, it's important that top management decide
what should be done, and lower level managers take deci-
sions on what is the bets way to do that.

Scalar Chain. This principle states that there should be
a clear line in the area of authority (from top to bottom
and all managers at all levels). This can be seen as a type
of management structure. Each employee can contact a
manager or a superior in an emergency situation without
challenging the hierarchy [6].

Order. According to this principle, employees in an or-
ganization must have the right resources at their disposal
so that they can function properly in an organization. In
addition to social order (responsibility of the managers) the
work environment must be safe, clean and tidy [6]. Talking
about import operations, it's important to give to import
managers communication channels, paid by the company,
concrete information on goods that should be delivered
from abroad, or even financial resources for the represen-
tative charges when it is needed. Just when there all the
preconditions for the dialogue with partners, import oper-
ation can be successful.

Equity. This principle is also general and there are no
features for import operations management. It means that
employees must be in the right place in the organization
to do things right. Managers should supervise and moni-
tor this process and they should treat employees fairly and
impartially.

Stability of Tenure of Personnel. This management princi-
ple represents deployment and managing of personnel and
this should be in balance with the service that is provided
from the organization. Management strives to minimize
employee turnover and to have the right staff in the right
place. Focus areas such as frequent change of position and
sufficient development must be managed well [6]. As for im-
port operations, this principle is important because frequent
changes of managers can influence negatively the image of
the company. International business is about impression and
communication, and changes of contact persons can create
the impression that there are problems in the company.

Initiative. According to that principle employees should
be allowed to express new ideas. This encourages interest
and involvement and creates added value for the company.
Employee initiatives are a source of strength for the orga-
nization according. This encourages the employees to be
involved and interested [6]. This principle is also true for
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import operations management, as finding new partners

or best ways to deliver goods is responsibility of low level

managers, and only when their initiative is not restricted or
even stimulated, results can be significant.

Esprit de Corps. The management principle ‘esprit de
corps’ of the stands for striving for the involvement and
unity of the employees. Managers are responsible for the
development of morale in the workplace; individually and
in communication. Esprit de corps contributes to the devel-
opment of the culture and creates an atmosphere of mutu-
al trust and understanding [6]. For import operations man-
agement it's important to have ability to ask colleagues
for a help or advise, to share experience and to be able to
replace one another in the case of emergency.

Thus, all the principles of management of an organiza-
tion as a whole are also true for import operations man-
agement, that means that participation of the company in
foreign purchasing should be based on the existing theo-
retical approaches.

To understand the essence of the import operations
management, it's also important to understand its tasks for
an enterprise. In our opinion currently, main goals of im-
port for a company are:

+ access to finished products, raw materials or other com-
ponents, needed for resale or internal consumption, on
conditions that are better from the national market;

+ access to goods and services not available inside the
country of origin;

* necessity to get raw materials of other country to pro-
duce goods for export, if there is local content require-
ment in the country of destination;

+ access to the goods and services in case of the internal
market deficit;

+ access to modern technologies not available in the
country of origin.

In our opinion, all these goals are related to the prog-
ress of an organization. Import is needed when an enter-
prise cannot find source of development inside the country:
buying abroad in this case creates additional competitive
advantages, needed for further development.

Thus, as a conclusion, we can determine management
of the enterprises’ import operations as an purposeful
activity in sphere of planning, organization, stimulation and
control of foreign purchasing, based on basic management
principles and aimed on progress and further development
of an enterprise (Figure 1).

Thus, an import operation is a commercial activity con-
nected with the purchase and delivery into Ukraine of for-
eign commodity and material values for their subsequent
sale in the domestic market or use in production and eco-
nomic activities. Import activity plays a key role in the devel-
opment of domestic enterprises. Because of involvement in
international trade, the importing enterprise has an oppor-
tunity to gain access to cheap and quality raw materials and
components needed to produce finished products.
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Import operation management

Functions

Planning — evaluation of the

existing goals and scheduling

of import activities that lead to
achieving those goals

Organization — identification
of activities that are needed to
deliver imported goods from
abroad, assignment of those
activities to specific personnel,
coordination of tasks perfor-
mance

Stimulation — making staff
involved in import operations
knowing what needs to be done,
and also by when

Control — establishment of
performance standards, measure
of actual performance and com-
parison of expected and existing

import results

M Fig. 1. Import operations management elements.
Source: developed by author based on [3, 4, 6]

Import activity also contributes to innovative renova-
tion of production assets of domestic enterprises, and, ac-
cordingly, to lower production costs and improvement of
product quality.

Import operations are a factor that significantly affects
the efficiency of foreign economic activity in general. For
example, if the manufacturing enterprise sells its products
on foreign markets, then the opportunity to obtain from
abroad high-quality equipment and raw materials with
minimal costs affects to a large extent the efficiency of
export operations. If the exporting enterprise develops an
assortment of products by combining goods supplied from
different countries, the efficiency of imports is also a factor
of the effectiveness of export operations. Thus, imports sig-
nificantly affect not only the results of economic activities

Principles

Division of work

Authority and
Discipline

Unity of command

Subordination of individual
interests

Remuneration
Scalar chain
Order

Stability of tenure of personnel

Goals

Access to finished products, raw
materials or other components,
needed for resale or internal
consumption, on conditions
that are better from the nation-
al market; goods and services
not available inside the country
of origin; goods and services
in case of the internal market
deficit

responsibility

Necessity to get raw materials of
other country to produce goods
for export, if there is local con-
tent requirement in the country
of destination

Technological development of
an enterprise and improvement
of production facilities.

The degree of centralization
Initiative

Esprit de corps

in the domestic market, but also is a factor that determines
the ability of an enterprise to achieve success abroad.

Thus, import operation is a complex of actions of the
enterprise for the procurement and delivery of products
from abroad for use in current activities or for resale to the
final user.

Management of import operations plays an important
role in achievement of high results of company’s activity.
This process involves the planning of purchases, includ-
ing import's plans alignment with the general plans of the
enterprise, the organization of all activities related to the
establishment of business relations with counterparties
and the delivery of products from abroad, monitoring the
progress of the operation and introduction of corrective
measures to improve the efficiency of operations in future.

Theoretical Basis of Import Operations Management of an Enterprise
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Efficient management of import operations guaranties
to the company the access to finished products, raw materi-
als or other components, needed for resale or internal con-
sumption; goods and services deficit or not available inside
the country of origin; modern technologies not available in
the country of origin. Import also allows to get raw mate-
rials of other country to produce goods for export, if there
is local content requirement in the country of destination.

In the process of import operations management, an
important role is played not only by the implementation
of all functions, but also by following the key principles of
management: division of work, authority and responsibility,
discipline, unity of command, unity of direction, subordi-
nation of individual interests, remuneration, the degree of
centralization, scalar chain, order, equity, stability of tenure
of staff, initiative, esprit de corps. It is the development of
the import management process in accordance with the
logic of this process in general allows enterprises to achieve
maximum results and fully adapt to market conditions.

In today’s business environment, the issue of effective
management of import operations is becoming increasing-
ly important for Ukrainian enterprises. At present, most of
Ukrainian companies import without prior economic sub-
stantiation. This leads to a low efficiency of external pur-
chases and has a negative impact on the results of eco-
nomic activity of the enterprise.

The mechanism of import operations execution of an
enterprise is a set of activities aiming at delivery of foreign
goods with the optimal results for a company. Today in
the practice of domestic companies there are several ap-
proaches to the execution of import operations, in par-
ticular:

+ creation of a specialized unit (usually the department of
foreign trade activities or the import department);

+ execution of import operations without specialized unit
by division od responsibilities among representatives of
various business units — marketing, procurement, le-
gal, planning departments;

+ outsourcing — transfer of functions on import manage-
ment to a third-party organization.

The choice of this or that approach to management de-
pends on the size of the enterprise, the frequency and com-
plexity of import operations, the scope of activities. The cri-
terion for choosing one or another form of import manage-
ment is usually the cost: the company usually chooses one
of the options that, other things being equal, costs it less.

The creation of specialized units is usually the prerog-
ative of large enterprises that carry out import on an on-
going basis and in large quantities. Separate subdivisions
usually work with analysts who conduct research on po-
tential markets for the purchase of goods and target sales
markets, import managers who are responsible for orga-
nization of the import operation from start to finish, less
often lawyers specializing exclusively in the organization of
import operations [3].

Global Problems of Economics, Management and Business

Firms that have a significant volume of import opera-
tions can create special import departments in their struc-
ture, they are subdivided into procurement and adminis-
trative departments. Procurement offices are engaged in
the process of samples purchasing, preparation of trips for
representatives abroad, correspondence management, re-
search of information on foreign suppliers, on the demand
for product in the country of import etc. The administrative
department draws up the goods at customs, informs for-
eign suppliers about tariffs, packaging and transportation of
goods, monitors the execution of financial documents etc.

The management of import operations of the enter-
prise is carried out considering the results of the analysis
of the market situation and the trend of its change, as well
as the possible market reaction to decisions taken by the
company's management.

The main objectives of the analysis in the process of
import operations management of an enterprise are [6]:

+ studying the characteristics of a foreign market;

+ analysis of potential market opportunities;

+ analysis of the distribution of market shares between
firms;

« analysis of marketing activities on the market;

+ study of business activity of competitors;

« competitive analysis of goods presented by other pro-
ducers;

+ short-term and long-term forecasting;

+ studying the reactions of competitors to changing mar-
ket conditions;

+ study of a valuable foreign market policy.

As a result of the analysis, it is necessary to develop
recommendations for improving import activity based on
research of the main development directions, taking into
account the existing resource potential of the enterprise.

The costs for the formation of a separate department
for import operations management are quite high, howev-
er, they are justified if the everyday activity of an enterprise
and its success in the domestic and other foreign markets
depend on the quality and efficiency of the organization
of imports. That is the case when the company produces
products on imported equipment and based on imported
raw materials or in general sells exclusive imported prod-
ucts to end-users.

The most common for domestic enterprises is the ap-
proach, in which the functions of import management are
distributed among the employees of different structural di-
visions, and there is no separate structural unit responsible
for the implementation of the import operation from the
beginning to end. In case of such an approach to the man-
agement of import operations, the costs for the enterprise
are much lower than in the previous case. However, such
an option can be considered reasonable for enterprises
that import occasionally, on an irregular basis. In this case
managers, responsible for the organization of import op-
erations, can work at the enterprise, as members of other
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structural subdivisions taking other responsibilities while
import operations are not executed. The analysis of mar-
kets in this case is usually carried out by employees of the
marketing department, control over the correctness of the
execution of documents — by employees of the legal de-
partment, and customs clearance of imported goods can
be carried out both by the employees of the enterprise and
by authorized customs brokers.

The latest approach to import operations manage-
ment of an enterprise is outsourcing — the transfer to a
third-party firm of functions for management import on a
fee basis. This approach is used in those cases when the im-
port volumes are insignificant, and therefore the inclusion
in the staff of specialists who are familiar with the specifics
of the execution of import operations is impractical [7].

When outsourcing is used, a specialized company per-
forms the full range of activities related to the management
of import operations for a fixed fee. Outsourcing company
independently determines counterparties for import oper-
ations, establishes contacts with them, carries out the order
of products, monitors the progress of the operation. At the
same time, in the process of work, the outsourcing compa-
ny receives from the enterprise all the information neces-
sary for making management decisions, which, in our opin-
ion, is associated with the main threat of using outsourcing.
In fact, the company gives the third-party enterprise access
to information that constitutes a commercial secret — and
this significantly limits the desire of domestic companies to
use outsourcing. However, in developed countries this ap-
proach to the management is quite common, since it allows
to minimize the costs of the enterprise for non-key spheres.

Regardless of which approach to the management of
import operations was chosen by the enterprise, this pro-
cess is carried out in several stages, corresponding to the
basic functions of management: planning, organization,
control, stimulation (Figure 2).

The prerequisite for effective import operations execu-
tion is planning. This element of the management process

Planning
Estimation of the need for
imported goods.

Determination of sources of
their purchase

Organization

Selection of contracts
conditions.

Contract drafting and signing

is of exceptional importance, since it is with precise align-

ment of the plans with the needs and capabilities of the

enterprise that import operations could be most successful.

At the planning stage of import operations, the analysis of

need for imported goods is estimated, and also the sources

of their purchase are determined. Managers of the company

need to analyze not just potential supply markets (in order

to determine the optimal price/quality balance) but also tar-

get markets (in order to get information which products will

be most popular and what will be the price limit for sales).
Thus, at the analysis stage, managers of the importing

company need to:

+ determine the current requirements for goods;

+ find suppliers of the goods of the required quality and/
or technical level;

+ determine the level of prices and trends in their chang-
es;

+ select the most effective forms of procurement (direct
negotiations, through intermediaries, auctions etc.).

It is important to note that market research can be per-
formed both by the importer himself and through a spe-
cialized marketing firm. When choosing the most appropri-
ate forms and methods of working with a foreign partner
for the procurement of goods, the importer must take into
account the customs regime and customs formalities, the
possibility of placing orders for the manufacture of com-
plex unique equipment, the possibility of cooperation with
intermediaries, legislative acts of the country of sale etc.

Information collected as a result of the analysis should
become the main one for planning the import operations
of the enterprise. It is important to remember that the
planning of import operations should not be carried out
separately from the planning of other business operations
of the enterprise, but rather — in close relationship. The
volume of imports should correspond to the needs of the
enterprise in raw materials or finished products, as well as
its financial capabilities. The quality of imported products

Control

Supervision on obligations
fulfilment.

Efficiency estimation

Stimulation

Making changes into the planning and organization process.

Finding reserves to find alternatives for performance increase

M Fig. 2. The import operations management process. Source: developed by author based on [6, 12]
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also should meet the needs of the enterprise or the tastes
of consumers, since only such a compliance will allow the
company to avoid losses associated with the formation of
leftovers of unrealized products.

Planning of import activity at the enterprise consists in
determining the volumes of imported products necessary
for the enterprise to ensure activity during the planning pe-
riod. In the course of import planning there is a selection
of a counterparty for a foreign trade operation that meets
all the criteria of the enterprise. Choosing among the pos-
sible options, the markets of several countries are subjects
to analysis. It is not just take into account the supply of
needed goods, but also economic culture of the country, its
general development as well as existence between Ukraine
and a potential counterparty of international agreements
regulating the implementation of foreign trade operations
between countries.

After determining the counterparty country, a partner
enterprise is selected. At the planning stage of import ac-
tivity, the necessary volumes of import supplies and the
schedule for their implementation are determined. In ad-
dition, a preliminary calculation of the efficiency of import
operations is also carried out to select the best option for
imports among the available alternatives.

Planned import indicators are brought to the other di-
visions of the enterprise with the aim of coordinating com-
modity and cash flows in time and space, as well as for the
formation of a production program, marketing strategy etc.
Considering the fact that import activity is the basis for the
functioning of production enterprises, it is from the effec-
tive planning of import operations that the performance of
the enterprise as a whole depends.

One of the key stages in the management of import op-
erations of an enterprise is organization — the process of
implementation of planned measures to purchase products
necessary for the enterprise in foreign markets (Figure 3).

The organization of import operations is carried out
at the enterprise taking into account the current legisla-
tion. In Ukraine, foreign economic activity is regulated by
Laws of Ukraine ("On foreign economic activity”, “On the
customs tariff of Ukraine” etc.), Decrees of the Cabinet of
Ministers of Ukraine, the National Bank of Ukraine. In addi-
tion to national legislation, the execution of import oper-
ation in Ukraine is also regulated by international treaties
and agreements ratified by the Verkhovna Rada of Ukraine.
Such agreements are, in particular: the General Agreement
on Tariffs and Trade (GATT) and the General Agreement
on Trade in Services (GATS), which Ukraine joined after ac-
cession to the WTO, the UN Convention on the Limitation
Period in the International Sale of Goods, the UN Conven-
tion "On contracts for the international sale of goods”, EU-
Ukraine Association Agreement. Considering for the norms
of these agreements is a prerequisite for the successful im-
plementation of import operations by domestic enterpris-
es, since most of them are aimed at simplifying the terms
of international trade.

IMPORT PLAN

Decision on the purchase abroad

/

Preparation for the supplier selection

{

Supplier contact establishment

{

Negotiations and contract drafting

{

Contract

Contract obligations fulfilment

SUPERVISION

I Fig. 3. The mechanism of import organization.
Source: developed by author based on [6]

Current legislation
Current financial state of the enterprise, its goals and tasks

The process of organization of an import operation of
an enterprise begins when a decision is made about the
need to purchase products from a specific seller abroad.
The initiating enterprise prepares the necessary documents
with the purpose of establishing contacts with a possible
partner and sends an order to the seller. In the case of an
acceptance enterprises go to the stage of negotiations,
during which they determine all the main conditions of the
future contract.

The key issue in the conduct of foreign trade negotia-
tions is the selection of the basis for the delivery of goods
in accordance with the terms of delivery of Incoterms (com-
panies can use any of the editions of the document simply
by writing the year in the contract), distributing the costs
and responsibility for the delivery of goods, as well as the
moment of risks for damage transfer between the seller
and the buyer.

A principal issue in the process of import operations
execution is also the choice of payment means. In inter-
national practice, a wide range of payment instruments is
used: 100% advance payment, a letter of credit, collection
and the opened account.

100 % advance payment (payment of the full cost of the
delivered goods before the delivery) is the form of pay-
ment that is least profitable for the importer. However, in
case of operations with domestic counterparties, this form
of payment is used most often, because of a low degree of
confidence in Ukrainian business in the world.
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The letter of credit is a form of payment that is a certain
alternative to the advance payment, since when it is applied
the importer has a guarantee that the payment will be made
in favor of the exporter only after the presentation of the
shipping documents proving the shipment of the goods [8].

Collection is a banking settlement operation whereby
the bank, on behalf of its client (exporter), receives, on the
basis of settlement documents, funds due from the payer
(importer) for the goods shipped to the importer's address
and transfers these funds to the account of the exporting
client at the bank. This form of payment, despite their prof-
itability for importers, is rarely used. Also, in the domestic
practice, enterprises rarely use an open account — form of
payment in which payment for the goods is made within a
certain period after the goods are received by the buyer.

After agreement on the key issues related to the terms
of the import operation, a foreign trade contract should be
signed. According to the legislation of Ukraine, a mandato-
ry form of the contract is a written form, and the document
is signed by both parties to guarantee fulfillment of their
obligations.

After the signing of the contract, the parties fulfill their
obligations. The seller, in accordance with the selected de-
livery basis, delivers the goods to a specified place and per-
forms customs clearance upon export, the importer, in turn,
performs payment for the goods, performs customs clear-
ance of the goods upon import, and delivers the goods to
their own warehouse for further use in economic activities.

The next stage in the management of import opera-
tions of the enterprise is control. At this stage, the effec-
tiveness of the import operation is assessed. The results of
the assessment give grounds for the revision of the import
strategy of the enterprise in the following periods.

Assessment of the effectiveness of the import opera-
tion of the enterprise is carried out by comparing the re-
sults and costs incurred to achieve them. In addition, the
obtained import efficiency indicators are compared with
the indicators for alternative operations (indicators for past
transactions, indicators of transactions with a similar prod-
uct, conducted for other suppliers, etc.). In case the results
of alternative transactions are higher, the management en-
tity decides on the expediency of changing the terms of the
import operation in the future.

Based on the results of the import efficiency assessment,
the enterprise stimulates actions of employees to change
separate element of the operation and develops measures
to increase the effectiveness of external procurement. The
results of past periods are the basis for improvement of the
import operations management of in the future.

Thus, the execution of import operations is complex and
long-running process, that require knowledge and practical
skills from employees involved in it. Today management of
import operations can be carried out both independently
or by outsourcing. The choice of this or that approach to
management is determined by the needs and capabilities
of the enterprise as well as their import intensity.

The process of import management of an enterprise is
a set of activities in the planning, organization, control and
stimulation with a view to increase efficiency. Regardless of
which approach to the management of import operations
the enterprise has chosen, all of these functions are manda-
tory. Planning of import operations allows to substantiate
the choice of the country of purchasing, and also to co-
ordinate the volumes of import with the needs and capa-
bilities of the importer. The organization of imports allows
to ensure timely delivery of the necessary products to the
enterprises at the most acceptable conditions for the com-
pany. The control is necessary to assess the effectiveness of
import operations, which is the main criterion for the feasi-
bility of their implementation. Based on the calculated per-
formance indicators, the enterprise can draw a conclusion
about the expediency of implementing an operation, select
a particular supplier and, accordingly, adjust the conditions
for future import operations.

Despite the fact that the success of a particular for-
eign economic operation is largely, if not mainly, deter-
mined by the technical and economic justification for its
effectiveness, domestic companies currently seldom re-
sort to an analysis of the effectiveness of import oper-
ations, mainly because of the lack of a universal toolkit.
Considering this, it is necessary to study existing methods
for assessment of the effectiveness of import in order to
identify suitable for use in the realities of the domestic
economy.

Analysis of scientific literature shows that today there
is no approved methodology for assessing the effective-
ness of import operations. Different approaches determine
the specific forms and methods for calculating indicators
and take into account the features of the functioning of
enterprises. In our view, the assessment of the effectiveness
of imports is the study of the state of foreign economic
activity of the enterprise, the identification of the level of
its dependence on external sources, as well as the identi-
fication of possible reserves to improve the results of the
operation with.

When calculating the effect and efficiency of imports, it
is important to adhere to the following principles:

+ completeness — meaning taking into account for the
calculation of performance indicators of all costs of the
importer, as well as all elements of the enterprise’s in-
come from the import operation;

* comparability — suggesting the comparison of the
obtained performance indicators with those of the main
competitors, industry average, reference standards etc.
It is also advisable to compare the import efficiency in-
dicators with similar operations in the domestic market
in order to identify the expediency of import operation
execution. In general, the company’s efficiency index
indicates the economic feasibility of the operation, and
a comparison with the same indicator allows to identify
the reserves of increasing the efficiency of the compa-

ny;
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* matching — all values used in the calculation of per-
formance indicators should be comparable in time and
in volume [9].

When calculating the efficiency of the company's import
operations, it is necessary to account for all the company’s
expenses incurred in connection with their organization. At
the same time, determining the structure of costs for im-
ports, it is necessary to take into account the purpose of the
import operation: depending on how the imported goods
are used at the enterprise (for intermediate consumption or
for resale), the composition of import costs will be different.
In the case where the goods are used for subsequent resale,
the total import costs (TIC,, — total import costs resale) in-
clude: the invoice value (/V — invoice value), the cost of the
delivery not covered by the contract price — IC, ., (import
costs not covered by price), charges related to import op-
eration after delivery — IC, | (import costs after delivery). In
the case when imported products are used for intermedi-
ate consumption, expenses for the exploitation of imported
goods (IC) are also added to the expenses. Thus, the total
import costs in the case when the goods are used for sub-
sequent resale are calculated by the formula (1):

TIC, =1V +IC,, +IC,, +CP, (1)

where:

TIC,. — total import costs resale;

IV — invoice value;

IC, s — import costs not covered by price;
CP — custom payments;

IC, ., — import costs after delivery [9].

When imported products are used for intermediate
consumption, expenses for the exploitation of imported
goods (IC, — import costs on exploitation) are also add-
ed to the expenses. Total costs (TIC,) are calculated by the
formula (2):

TIC, =1V +IC,, +IC,, +IC+CP, (2)

where:
TIC,. — total import costs intermediate consumption;
IC. — import costs on exploitation [9].

The easiest way to assess the effectiveness of import
operations includes calculation of the baseline of their ef-
fectiveness and effect. Calculation of basic indicators allows
to determine whether the operation is efficient but does
not provide an opportunity to identify reserves to improve
its effectiveness. The operation is effective when the coeffi-
cient of basic efficiency is higher than 1.

The basic efficiency of imports, depending on the direc-
tion of use of imported products, is calculated as follows:

* the basic efficiency of imports aimed at resale (£/,,— ef-
ficiency of import coefficient resale), is calculated as the
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ratio of income from the sale of goods in the domes-
tic market (/,,,— income on domestic market) to total
costs for import:

EIC, = NI,/ TIC, x CER, (3)

where:

EIC,. — efficiency of import for resale;
NI. — net income from sales;

CER — currency exchange rate [9].

At the same time, the effect of imports aimed at resale
(El,J) is calculated as the difference between income from
the sale of goods on the domestic market and total costs
for imports:

El =NI,—TIC, < CER, (4)
where El__ — effect of import for resale [9].

* the basic efficiency of imports for intermediate con-
sumption (/) is calculated as the ratio of the price for
similar imported goods in the domestic market (P,,, —
price on domestic market for similar products) to total
costs for imports:

EIC,.=P,,/ TIC,, (5)

i

where:
EIC,. — efficiency of import for intermediate consumption;
P, —price on domestic market for similar product [].

The effect of imports for domestic consumption (EF/, ) is
calculated as the difference between income from the use
of imported goods for production needs and total costs
for imports:

El.=P,, —TIC, (6)
where El - — effect of import for intermediate consumption [9].

Exceeding of 1 by the indicator of basic efficiency is
mandatory, but an insufficient condition for the feasibili-
ty of an import operations execution. In order to comply
with the principle of comparability in the analysis of foreign
trade activities, it is advisable to calculate alternative per-
formance indicators that allow to compare the effective-
ness of a particular operation with an alternative option
(similar operation for another counterparty, or, more often,
operation in the domestic market, a similar agreement be-
tween competitors, etc.).

The alternative efficiency of import for resale is calcu-
lated as the ratio of the income received in the domestic
market (/,,) and costs for purchasing of similar goods in the
domestic market (TC,,):
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EIAC, =1,/ TC,,, (7)

where:
EIAC,. — alternative efficiency of import for resale;
TC,,, — total costs of in the domestic market [9].

The alternative effect is calculated as the difference be-
tween the income received on the domestic market and the
cost for goods purchased inside the country:

ElA =1, — TC,,, (8)

o

where EIA_. — alternative effect of import for resale [9].

When there are no analogues of imported products in
the domestic market, an assessment of the efficiency of im-
port can be carried out using the basic efficiency only.

Today, at domestic enterprises, the efficiency of import
operations is usually assessed using the system of basic
efficiency coefficients. However, taking into account the
fact that the import activity at the enterprise is the object
of management, we consider the approach to the assess-
ment of its effectiveness proposed by A. M. Vichevich to
be the best for implementation. This approach is based on
the calculation of indicators of dynamics, profitability and
concentration [9].

The indicators of the import operations dynamics are
calculated in order to identify the development tendencies
of the enterprise, the level of its dependence on changes in
the external market conditions.

The indicator of the profitability of imports (PR) shows
the average level of profitability of the company’s import
operations. This indicator is calculated as a ratio of the
profit receiver from import (P) and total charges for import
operations (TIC):

PR =P,/ TIC, (9)

where:

PR — prqﬁtabmt_y of import;
P, — profit from import;

TIC — total import costs [9].

The situation is considered favorable when the profit-
ability grows, unfavorable — when the number of trans-
actions increases, and the average profitability decreases.

An important step in assessment of the effectiveness of
imports is also the calculation of the import concentration
level. These indicators allow to assess the risks of the enter-
prise due to the significant level of dependence on definite
source of goods and to decide on the necessity of raw ma-
terials and equipment supplier’s diversification.

In practice, three import concentration indicators are
calculated (CR, CR, and CR.), which represent the share of
import operations attributable to three, four and five ma-
jor partners of the enterprise. If the share of three partners

exceeds 50% of the total volume of imports, the share of
four partners exceeds 60%, and five partners, respective-
ly, exceeds 70%, import activities are considered risky. In
the case of excessive concentration of imports, the man-
agement of the enterprise should diversify the sources of
products supply.

In our opinion, the application of this approach to the
assessment of the effectiveness of imports is most suitable
for large enterprises that directly import a wide range of
products. Use of the indicators system proposed by the
author allows to assess the level of riskiness of import op-
erations of the enterprise and to adjust the strategy of its
activity.

The next approach to assessment of the effectiveness of
imports, which is suggested by such scientists as F. F. Bu-
tinec [10] and A. V. Shkurupy [11] is associated to the cur-
rency nature of import operations. These authors propose
to take into account the value of the currency in which
payment is made under the contract when calculating the
efficiency of import. The efficiency of import operations,
adjusted for the value of currency, is called currency effi-
ciency. In the process of the currency efficiency assessment,
it is necessary to calculate the import value limit (1VL):

IVL = C,,, x CER, (10)

where:

IVL — import value limit;

C,y — cost of manufacture of the similar goods in the
domestic country;

CER — currency exchange rate [10].

The currency effect of import (CEl) is defined as the dif-
ference between the import value limit and the total cost of
import operation (TIC):

CEI=IVL - TIC, (11)
where: CEl — currency effect of import [10].

If the cost of domestic production, taking into account
the value of the currency, is higher than the cost of the im-
port operation, then the import is effective. Otherwise, the
conduction of an import operation is unreasonable.

The analysis of the scientific literature showed that
existence of various approaches to assessment of the im-
port effectiveness. Thus, most scientists propose to eval-
uate the effectiveness of import by comparing revenues
and expenses in the course of an operation, both without
taking into account the value of the foreign currency in
which payment is made for the goods (the system of ba-
sic and alternative performance indicators), and with an
adjustment for the value of the currency. A. M. Vichevich
suggests to estimate import efficiency through the indi-
cators of the dynamics, profitability and concentration,
however, in our opinion, this approach can be used as an
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addition to the previous ones, since it does not allow to
draw a conclusion about the economic feasibility of an
operation.

In our opinion, all these approaches should be used in
a complex, since all of them are aimed at analysis of the
import activity from various positions. At the first stage
of the import effectiveness assessment indicators of eco-
nomic efficiency, as well as the rate of return on imports
should be calculated. The second stage — indicators of
currency efficiency. The final stage — assessment of the
import operations effectiveness dynamics and concentra-
tion of import.

In our opinion, the implementation of the import ef-
fectiveness assessment using the above presented tools
will allow an enterprise to assess the feasibility of certain
operations execution, select the best alternative from the
proposed import options, forecast the performance of the
enterprise in the following periods.

The analysis showed that the issues of the import ef-
fectiveness assessment in the current conditions of man-
agement becomes particularly important. There is no single
methodology for analysis of the import of the enterprise:
some researchers propose to consider efficiency from the
point of view of effectiveness, that is, to calculate indicators
of the economic effect and efficiency of operations; repre-
sentatives of other scientific schools consider it expedient
to use the criteria of currency efficiency for assessment of
the import effectiveness. In our opinion, it is advisable to
use these methods in a complex, since only taking into ac-
count all aspects of the import operation will make it pos-
sible to draw a substantiated conclusion about the activity
of the enterprise.

Under current conditions, a significant number of fac-
tors affect the import operations of enterprises. Taking this
into account, the calculation by the enterprises of the fore-
casted import efficiency indicators under different currency
and transport conditions can allow to justify the choice of
the supplier, level out the risks, minimize costs and, as a
result, increase the efficiency of import operations.

It should be noted that import operations significant-
ly affect the efficiency of the entire enterprise, in particu-
lar, have a significant impact on profitability and business
performance. This is due to the fact that a significant part
of the company’s revenues and expenses is formed in the
sphere of imports, and the financial result of the enterprise
depends on the success of procurement operations on the
external market.

In addition, a significant amount of the company's as-
sets is also generated using import channels, so the cost of
equipment purchased for production or goods for sale is
reflected in the asset of the enterprise and, accordingly, is
taken into account when calculating business activity and
profitability.

To implement a factor analysis of the impact of im-
ports on the profitability of an enterprise (PR), it is nec-
essary to consider the company’'s profit as the total of
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the profits from the execution of import operations (P)
and profit obtained solely from operations in the domes-
tic market (P,,). Likewise, the costs of the enterprise also
need to be considered as the total of costs for import (C)
and expenses incurred in connection with domestic activ-
ities (C,,):

PR=(P,+P,,)/(C+C,,) (12)

where:

PR — profitability of the enterprise;

P, — profitin the domestic market;

C, — costs for import;

C,,, — costs in the domestic market [10].

At the first stage of the quantitative assessment of the
impact of imports on the profitability of the enterprise, the
total deviation of the actual profitability index (PR,) from
the baseline (PR,) is calculated:

D,.=PR,— PR, (13)

where:

D, — deviation of the profitability of the enterprise;
PR, — profitability of the enterprise actual period;
PR, — profitability of the enterprise basic period [10].

Tat the second stage the intermediate profitability indi-
cator is calculated. It shows what the profitability of the en-
terprise would be if the costs and incomes on the domestic
market remained at the level of the basic ones, while the
costs and incomes for the import changed to the level of
the actual ones:

PR=(P,+P,.)/(C,+C,,), (14)

DMB)

where:

P, — profit from import actual period;

P, — profitin the domestic market basic period;
C,, — costs for import actual period;

C,s — COsts in the domestic market basic period [10].

To determine the impact of import on the change in the
profitability of an enterprise (D), it is necessary to subtract
the basic indicator of profitability (PR,) from the calculated
PR":

D,.=PR —-PR, (15)
where D, — deviation of the profitability by import [10].

To determine the change in the profitability due to prof-
it and expenses on the domestic market (D, ), it is neces-
sary to subtract the calculated intermediate profitability PR’
from the actual indicator of the profitability (PR ):
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TonokoHHikosa A., Ceposa /1. [1.

TeopeTnuHi 0OCHOBM ynpaBAiHHA iIMNOPTHMMU onepaLismu
niagnpuemcrBa

Y cTaTTi 3'ACOBaHO 3MICT MOHATTA OpraHi3aLinHO-eKOHOMIUYHWI MeXaHi3M
30BHILUHbOEKOHOMIYHOT AiANbHOCTI MianpremMcTBa. OxapakTepr30BaHO OCHOB-
Hi O3Haku Ta CkNaAoBi eneMeHT GopMyBaHHA OpraHi3aLiiHO-eKOHOMIYHOTO
MeXaHi3My 30BHILLUHbOEKOHOMIYHOI AifbHOCTI Nignpuemctea. O6rpyHTOBaHO
HamPAMKW BAOCKOHaNEHHSA OpraHi3aLinHO-eKOHOMIYHOTO MEeXaHi3My 30BHiLL-
HbOEKOHOMIYHOI AifIbHOCTI MiANPUEMCTBA.

KntouoBi cnoBa: ynpas/iHHA iIMIOPTHUMYW onepaLisMu, GyHKLIA yrpaBaiHHS
IMAOOPTHUMYM onepaLiamMy, MPUHLIMAM YNPaBAIHHS, BUKOHaHHA IMOOPTHUX one-
paLiv, edekTUBHICTb YNpaBAiHHA IMNOPTHUMM OnepaLiamm

Theoretical Basis of Import Operations Management of an Enterprise BESL[ 55

Volume: 2021, Issue: 6-7



Global Problems of Economics, Management and Business

BESLI

Business, Economics, Sustainability,
Leadership and Innovations

Ay

OITDY UKRAINIAN-AMERICAN

% 5 CONCORDIA

 UNIVERSITY

YK 3384
JEL Classification D30

Joint Scientific Journal

Roksoliana Yarema
Lyudmyla Syerova

Methodological Foundations of the Organization of

International Transportation

This article considers the existing scientific experience in theoretical and meth-
odological substantiation of organization of transport operations of the enterprise
in the implementation of international activity. The relevance of the research topic
is that communication is one of the most important components of the economy.
Its main purpose is the most complete and high-quality satisfaction of the needs in
communication services of the population, economy and defense of the country,
taking into account the constantly growing needs of society.

Keywords: logistics system, transport operations, transportation tasks, forms of

transport services.

Postal communication is the most widespread and acces-
sible type of communication, which is a single production
and technological complex of technical and vehicles that
provides reception, processing, transportation, delivery of
postal items and carries out postal transfers of funds.

Until recently, the market for postal services in Ukraine
was a fully monopolized national postal operator (NPO).
Consumers had no alternative in receiving postal services,
ie the market for these services was a “single seller market”.
Competition in this market began to take shape later than
in the telecommunications services market, due to the low-
er efficiency and complexity of postal processes.

At this time, we can talk about the beginning of the for-
mation of a competitive market for certain postal services.
In the market of postal services, in addition to NOPZ, there

DOI 10.37659/2663-5070-2021-6-7-56-63

are several postal operators to which the National Com-
munications Regulatory Commission (NCCR) has issued the
appropriate licenses to provide services for the forwarding
of postal items and postal transfers. More than 50 Ukrainian
and international non-governmental operators operate in
the market of postal services. The total network consists of
more than 1.500 service facilities in 170 cities of Ukraine.
Significant contribution to research on the effective
functioning of the international transportation system
such scientists as I. Y. Aksenov, A. O. Arraq, S. P. Artemyev,
A. V. Basiliuk, M. N. Bidnyak, A. I. Vorkut, T. A. Vorkut, V. P.,
Gudkova, L. G. Zayonnchik, V. F. Ivanenko, N.Y. lvanova,
V. V., Kvytko, V. I. Kotelyanets, K. T. Kryvennko, P. R. Levk-
ovets, R. F. Romanenko, O. S. Smirnov, D. L. Tovkun, I. N.
Shapko, V. G. Shynkarenko and others were engaged.
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Features of international transportation are determined
by the composition of their participants and the organiza-
tion of transport services. The main participants in interna-
tional transport are divided into the following groups:

* carriers — organizations whose main activity is the
transportation of goods;

+ transport intermediaries — organizations that provide a
wide range of transport services;

+ operators of mixed transportation — organizations that
provide comprehensive services for the transportation
of goods by various modes of transport, including lo-
gistics, both independently and with the involvement
of intermediaries;

e sellers;

«  buyers [6].

International transportation in Ukraine is regulat-
ed under the leadership of the Ministry of Infrastructure
of Ukraine represented by the State Aviation Service of
Ukraine, the State Maritime and River Transport Service,
the Department of State Policy in Railway Transport, the
State Motor Transport Service of Ukraine, the Ministry of
Infrastructure of Ukraine. on behalf of the Government
represents the interests of the transport and road complex
in international organizations, concludes in the prescribed
manner international agreements on the development of
international transport of road and road complex, agrees
with the relevant authorities of other states quotas for in-
ternational passenger and cargo transportation; provides in
the cases provided by the legislation of Ukraine, licensing
of certain types of business activities [7].

International treaties and national laws of many states
stipulate that the carrier must obtain a special permit (li-
cense) from the authorized body for international transpor-
tation.

Such a requirement is contained in the Ukrainian leg-
islation, which states that the international transportation
of passengers and goods by air, river, sea, rail and road is
carried out in the presence of a license issued by the autho-
rized body. Subject to licensing:

« provision of services for the use of railway tracks and
other objects of public railway transport infrastructure;

+ international (within the CIS countries) transportation
of passengers and goods by rail;

+ provision of specialized services of transport terminals,

ports, airports [6].

To obtain a license by a legal entity, it must submit to the
competent authorities an application with a list of types of
freight forwarding services to be provided; registration card
in the prescribed form; copies of the charter and the mem-
orandum of association (if there are two or more founders
or authorized bodies); certificate of state registration. The
possibility of providing services subject to licensing is also
confirmed by agreements with organizations licensed by
the National Bank of Ukraine for foreign currency settle-

ments, ship freight, cargo insurance, customs clearance,
brokerage. In the case of rail transportation, there must be
an agreement between the freight forwarder and Ukrainian
Railways. Transport is the main means of communication
between the exporter and the importer. Timely delivery of
goods to the final destination in good condition is the pur-
pose of transportation [11]. Transportation tasks:

+ transportation on a safe route;

+ quality service;

*  minimum costs.

The choice of transport takes into account: the geo-
graphical location of exporting and importing countries;
distance between countries; the nature of the goods trans-
ported and its value, the cost of transportation, safety of
transportation [8].

For island countries (UK, Japan and many others) the
main, or even the only, types of international transport are
sea or air transport. In some cases, others may be used (for
example, thanks to the Channel Tunnel, the UK is now con-
nected to mainland Europe by rail and road; pipelines run-
ning along the seabed pump gas and oil).

In many countries, as well as in Ukraine, on the con-
trary, most international transport is carried out by land.
Very often it is necessary to use different types of transport
for transportation of the same freight. Thus, the continen-
tal countries of Central Africa have European countries as
their main partners, and they have no access to the sea;
therefore, they are forced to combine road (or rail) and sea
transport. The countries of Central Asia (including the CIS
countries) are in a similar position.

The distance between the partner countries is also im-
portant when choosing a vehicle. It is not profitable to use
road transport over a long distance, measured in thou-
sands of kilometers, because the transportation of light
weight will be very expensive. Here it is better to use rail or
sea transport, which has a large capacity [11].

The choice of mode of transport largely depends on
the properties and cost of the goods transported. Relatively
cheap goods cannot be transported by expensive means
of transport, because the transport component will be too
large a share in the final cost of goods. The cheapest is wa-
ter transport (if you do not take into account the pipelines),
the most expensive — air transport. Therefore, goods such
as grain, ore, coal, oil, it is advisable to transport by sea,
river or rail. Even vehicles are not suitable for these loads.
Relatively valuable things are transported by motor trans-
port. The most valuable goods can be transported by plane,
because even the high cost of air travel will not be a big
part of the final cost of goods. In addition, it is advisable to
transport things by air that are perishable or require urgent
delivery for other reasons [10].

With regard to passenger transport, preference has re-
cently been given to road and air transport, as faster speeds
compared to water and rail; however, the cost of the trip in
this case is higher.
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Expensive, fragile equipment is most often transport-
ed by air, which ensures a certain safety of transportation.
Goods for which the risk of theft is high (spare parts for cars,
office automation and conventional equipment, pharmaceu-
ticals and medicines, etc.) are usually delivered in the tra-
ditional way — by sea, mostly in containers, although it is
more expensive. Senders also take into account the speed of
delivery, the frequency of shipments (according to the plan
for the day); reliability (compliance with delivery schedules);
transportation capacity (ability to transport different goods).

Enterprises that are not regularly engaged in foreign
trade operations, as a rule, turn to the services of special-
ized freight forwarding companies (TEP). This is due to the
fact that transport work requires special knowledge, exten-
sive practical experience and at a great distance from ports,
borders is very expensive [7].

TEP’s international activities have recently expanded
significantly. They provide a wide range of services and al-
low producers and consumers to focus on their core oper-
ations.

The list of types of services provided by freight forward-
ing companies is quite significant and includes:

+ study of the world, regional and national transport mar-
kets, conducting a comprehensive marketing study of
the transport market;

« complex logistics, determination of optimal routes of
cargo transportation;

« chartering, concluding and assisting in concluding
transport contracts;

« organization of loading and unloading operations;

+ organization of cargo warehousing;

+ preparation of the necessary documentation, including
provided by customs procedures and preparation of
permits, technical, accompanying documents;

+ providing advice to customers;

« control over the passage of goods to the destination,
including control over the process of actual transporta-
tion, loading and unloading, warehousing, etc .;

« settlements related to cargo transportation, freight,
etc.; Freight forwarding companies, as a rule, are given a
discount for the freight of ships and other vehicles. This
reduces the freight costs of their customers, ie compen-
sates for the cost of TEP services [8].

In the process of procurement and delivery of materi-
al resources, as well as distribution of finished products to
consumers, the manufacturer can use different transporta-
tion options, modes of transport, as well as various logistics
partners (intermediaries) in organizing the delivery of prod-
ucts to specific points in the logistics chain. First of all, the
logistics management of the firm must decide whether to
create its own fleet of vehicles or use hired public or private
vehicles). When choosing an alternative is usually based on
a certain system of criteria, which include:

« costs for the creation and operation of its own fleet of
vehicles (rental, leasing of rolling stock);
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+ costs of paying for the services of transport, freight for-
warding companies and other logistics intermediaries
in transportation;

+ speed (time) of transportation;

« quality of transportation (reliability of delivery, storage
of cargo, etc.) [12].

The creation of its own fleet is associated with large
capital investments in rolling stock, production and techni-
cal base for maintenance and repair of vehicles and trans-
port infrastructure. Ultimately, it can be justified in the case
of a significant gain in the quality, reliability and cost of
transportation with large constant volumes of goods trans-
ported. However, in any case, the evaluation of alternatives
should be comprehensive, taking into account as many
criteria as possible. In most cases, manufacturers use the
services of specialized transport companies, and this alter-
native is quite promising.

For consumers of transport services there are two pos-
sible forms of transport services (transportation):

+ with the help of the created own delivery department;

+ use of services of third-party transport organizations.

The choice of forms of transportation is carried out in
the following sequence:

The first stage. Detailed analysis of the advantages and
disadvantages of forms of transportation. Advantages of
creating your own delivery departments (arguments against
using the services of third-party transport organizations):

+ possibility to rent vehicles for one transportation or a
certain period of time;

* intercorporate transportation;

* ensuring the required quality of transport services;

« prevention of emergencies or their rapid elimination;

+ lower packaging requirements;

+ end-to-end control over the quality of service provision
and cargo safety;

+ the possibility of advertising on vehicles;

* the possibility of obtaining additional income through
the provision of transport services to other enterprises;

« reduction of transport costs and careful control of their
value;

+ control over the schedule, time and routes of transpor-
tation.

Disadvantages that arise when creating your own de-
livery departments (arguments for using the services of
third-party transport organizations):

+ high administrative costs, costs for repair and mainte-
nance of vehicles;

« the need for significant investment;

« full responsibility for damage and spoilage of cargo;

« the need for schedules, routes;

+ the risk of non-repayment of investments;

+ costs of insurance of goods and vehicles;

+ problems with licensing;

« the probability of losses due to accidents.
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The second stage. Assessment of the level of service and
costs for various forms of transportation. The company (re-
cipient of transport services) must determine the desired lev-
el and quality of service, analyze the possibilities of its pro-
vision in the case of creating its own delivery department or
involving third-party transport organizations. The total costs
for both forms of transportation are further determined. The
level of total current costs is defined as the sum of the costs
of processing orders, packaging, transportation, damage
from damage (when creating your own delivery department,
the costs of licensing, salaries, fuel are also added).

The third stage. Making the final decision. The criteria
for making decisions about the choice of form of transpor-
tation are:

+ the need for investment and their sufficiency;
+ the projected level of return on investment;

+ the level of service quality;

+ the level of total current costs.

If the level of total costs of own delivery department
will be lower, the decision in favor of own delivery depart-
ment can be created on condition of sufficiency of capital
investments [20].

Creating your own delivery departments should not be
considered only in terms of transportation; it is also a financial
issue. There are two stages of assessing the financial aspect
of creating your own delivery department: consolidated and
detailed. The first, consolidated (local) is to compare opera-
tional information on costs and level of service when using
hired delivery agents and when creating your own depart-
ment; the second, detailed (system) — in comparison with
system information, the algorithm of which is given below.

In European countries, there is a significant level of lo-
gistics functions outsourced to outsourcing firms. To main-
tain a dynamic competitive advantage, it is important to
ensure not only the availability of specific economic re-
sources, but also the appropriate level of speed with which
they are created and updated at the appropriate level of
innovation management system (Table 1).

Central to many logistical transportation decision-mak-
ing procedures is the procedure for selecting a carrier (or
several carriers). This procedure is often entrusted by the lo-
gistics manager to a freight forwarding company with which
the cargo owner has a long-standing business relationship.
At the same time, freight forwarders are given certain char-
acteristics of the cargo, criteria and restrictions. As it was

Table 1. Positive features and disadvantages of logistics outsourcing [1]

+  Positive features

Negative features

1 Cost savings in performing strategic business functions

Increase in hidden and transaction costs

2 Focusing on a limited number of logistics functions

Loss of direct control over the functions outsourced
to outsourcing firms

3 Increasing the level of financial and operational flexibility

Risk of losses due to bankruptcy of the subcontractor

4 Reducing the need for investment resources for the devel- May require additional investment due to force ma-
opment of individual logistics processes jeure

5  Higher level of quality and efficiency in the provision of ser-  Differences in organizational culture and strategic
vices by experienced outsourcing companies guidelines lead to increased business risks

6  Focus on key competencies and strategic directions of logis-  The possibility of disclosing confidential information
tics development causes the destruction of the image

7 Spreading influence to new geographical regions and gain-  In some logistics networks, there may be a negative
ing access to target marketing niches effect of the scale of outsourcing

8  Promotes sustainable economic growth and a stable level of  The loss of outsourced logistics functions can have a
cash flow negative impact on the activities of this company

9  Advantages of taxation in some global marketing segments ~ Outsourcing can cause staff dissatisfaction

10  Ability to support global competitive advantages based on There may be a loss of efficiency in responding to
innovative technological solutions changes in market conditions

1 Improving customer relationships in targeted global markets — Threat of disruption of global supply chains of goods

and services due to divergence of business goals
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shown earlier, proceeding from features of the logistic ap-
proach, in the choice of the carrier the enterprise should be
guided not only by principles of the minimum tariffs.

There are also a number of criteria that affect the cost
and quality of delivery of goods, and they are ranked ac-
cording to their importance to the customer. Naturally, at
each enterprise these criteria and their ranking differ [10].

There are six main factors that affect the choice of
mode of transport: delivery time; frequency of shipments;
reliability of compliance with the delivery schedule; ability
to transport various cargoes; ability to deliver cargo to any
point of the territory; transportation cost (Table 2).

When choosing a means of delivery of a particular
product, senders take into account up to six factors simul-
taneously. Yes, if the sender is interested in speed, his main
choice is focused on air or road transport.

If its goal is minimal costs, the choice is limited to water
and pipeline transport. Most of the benefits are related to the
use of road transport, which explains the increase in its share in
traffic. However, the final conclusion about the option of cargo
delivery is based on technical and economic calculations.

One of the significant factors influencing the choice of
carrier is the cost of transportation. The cost of transport
products or the cost of transportation is determined by the
sum of the necessary costs of transport companies or firms
for the transportation of goods. Consumers, when purchas-
ing transport products, reimburse these costs in the form of
tariffs and freight rates, which is both a monetary expres-
sion of the value of transport products [2].

The system of transport tariffs depends on the type of
transport and mode of transportation. In general, complex
trade-offs between different modes of transport, as well as
the implications of these trade-offs for other activities in the
distribution system, such as warehousing and inventory sup-
port, need to be taken into account when making transport
decisions. As the relative costs of different modes of transport
change over time, firms need to review their transportation
schemes in order to find the best option for freight traffic.

Global Problems of Economics, Management and Business

Given that the organization of trade involves large
trade-offs, it is necessary to use a systematic approach to
such decisions. The task of choosing the type of transport
is solved in conjunction with other tasks of logistics, such
as creating and maintaining the optimal level of stocks,
choosing the type of packaging, etc. The basis for choosing
the mode of transport optimal for a particular transport is
information about the characteristics of different modes of
transport.

Management of international transport operations is an
element of the logistics management system of the enter-
prise, which is used to meet customer requests by planning,
controlling and implementing methods of efficient move-
ment and storage of information, goods and services from
departure to destination. Managing international transpor-
tation operations helps companies reduce costs and im-
prove customer service.

The system of management of international transport
operations provides improvement of control over transpor-
tations, optimization of arrangement of cargoes at trans-
portations, a choice of a rational mode of transportation
and transportation of cargoes, calculation of cargo tariffs,
submission of applications for transportation of cargoes
and the organization of transportations.

International sweating operations begin and end the
implementation of a foreign trade agreement. Their content
is determined by the characteristics of the cargo, type of ve-
hicle, frequency of delivery, customs procedures and more.

The development and use of a system for evaluating the
efficiency of international traffic is aimed at optimizing and
improving the efficiency of the entire postal operator. Per-
formance evaluation is aimed at solving four main tasks [14]:
1. Monitoring of transport operations.

2. Control over the process of performing transport ser-
vices.

3. Operational management based on identified trends.

4. Development of further tactical and strategic actions to
improve the logistics process.

Table 2. Factor estimation of different types of transport [13]

Factors influencing the choice of mode of transport

Type of . frequency reliability of the  ability to the ability to deliver
transport delivery ’ . : . transporta-
. of depar cargo delivery transport vari cargo anywhere in .
time . tion cost
ture schedule ous goods the territory
Railway 3 4 3 2 2 3
Water 4 5 4 1 4 1
Automobile 2 2 2 3 1 4
Pipeline 5 1 1 5 5 2
Air 1 3 5 4 3 5
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The development of a system of evaluation indicators is

carried out in stages:

1. Formation of strategic goals of the enterprise.

2. Determining the causal links between strategic and tac-
tical goals of the company.

3. Selection of indicators and determination of target val-
ues.

4. Determining the relationship of indicators with business
processes in the enterprise.

5. Development of tactical and strategic measures [14].

Consider the features of assessing the effectiveness of
international road transport. The positive effect of interna-
tional transportation is a condition for the economic feasi-
bility of their implementation.

When calculating the efficiency of international trans-
port, a single standard of economic efficiency equal to 0.15
is adopted.

Costs in determining the efficiency (Ze) of international
road transport are calculated by the formula (1) [4]:

3e =Be + PH x Ke, (1)

where Be — operating costs associated with international
transportation, UAH;

PH — the only standard of economic efficiency (0.15);

Ke — capital investments in fixed and working capital of
transport services.

Capital investments in fixed assets (KE) in international
road transport are determined by formula (2) [4]:

Ke=U(t/T),Ke=Ux(t/T), (2)

where L] is the price of vehicles engaged in international
transport and part of the requlatory working capital in
proportion to this value;

t — period of operation of vehicles, days;

T — operating time of vehicles, days.

Determining the efficiency of transport services (XeH) in
Ukraine and abroad, apply the formula (3) [4]:

Bus x ke + ykpmep + HdiHme,
Xen = .Elyl; p+A4 p’(3)

where []Jykpmep — income received for international
transportation on the territory of Ukraine, UAH;

[LiHmep — income in national currency received for
international transportation of goods outside Ukraine, UAH;
Ke — conversion rate of foreign currency into national;

3 — costs in national currency, UAH.

The effect of transport services (Etn) is calculated by the
formula (4) [4]:

Emn = Bus x ke + Jykpmep + [Jinmep — 3e, (4)

Now let's look at the criteria and indicators for an ob-
jective assessment of the quality of freight forwarding ser-
vices.

There are many approaches to determining the criteria
for the effectiveness of freight forwarding services. We use
the most universal approaches that can be applied to any
type of transport and forwarding companies. According to
the method of PR Nivena, the effectiveness of freight for-
warding services can be assessed by six parameters:

+ cargo — delivery of the necessary cargo;

+ quality — delivery of goods of the required quality in
the same condition;

+ quantity — delivery of cargo in the required quantity;

+ time — delivery at the right time;

+ place — delivery to the right place;

+ costs — delivery of goods at minimal cost [9].

Aucklander MA states that the quality of transportation
can also be characterized by the following criteria: time-
liness of transportation (transportation should be started
without delay and completed on time); completeness of
transportation (transportation must be carried out for the
entire volume of cargo); cargo storage (transportation pro-
cess should not lead to losses and reduced quality of car-
go); transportation efficiency (providing the customer with
minimization of cargo transportation costs) [9].

To determine the integrated indicator of the level of
quality of transport (ki) it is necessary to take into account
not only the value of its individual components, but also
their weight (rank) and determine its value according to the
following formula (5) [9]:

A/ K= (kq)?+(kq)?+(kgq)+ (kg (5)

wherek , k  k k- coefficient according to timeliness of
transportations, completeness of transportations, safety of
cargoes, efficiency of transportations;

q.4,.9,q,— weighting factor according to the timeliness
of transportation, completeness of transportation, storage of
goods, efficiency of transportation.

An important criterion that allows you to adequately
assess the system of freight forwarding services is the level
of logistics service. This figure is calculated by the following
formula (6) [9]:

n= x 100 %, (6)

where n — level of logistics service;

M — quantitative assessment of the theoretically possible
volume of logistics services;

m — quantitative assessment of the actual volume of
logistics services provided.

Methodological Foundations of the Organization of International Transportation

Volume: 2021, Issue: 6-7 BESL[ 61



To assess the level of logistics service, the most signifi-
cant types of services are selected, ie services that require
significant costs, rather than providing such services —
with significant losses in the market.

Determining the indicator of transport potential (TP)
makes it possible to determine the amount of transport
activity that can be carried out by the enterprise (transport
unit of the enterprise) with the regulatory use of transport
assets for a certain period. The transport potential of the
enterprise is calculated by the formula (7) [9]:

= 27: 1 n,'p,' ) (7)

where n,— the number of vehicles of the i-th model;
p, — normative productivity of vehicles of the i-th model

(variable, daily, annual, etc.);
i=1 ., n—number of models (brands) of vehicles.

To assess the quality of freight forwarding service, you
can use a universal methodological approach based on the
use of GAP-model Zeitgaml or “model of differences”. The
essence of this model is to identify strategies and process-
es that the firm can use to achieve benefits in customer
service. The central element of the model is the “consumer
difference”, which is the mismatch of consumer expecta-
tions and perceptions of service. In practice, this model is
difficult to apply, because the element of “perception of
service” is actually a function of many variables that need
to be defined. In general, the simplified model has the fol-
lowing form (Figure 1).

Thus, with the help of this model, the company’s man-
agement can determine the reasons for customer dissatis-
faction with the quality of logistics service and take appro-
priate measures to eliminate such dissatisfaction. Consider
the possible gaps between the respective processes of the
transport and logistics system.. Thus, we distinguish five
"differences”:

1. Gap 1 — differences (gap) between the expectations
of the quality of transport and logistics services for the
consumer and the perception of these expectations by
the logistics management of the company.

What the customer expected from the international
mail service

Deviation of the quality of the international postal
service

What, according to the client, he received

M Fig. 1. Simplified GAP-model for assessing the quality of
international mail services. Source: summarized in the text [15]
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2. Gap 2 — differences between the perception of cus-
tomer expectations by the company’s logistics manage-
ment and the specifications that determine the quality
of transport and logistics service.

3. Gap 3 — differences between service quality specifica-
tion standards and actual “delivery” of logistics services.

4. Gap 4 — the gap between the quality of services pro-
vided and external information about this quality, usu-
ally through marketing communications.

5. Gap 5 — the gap between the formed expectations of
consumers regarding the quality of service and the ac-
tual service received and, accordingly, its perception.

It should be noted that in theoretical and empirical
studies, this model has undergone some transformations.
Thus, Christopher Lovelock extended the model of differ-
ences to seven factors, while slightly changing the logical
seq5uence of practical research according to the model.
For the international mail service, its seven-stage model will
contain the following differences:

1. Difference in knowledge — the difference between how
consumer expectations are determined by the provid-
er of international postal services and the actual needs
and expectations of customers.

2. Differences in standards — the gap between how con-
sumers’ expectations are perceived by the management
staff of the postal operator and the quality standards
set by the company.

3. Differences in the provision of services — the differ-
ence between the established standards and the actual
performance of the postal operator in comparison with
these standards.

4. Differences in internal communications — the gap be-
tween what the company presents (advertises) and what
the service staff thinks about the characteristics of the
service logistics product, the level of quality service and
the quality of service the company can actually provide.

5. Differences in perception — the difference between the
level at which services are actually provided and how
customers perceive the level of services received.

6. Differences in interpretation — the gap between what
the postal operator actually promises in the process of
marketing communications (before the direct provision
of services) and what the consumer expects based on
these promises.

7. Differences in service — the difference between what
the consumer expects and how he perceives the service
he actually received [15].

Differences from the second to the fifth are considered
internal differences of the postal operator, and if the com-
pany cannot eliminate its internal gaps, it will not be able
to get rid of the external ones. Thus, if in a model with five
differences it is necessary to correct them in order, then the
seven-stage model requires first to avoid internal gaps, and
then external ones.
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Thus, it is obvious that there are many mathematical
and logical methods for assessing the quality of interna-
tional postal services that help the management of postal
operators and customers to optimally assess the effective-
ness of services, customer satisfaction, identify weaknesses
and strengths in this activity, and adjust the management
system accordingly and introduce innovations.
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MetoponoriuHi OCHOBM opraHi3aLii MiDkHapoAHUX NepeBe3eHb

Y cTaTTi po3rmsHyTO HayKOBWI AOCBIA TEOPETUKO-METOAONONYHOrO OBrpyHTY-
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noBHe Ta AKiCHe 3a40BOIEHHA NOTPEO y MOC/yrax 3B>A3Ky HaceNeHHsA, EKOHOMIKM Ta
060POHM KpaiHW 3 ypaxyBaHHAM MOCTIMHO 3pOCTaroymx NoTped cycninbCTBa.
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Introduction

International business historically and logically arises as
a result of the development and deepening of the inter-
national division of labor and the formation of the world
market.

International business can be defined as the business
interaction of firms of different forms of ownership or their
divisions located in different countries, the main purpose of
which is to make a profit from the benefits and advantages
of international business operations.

International business is a business related to use cap-
ital in various forms and benefits of increased business
activity; carried out for profit and extends to the interna-
tional economic sphere. International business includes
any business that carried out by two or more countries.

DOI 10.37659/2663-5070-2021-6-7-64-68

The economic essence of international business should
be defined in its plane as a phenomenon and process of
international economic relations. As a phenomenon of in-
ternational economic relations, international business is a
form of interaction between the subjects of international
economic activity, aimed at benefiting from cross-border
cooperation. As a process, international business is a mani-
festation of a specific type of interaction of entities, which is
characterized by a certain structure, technique, conditions
and rules of conduct, as well as the consequences and re-
sults achieved in the process of this type of interaction and
only through this type. The subjects of international busi-
ness are real participants in it as a process of interaction
(individuals, contact groups or complex social structures),
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which are characterized by internal motives, interests, goals
and ability to implement them in a particular area of inter-
national economic activity.

Main features of an international business entity include
its internal motives, determination, will and ability to act to
achieve its own strategic and marketing goals. Companies
that develop software, hardware, or semiconductor equip-
ment, as well as companies that provide internet or related
services, make up the information technology (IT) sector.
Software and services, technology hardware and equipment,
and semiconductors and semiconductor equipment are the
three key industry areas in the IT sector. Over the last 15
years, the sector has risen over 40 times, from $110 million
in 2003 to around $4.5 billion in 2018. Cloud computing, loT
and robots, big data and Al, 3D printing, and blockchain are
examples of new trends that are evolving and regarded to
be dynamic, fast-growing industry categories.

The purpose of this article is to determine the features
of multinational companies and assess the scale of their
business operations in global and regional markets.

Literature Review

A considerable amount of literature has been published on
theory of founding, organization and management of mul-
tinational companies’ activities in international business,
their competitiveness etc. Studies on main aspects of mul-
tinational companies’ activities in international business
(including strategy and marketing) were suggested by such
Ukrainian and foreign authors as Abdallah W., Alnamri M.,
Andersson U., Forsgren M., Cooper D., Ezzamel M., Bolga-
rova N., Panevnyk T., Antonenko K., Komshuk O., Rokocha.

V., Plotnikov O., Novytskyi V. and others. However, despite
the presence of a significant scientific and practical base,
scientists still continue exploring this field.

Results

International business is a set of business operations relat-
ed to the crossing of national borders and the movement
of goods, services, capital, workers; technology, informa-
tion and data transfer, as well as executives’ guidance.

International business is based on the ability to ben-
efit from the benefits of interstate business transactions,
i.e., the fact that the sale of goods in another country or
the establishment of a firm of one country of production
in another country, or the provision of services jointly by
two third countries. provides more benefits to the parties
involved in business than they would have if they had done
business in their home countries. This is a key point not
only in understanding the nature and specifics of interna-
tional business itself, but also in explaining the emergence
and development of international management as such.

The specific benefits of international business are re-
lated to higher profits, taking into account the following
factors (Figure 1):

At the same time, there are a lot of main features of
international business.

Firstly, in international business entrepreneurs seek to
use additional economic opportunities arising from: a) re-
source features of foreign markets; b) capacity of foreign
markets; c) legal features of foreign countries; d) specifics
of interstate political and economic relations governed by
appropriate forms of interstate interaction.

Access to foreign labor markets
Access to mineral deposits
/—> Marketing strategy

MAIN FACTORS OF >
INTERNATIONAL

BUSINESS

Access to sources of raw materials

Reduction of currency risks

K» Desire for new markets

Products (scale effect and experience curve)

Increase production and reduce costs

M Fig. 1. Factors of international business that brings to specific benefits related to higher profits.

Source: made by author using [3, 8, 9, 14]
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Secondly, international business varies significantly
depending on the level of internationalization. The axis of
development “exclusively national (domestic) business —
multinational business” provides stages of growth of this
level: from one-time deliveries to the foreign market to the
developed structure of MNC for which R&D, production
and distribution is an area that covers the entire globe and
covers dozens of countries and hundreds of markets.

Thirdly, as a result of internationalization, any business
becomes the most accessible global business service, i.e.,
completely independent of nationality and focused only
on economic efficiency package of various services: from
scientific to financial and from transport to selection of in-
ternational teams, which allows today to maximize oppor-
tunities in business.

Fourthly, taking into account the cultural factor in busi-
ness, i.e., the set of requirements and restrictions imposed
by the culture of the country on those who conduct busi-
ness in it (or with it). This problem is acute insofar as the
cultures of the country of origin of the firm and the country
of its location differ.

Fifthly, the global nature of international business is its
most important feature: it covers the global information ex-
change system, global financial market, global structure of
technological innovation, etc. As we move from level to lev-
el of internationalization, the importance of how this feature
manifests itself in this business, i.e, how the efficiency of
this business is determined by the process of globalization.

Sixthly, international business as a system of renew-
able and complex interacting professional knowledge of a
fundamentally higher level than is available in any national
(domestic) business.

Seventhly, international business absorbs the best na-
tional models, all the best in world practice, especially in
strategic and marketing aspects.

Eighthly, information is the main strategic and market-
ing resource, and adaptation is the main strategic and mar-
keting weapon.

Ninthly, the fundamental difference between interna-
tional business is the inverse assessment of the domestic
situation: negative trends in the economy (or a particular
industry) can be assessed by an international firm in a dif-
ferent way, because these trends can open additional busi-
ness opportunities.

Tenthly, unlike domestic competition, international
business can feel the support of its state in the fight against
competitors in many implicit forms.

For today, the main aspects of strategic and market-
ing of multinational companies’ activities in international
business depends on globalization. Globalization is an ob-
jective social process, the content of which is the growing
interconnectedness and interdependence of national econ-
omies, national political, social systems, national cultures
and the environment.

With globalization, international corporations are be-
coming part of a triangle in which, in addition to them,

Global Problems of Economics, Management and Business

there are local firms and other international competitors.
Each corporation has to compete in three directions (espe-
cially in strategy and marketing):

+ with a local competitor of the country;

+ with a foreign competitor in the country;

+ with foreign competitors in foreign markets (Figure 2).

With the development of internationalization, forms of
international business change from simple (international
trade) to complex (international corporations with foreign
direct investment).

The main forms of international business include:

* exports (imports);

+ licensing;

* management contracts;

» joint ventures;

+ international corporations.

It should be emphasized that exports are the simplest
form international business and is the sale of goods (ser-
vices) to others countries. This is historically the first and
most common form of international business. In modern
conditions, foreign trade operations account for more than
80% of international business. In addition, exports are the
least risky, but also the least profitable form of international
business.

These features force international business participants
to modernize exports. The most common forms of such
modernization are local warehousing and sales, as well as
local warehousing and sales.

local
competitor
of the
country

( foreign
/ competitor

\ in the

country

foreign
competitors
in foreign
MET

l

INTERNATIONAL COMPETITION

I Fig. 2. Directions of competitions in conditions of globalization.
Source: made by author using [3, 9]
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Local warehousing and sale mean the delivery of large
consignments of goods to special warehouses in the host
country for further sale of goods from this warehouse-shop.

This form of business reduces transport costs when trans-
porting large consignments of goods per product (scale ef-
fect), and also allows for pre-sale and after-sales service of
goods.

Local assembly and sale mean exporting from the home
country or from third countries to the host country of com-
ponents or assemblies with subsequent assembly on site
at its own or leased plant of finished products with subse-
quent sales in both the host country and third countries.

The advantages of this form of business are the reduc-
tion of several times the number of customs duties on the
import of components compared to finished products. In
addition, this form helps to increase employment in the
country of assembly. Sometimes the cost of assembly is
lower than in the country of the parent company due to
lower costs of factors of production (labor, land, electricity,
water, etc.). Both forms are quite common in the automo-
tive business.

When considering the forms of international business,
it should be emphasized that licensing means the trans-
fer of intellectual property rights to a partner from anoth-
er country on the condition of obtaining certain income.
Inventions, know-how, trademarks, etc. act as intellectual
property here. This form is often combined with franchise
agreements. The experience of using licensing agreements
in the fast-food industry is well-known, including McDon-
ald’s Corporation, which owns a network of 23. 500 restau-
rants in 113 countries, including 40 restaurants in Ukraine.
Another example is the well-known Privileged Institute of
Marketing (UK), whose programs are used in more than 40
countries, including the International Institute of Business
(Kyiv) in Ukraine.

Franchising is a special form of leasing agreement un-
der which the franchisor not only sells intellectual proper-
ty (mostly trademarks), but also requires strict compliance
with the rules of doing business.

Management contracts are a way for a firm to send
some of its management staff to another country to sup-
port a foreign firm or to perform specialized management
functions for a set period of time for a fee. The amount of
the fee includes the salaries of managers and the cost of
risks that may arise due to errors of managers in another
country. It is also worth noting that management contracts
apply in the following situations:

+ expropriation of foreign investment by the recipient
country, when the former owner is offered to extend
the management of the enterprise to train local man-
agers;

+ creation of a new commercial project in which the re-
cipient country does not have proper management ex-
perience, but has the necessary equipment and needs
highly qualified senior management;

+ increasing the efficiency of the enterprise by attracting
management staff of reputable foreign firms.

This form of business includes contracts for the con-
struction of enterprises (turnkey projects). In this case, the
contractor builds the enterprise (object) at its own expense,
and the customer pays for it in stages. General contrac-
tors are manufacturers of relevant equipment, design, con-
struction or consulting organizations. Customers are gov-
ernment organizations or large international corporations,
for example, in the field of oil, gas and other minerals. The
calculation is carried out in three stages:

+ priority (advance) payment — 10-25 %;

+ current payments in the process of work — 50-65 %;

+ final payment after work on the site and putting it into
operation — 10-40 %.

Joint ventures are international companies that have
two or more founders — legal entities from different
countries. This form of international business was widely
used by the newly independent countries to enter foreign
markets. Bilateral joint ventures (JVs) with equal shares of
50/50 were distributed. The foreign participant often con-
tributed capital, technology and know-how. Local found-
ers contributed mainly to premises, equipment and other
tangible assets.

For all these forms of international business it is cru-
cially important to use and develop the main strategic and
marketing aspects of multinational companies’ activities in
international business for maximizing positive results of its
activity.

Conclusion

To have a success in the context of globalization in inter-
national business, international corporations and multina-
tional companies have to offer, and local firms have to
accept not individual actions of companies, but a whole
set of proposals — the so-called development packag-
es, which contain all major aspects of business: from re-
search and personnel to advertising and capital. Real pro-
motion of business to the efficient production of goods
and services requires a complex “development package”,
which includes: capital, technology, information, qualifi-
cations and competence of staff, advertising and consult-
ing support, sales network, strategic and marketing plan
of development etc. Of course, a company can get the
components of the package in installments separately
from different companies and cheaper. However, eventu-
ally achieving world-class production processes is slow-
ing down. Internationalization of business and manage-
ment — a combination of efforts of national and interna-
tional companies from different countries in carrying out
various business operations.

Strategic and Marketing Aspects of Multinational Companies’ Activities in International Business BESL[ 67

Volume: 2021, Issue: 6-7



Global Problems of Economics, Management and Business

References:

1

68

Abdallah W.,, AlInamri M. Non-financial performance measures and
the BSC of multinational companies with multi-cultural environ-
ment: an empirical investigation. Cross Cult Manag Int J 22:594—
607. 2016.

Andersson U, Forsgren M. Subsidiary embeddedness and control
in the multinational corporation. Int Bus Rev 5:487-508. 2018.
Cooper D, Ezzamel M. Globalization discourses and performance
measurement systems in a multinational firm. Account Organ Soc
38:288-313. 2019.

Crespo CF, Griffith DA, Lages LF. The performance effects of verti-
cal and horizontal subsidiary knowledge outflows in multinational
corporations. Int Bus Rev 23:993-1007. 2018.

Dossi A, Patelli L. You learn from what you measure: financial and
non-financial performance measures in multinational companies.
Long Range Plan 43:498-526. 2018.

Antonenko K. Modern investment strategies of transnational cor-
porations: Electronic scientific publication “Efficient Economy”. URL:
http://www.economy.nayka.com.ua/?op=18&z=3451

Bezrukova N. Activities of transnational corporations in the context of
national economic security: National Library of Ukraine named after
V. 1. Vernadskyi. URL: http://www.irbis-nbuv.gov.ua/cgi-bin/irbis_nbuv/
cgiirbis_64.exe?l21DBN=LINK&P2IDBN=UJRN  &Z21ID=&S21REF=
10&S21ICNR=20&S21STN=1&S2TFMT=ASP_meta ~ &C21COM=S&2_
S21P03=FILA=&2_S21STR=Vonu_econ_2013_18_1 (1)_7

10.

.

12.

13.

14.

15.

Bolgarova N., Panevnyk T. Transnational corporations in the aspect
of the development of globalization processes: NUBIP Library.
URL: http://elibrary.nubip.edu.ua/9690/1/%D0 %A2 %D0 % %9A__
%D1%81%D1%82 %D0 %B0 %D1%82 %D1%82 %D1%8F _pdf
Gudym K. Transnationalization as a factor of globalization. Bulletin
of KNUTE. URL: http://visnik.knteu.kiev.ua/files/2014/04/4.pdf
Kvachuk Ya. Corporate strategies for the development of transna-
tional corporations: Electronic scientific publication “Effective Econ-
omy". URL: http://www.economy.nayka.com.ua/?op=1&z=2283
Komshuk O. Transformation of the management system of TNCs
in conditions of global competition and strengthening the role
of scientific and technical progress: Library of the DVNZ KNEU
named after Vadym Hetman. URL: http://irkneu.edu.ua:8080/bit-
stream/2010/4465/1/Komshuk.pdf

Limonova E., Vorobyova K. Study of the influence of TNCs on base
and host countries: Dnipropetrovsk University named after Alfred
Nobel. URL: http://duep.edu/uploads/vidavnitstvo14-15/10107.pdf
Positive and negative consequences of TNC activity: Qualitative
economic theory. URL: http://www.uaeconomic.com/ulens-907-2.
html

Rokocha. V, Plotnikov O., Novytskyi V. Transnational Corporations.
URL: http://ecodn.info/text/Econom/tnk/str/36.htm

Sazonets O. Dynamics of transnationalization and integration of
TNCs into the economy of Ukraine: Journal “Investitsii”. URL: http://
www.investplan.com.ua/pdf/3_2012/12.pdf

ApmoHerko B., benosa O. .

CrpaTeriuHi Ta MapKeTUHIOBi acCNeKT! AifAIbHOCTI TPaHCHaLiOHaIbHUX
KOMMaHii y Mi>kHapoaHomy 6i3Heci

Y cTaTTi NpeACTaBAEHO O/ TEOPETUYHMX MONOXKEHb LLOAO CTPaTEeriuHMX
Ta MapKETMHIOBWX aCMeKTiB AiANbHOCTI TPaHCHALLIOHaNbHMX KOMMaHIM y MixkHa-
pOZHOMY 6i3Heci. 3 Liero METO NMpoaHasi3oBaHO CYTHICTb Ta XapaKTePUCTUKY
OCHOBHWX acrnekTiB AifNbHOCTi TpaHCHALiOHabHUX KOMMaHIN Yy MiXXHapOAHO-
My bi3Heci. MpeacTaBneHo cyyacHi ocobamBoCTi robanisauii Ta iHTepHaLio-
Hanizauii AisbHOCTI TPaHCHALOHANbHWUX KOMMAHIA Y MiXXHapoAHOMY 6i3Hed],
BK/ItOYatOUM CTpaTEriyHi Ta MapKeTUHIroBi acnekTv. [poBeAeHO aHani3 cTpare-
MUHMX Ta MaPKETUHIOBKX aCMeKTiB AifNbHOCTI TPaHCHALOHANbHUX KOMMaHIl Y
MiXXHapOZHOMY Bi3Heci.

KnrouoBi cnoBa: MapKeTWHT, CTpaTeris, TpaHCHaL[iOHaNbHa KOMMaHis, MixHa-
POAHWI bi3Hec, rnobanizallis, iHTepHaLIOHani3aLis, NpocyBaHH:A Hi3Hecy.
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CTaH Ta nepcnekTMBU PO3BUTKY Oi3HeC-Meialil B YKpaiHi

Benwuke 3HaueHHs y GOpMyBaHHi MpaBOBOI Ky/IbTypW BUPILLEHHA CNOPIB B YKpaiHi
OCTaHHIM Yacom HabyBa€e iHCTUTYT MegiaLlii. 3a CydacHWX YMOB yKpaiHCbke Cycrifb-
CTBO MoOTpebye MeiaLito Maixe B yCiX BUAAX NMPaBOBIAHOCKH. CBiAYEHHAM TOMY €
CTBOPEHHSA B YKpaiHi HV3KM rpOMaACbKMX OpraHi3aLiii, ki MOLWPHOOTL MeZiaLlito Ha
TepuTopil YkpaiHu.

CbOroZHi CycninbCTBO MOTPEOYE HOBMX, MPOrPECUMBHUX, MO3acCyAOBWX METOZIB
BUPILLEHHA rOCMOAAPCbKMX CMOPIB MixK Cyb'eEKTaMm MiANPUEMHULBKOT AIAAbHOCTI, 3
MiHIMaZIbBHUMVM YacOBVMM Ta GiHAHCOBMMW BUTpaTaMu. Ha yaci B YkpaiHi icHye npo-
6nema BiACYTHOCTI aekBaTHMX GOPM MPUMMUPEHHS, LLO MPU3BOAWTL A0 NepeBaHTa-
KEHHA CyAiB, @ CyAOBMIA MPOLLEC NMEePeTBOPHIETLCA B JOCUTL KOLITOBHY “TAraHUHY",
OCKINIbKW MPOBaJKeHHA B HaraTbox cnpaBax iHKOAWM HAaBMUCHO 3aTATYETbCA Ha TPW-
Ba/IMA Yac, a MOC/YrM BUCOKOKBaNiDIKOBAHNX FOPUCTIB, IK MPaBUAO, HEAOCTYMHI AN
6inbluocTi rpoMaasH. OZHUM i3 3ax04iB AelleHTpani3ali, AKMA Hadae MOXAMBICTb
3BY3UTK chepy BNAMBY AepKaBW Ha CyCMiNbCTBO | 3aMiHUTK Liel BMAMB MexaHisMamu
camoperynaLii € 3anpoBakKeHHsA IHCTUTYTY MegiaLlii AK anbTepHaTUBHOrO Crocoby
BperytoBaHHA crnopis, 3okpema y cdepi biHecy. Kpim Toro, nowmvpeHHs MegiaLii
CNPUATUME 3MEHLLEHHIO KOPYMLLi Yy CYAOBIM CUCTEMI, OCKINIbKM FPOMaAAHM Ta opu-
AVIYHI 0COBM YacTille BUKOPUCTOBYBATUMYTb MO3acyA0BUI MOPAAOK BPErytoBaHHA
KOHOIIKTIB | CNopiB.

B YkpaiHi BnpoBagxeHHs IHCTUTYTY MejiaLiii, 30KpemMa AK MeTOAY BperyatoBaHHA
KOHOIKTIB | cropiB y 6i3Heci, NnepebyBa€e Ha eTani CTaHOBAEHHS, GOPMYBaHHSA opra-
Hi3aLiMHO-NPaBOBMX YMOB, CTBOPEHHS CUCTEMU 3aCTOCYBaHHA MeZiaLlii y CycninbCTBi.
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BcTyn

[na cyyacHoro etany pO3BUTKY €KOHOMIKM Ta MnpaBa B
YKpaiHi, € akTyalbHVM MUTAHHAM 3anpoBaAXKeHHA no3acy-
[ OBUVX IHCTPYMEHTIB BperytoBaHHA rocnoAapCcbKux CropiB.
Ha cbOrogHilWHiN AeHb CycrinbCTBO BiguyBae noTpeby y
NPOrpecuBHNX | HOBUX MeTOAax BPeryaroBaHHA rocnogap-
CbKMX CMOpPIB MiX cyb’'ekTaMu NIANPUEMHWULIBKOT AifNbHO-
CTi, 3 MiHIMaZIbHUMK YacoBUMK Ta PiHaHCOBUMMK BUTpaTa-
MW. Po3B'A3aHHAM gaHOi NpobaeMaTkm MOXe i Ma€ cTatu
IHCTUTYT NPUMUPEHHSA — caMe MegiaLlif, aKa Ha BiAMIHY Bij
IHLLIMX aNbTePHATUBHUX METOAiB BUPILLeHHA bi3Hec-cnopis
HaLineHa Ha 36epeXKeHHA NapTHepPCbKMX B3aEMOBIAHOCUH
Mi>X CTOPOHaMW, WO KOHPAIKTYHOTb, | MPOAOBXEHHA CMiBM-
paui Mixx HumK. KpiM TOro, y rocnofapchbKii AisabHOCTI
cy6'exTiB rocnogaproBaHHs bisHec-koHOAIKTK (cnopu) 3a-
MMatoTb 0Cob/IMBE MicCLe, LLLO MOB'A3aHO i3 3aKOHOMIPHOC-
TAMU GOPMYBaHHA LMX KOHPAIKTIB (CMOpiB), MeToAamu ix
BVPILLEHHSA Ta iIHCTPYMeHTaMu NpoTugii Hacaigkam. B ymo-
Bax PO3BUTKY PUHKOBMX BIAHOCUH A5 AIEBOrO yNpaBAiHHA
6i3Hec-cnopamu HeobXiAHO CTBOPWUTWM MexaHi3m Bpery-
NFOBaHHSA KOHPAIKTHUX (CMiPHWX) CUTyaLlii Ta 3amnobiraHHs
HWM, a Takox crnocobis ix nikeigauii. B YkpaiHi BnpoBsa-
[oKeHHsA MegiaLii, 30KkpemMa K MeToAy BPery/toBaHHA KOH-
dnikTiB i cnopis y 6i3Heci, nepebyBac Ha eTani cTaHOB/EH-
H#A, GOopMyBaHHS opraHisaL,iiHo-MpPaBOBUX YMOB, CTBOPEH-
HA CUCTEMW 3aCTOCyBaHHA MegiaLlii y CyCninbCTBi.

AHani3 ocTaHHiX gocnigxeHb i nybikauin. barato Ha-
YKOBL|iB 3aiMasnCb BMBYEHHAM TEOPETUYHUX acrekTiB
PO3BUTKY MegiaLii, Ak MeToAy BperyatoBaHHA CropiB (KOH-
¢nikTiB), 30kpema B 6i3Heci, aHani3y MPUUNH BUHUKHEH-
HA KOHQIKTIB (cnopiB) y 6i3HEC-AiANbHOCTI Ta yrnpaBiHHI
6i3Hec-npouecaMu i NpucBsAYyBaan CBOI PObOTH L TeM.
HeopHopa3oBo pi3HOMaHITHI acnektn gaHoi npobaema-
TVKWN NpuBeEpTanu yBary Ak yKpPaiHCbKMX, TaK i 3aKOpPAOH-
HUX BueHux, a came: O. AHTOHtOK, A. biuan, A. Fonos-
yeHko, H. Tpenb, b. Jleko, A. KapneHko, 3. Kpacinoscbka,
H. Kpectoscbka, H. Mazsapaki, I'. OrpeHuyk, M. TMonilyk,
0. MoTbomkumHa, J1. PomaHagze, T. Yyiko, O. beniHcbka,
B. byuko, A. TaBpuniwuH, B. Kosupesa, B. MeaBeacbka,
t0. PosmaH, Y. [lycc doH Bepat (Joseph Duss von Werdt),
Mapkyc TeH (Marcus Hehn), ®pitbod Fadpt (Fritjof Haft),
KatapiHa ¢oH LnipdeH (Katharina von Schlitffen), P. byw
(R. Bush), A. ®onaxep (J. Folger), 4. bepok (J. Beroc), E. Py-
HeccoH (E. Runesson), M.- J1. Ti (M.-L. Gi) Ta iHwwux. Monpw
OYEBWAHY aKTyasbHICTb, Y BITYM3HAHIV NPaBOBIA HayLi LA
npobnematnka KOMMAEKCHO He onpauboBaHa. OTXe, Nu-
TaHHA CTOCOBHO edeKTUBHOCTI MegiaLii B YkpaiHi noTpebye
nozanbLUMX HayKOBKX MOLUYKIB Ta JOC/IAXEHb.

3 ornagy Ha ue, AOCNIAXEHHSA Megiauii, K MeToj Bpe-
ry/NtoBaHHA cnopiB y 6i3Heci (Bi3Hec-KOMYyHiKaLisX), € akTy-
aNbHVM 3 HayKOBOI Ta MPakKTUYHOI TOHOK 30pY.

OcobaMBOCTI 3aMpOBaf)KeHHA HCTUTYTY Megiauii B
YKpaiHi ans BperyntoBaHHA 6i3Hec-cnopie. Ha Tenepiu-
Hill Yac Megiauis sBAsE COBOO OAMH 3 HAMMOMNYAAPHILLINX
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asbTepHaTUBHMX CMOCOBIB BperyatoBaHHA CrOpPIB UM KOH-
bAiKTIB Y Pi3HUX PO3BUHEHMX KpaiHax cBiTy. Taki KpaiHu Ak
CLUA, Kanapa, ABCTpis un, Hanpuknag, HigepnaHaum Bxe
JOCTaTHbO TPUBANWIA Mepios BUKOPUCTOBYHOTb MegiaLiito
AN TOro, Wob BuMilyBaTU UMBINBHI cnpaBun. B YkpaiHi, sk
i B nepeBax<Hin BiNbLIOCTI IHWNX MOCTPAAAHCBKUX KpaiH,
JAaHWI IHCTUTYT BCe e He HabyB HaneXHOro NpaBoOBOro
Bpery/toBaHHs. BignosigHo, BNANB NOTYXHWX rnobanizaui-
MHWX NPOLECiB, AKi 3yMOBJIIOIOTH YHidiKaLito NpaBa, i LWasx
YkpaiHun o eBpoiHTErpaLii 3yMoBAOOTL MOTPEBY B rapmo-
Hi3aLii yKpaiHCbKOro 3aKOHOZABCTBA i3 3aKOHOAABCTBOM
PO3BUHYTUX KpaiH CBiTy. Takox noTpeba y 3aKOHOAaBHOMY
peryntoBaHHi iHCTUTYTY MegiaLii oTpuMana Lie binblly ak-
TyanbHiCTb B pe3ynbTaTi patudikaLii Yrogm npo acouiawito
MiX YkpaiHoto Ta €Bponeiicbkum Coto3oMm Big 16 BepecHs
2014 p.

Takum umHOM, BignoBigHO Ao cTaTTi 1 gaHoi Yrogu
YkpaiHa i €C NOBWHHI NocuatoBaTW CriBNpaLto B ranysi
cBoboam Ta be3neku, NpaBoCyAAs, 3 METOIO 3abe3neyeHHs
BEPXOBEHCTBa NpaBa 1 NoBaru 40 OCHOBOMONOXHUX CBO-
604 Ta NpaB NtOAMHN. TakoX kpaiHn EBponeicbkoro Coto-
3y NOroAMINCh Ha Te, Lo 3abe3neyveHHs KpaLoro AocTyny
[0 MpaBOCYAAA Ta BEPXOBEHCTBa MpaBa MaE BKAtOYaTV B
cebe AOCTyN AK A0 CyAOBMX, TaK i 4O No3acysoBuMx 3acobis
[N BUPILWEHH:A CropiB.

Okpim LbOro, 3anpoBajyKeHHs Megiauil B YkpaiHi ne-
pesbayeHo MAaHOM i CTOCOBHO MiABWLLLEHHA MO3mLii
YkpaiHn B pamkax pentuHry CiToBoro 6aHky “BeaeHHs
6i3Hecy” (“Doing Business”), sknin 6yno 3aTBepaKeHo po3-
nopsagxeHHam KabiHety MiHicTpiB Ykpainun Big 4 rpyaHs
2019 p. N2 1413.

Tak, AKLWO po3rnagaT CTaHOBNEHHS YKpaiHu fK He3a-
NEXHOT Aep>KaBy, MU MOXEMO NobaunTy, WO BXe 3 noyvaT-
Ky 90-x poKiB BUHWKAN NepLUi iHiLiaTUBX N yTBOPHOBaANCH
MeBHi OCepeAKy, Lo B CBOKD Yepry byayBann “mictoukn” i3
3axigHUMn Megiatopamu. Tak camo, fK i B 6inbLWIOCTi MicLib
y CBiTi, 4O MegiaLii 3BepTatoTbCA ANLLEe KOMMN BUHMKAOTb
neBHi TPyAOBI KOHOAIKTW. BignosigHo, koan y 1989 poui
po3noyanncs MacoBi MpoTecTu LiaxtapiB 3 JloHeuurHu,
TO X TyAw 6yau HanpaBfeHi aMeprKaHCbKi Megiatopu Ta
apbitpu i3 AMepurkaHcbKol acouialii apbitpis Ta 3 Pese-
panbHOI cnyx6u megiauii 1 npumMupeHHsa. Hapagy 3 umm
Megialia po3noyana CBii PO3BUTOK B COLiasbHIA ranysi.
3a niatpumkm KoopamHatopa npoektis OBCE y 2019 poui
B YKpaiHi Bifgbynacs koHbepeHLis, Wwo byna npucesveHa
25-1 piuHnLi BNpoBajxXeHHs Megiauii B YkpaiHi [88].

Y AKocTi anbTepHaTVBHOrO MNpOLeCy Bpery/toBaHHA
cnopis, BXe 6an3bko 20-TM pokiB B YKpaiHi po3BUBAETLCA
Megiauia. Tak, HalioHanbHa acouialis MegiaTopis YKpaiHu
Bi3Ha4a€, WO BMKOPUCTaHHA Megialii € KOpWUCHUM Ana
BUPIiLEHHS BinblioCTi KOHGAIKTIB, @ 0COBANBO TUX, LLO €
AOCUTb YYTIMBUMW A0 PU3MKIB Ta 36epexkKeHHs CTOCYHKIB
M penyTauiiHux BTpaT, Hanpukaazg TPYAOBWX, CIMENHWUX,
KOMEPLMHUX Uk iHWKX. Tak MegiaLis Moxe 6yTn BUKOpU-
CTaHa He3aneXHOo Bif TOro, YM 3HaXOAWTLCA CnpaBa y Cyai.
B Takomy BUMaaKy Moxe BigbyBaTUCA 40CYA0Ba, NO3acy/A0-



TlpoGremu Mi>kHapPOOHOT, HaOUIOHAJTLHOT MA pe2ioHaIbHOT eKOHOMIKU

Ba, NiCIACYA0Ba MeAiaLia a TakoX MegiaLia fka NpoxoanTb
B MpoLieci Cy0BOro posrasiy crnopy.

HuHi megiauis, y akocTi edpekTMBHOro cnocoby anbTep-
HaTMBHOTO BWPILLEHHA CMOpPIB AOCTaTHbO LUMPOKO 3aCTo-
COBYETbCS B CiMeMHMX crnopax, B HisHec-cepeAoBULLi B Ta-
KOX B coLianbHii chepi, B pobOTi 3 rpoMasamu, a Takox y
Takux rany3ax Ak I[P ta IT.

Ak 3a3Havae FOHa [MOTbOMKiHa, KepiBHULA MpPaKTUKK
aNbTepPHaTUBHOrO BUPILLEHHS CMOPIB FOPUANYHOT KOMMNaHIT
"Asters”, ekcnepT poboyoi rpynu, MesiaTopka, i3 po3pobku
3akoHY Npo MegiaLito, "Ansa 3axiaHoT BisHeC-KynbTypu BXe
[AaBHO CTajio HOPMOIO 3aCTOCyBaHHA METOZIB anbTepHa-
TUBHOTO BUPILLEHHSA CNOPIB AK IHCTPYMEHTY BperyntoBaHHs
KoH®AiKTIB. Hapasi ykpaiHCbKMI Bi3Hec, fK HIKoAW paHilue
LiiHyE He3anexHICTb Big opraHis BAaAw, Yac Ta Jobpocosic-
He 6i3Hec-CcniBPOBITHMLTBO, 30Kpema cyfoBOI. Bianosia-
HO, Halli CyAW NoTepnaroTb Bif BENMKOI KibKOCTI Cnpas i
“cncTeMHOro” HamaraHHs ix “HecucteMHo"” pedopmyBaTin”.

BignosigHo po pe3synbtatie [ocnigxeHHs [aa3bkoro
IHCTUTYTY IHHOBALLIM NpaBa Wo40 NPaBoOBWX NOTPE6 Mano-
ro Ta cepeAHboro 6i3Hecy B YkpaiHi "o, nig yac i nicas
nangemii COVID-19: npasosi npobaemu MMCI B YkpaiHi”,
y 88% Bunaakax npaBoBi NpobaemMn HeraTMBHO MO3Ha-
YaloTbCA Ha XUTTE3AATHOCTI HisHecy. [locuTb NoLWMpPEHUM
HacniZiKOM MPaBoOBUX NPobBaeM ANs YCiX MannX M cepesHix
NiZANPVEMCTB 3a3Ha4a€ETbCA BTPaTa YacTKu PUHKY, BiANOBIA-
HO 3a LM CAigye 1 BTpaTa KJI€HTIB.

3% pecnoHAeHTIB NoOBiZOMUAM NPO BaHKPYTCTBO AK
Npo HacnifoK, BKasytouw, Lo NpaBoBi NpobaeMu cnpuyn-
HAKOTb He TiIbKW TMMYacoBe, a Le i nocTinHe diHaHcoBe
Hanpy>eHHs.

B tux pigkux Bunagkax, konn megiauia 6yna 3acroco-
BaHa bi3HecoMm, 75% pecrnoHAEHTIB MOBIAOMMANY, WO X
npob6sema noBHicTio Hyna BUpILLEH. Y BUNaAKY KOAW BOHM
3BepTanncs Ao cysy — npobaema byna BupilleHa TifbkN Y
25% pecrnoHAeHTIB.

BapTo 3a3HaunTy, WO 3rifHO 3 OTPUMaHUMK pe3y/bTa-
TamMV Cy0BY CMCTEMY MiANPUEMLI He PO3INAAATb AK
edpeKTUBHUIA iHCTPYMEHT ANA BperyaioBaHHA CnopiB.
Tak fIK Lie MOB'A3aHO i3 HEeBMEeBHEHICTIO CTOPIH y TOMY, L0
CyfioBe pilleHHs byze BUKOHaHe Ta 3 HaATo TP1BaAVMU Nne-
piogamu po3srnsgy crnpas. TakuM YMHOM, MeplLue 3acifaHHaA
y MEBHIN cnpasi MoXe BiABYyTUCA TiIbKM Yepe3 MiBPOKy 3
MOMEeHTY nogaui 3asaBu. BiaznosigHO NOKa3HWKN BUKOHAHHSA
opraHiB [ep>xaBHoi BMKoOHaBuYoi cnyx6u (ABC) ebekTtms-
HICTHO MOXBAANTMCA He MOXYTb [1].

HesBaxaroun Ha Te, WO MpaBOBi 3acagy QYHKLOHY-
BaHHA aNbTEPHATUBHUX CMOCOBIB peryntoBaHHA KOHGAIKTIB
(cnopiB), 3okpema megiaLi, e popMytoTbcs, B YKpaiHi
Ha CbOTrOAHI BXE CTBOPEHO Ta YCMilHO GYHKLIOHYE Lina
HM3Ka rPOMaACbKMX Ta MPUBATHMX OpraHisauin y cdepi
MegiaLii, 3okpemMa YKpaiHcbka akazemis megiauii, Ykpa-
THCbKMIA UeHTp Megiauii npn KneBo-MorunsaHcbkini 6i3-
Hec-wkoAi, HauioHanbHa acouiauis MegiaTopiB YKpaiHu
Towo. FOpuanyHum 1a disivuHMM ocobam 3a ixHiM BaxkaH-
HAM MeziaTopamMu HaZaEeTbCA BiAMOBIAHa Aonomora.

Takox BceyKpaiHCbkUiA WwopivHuii dopym “Megiauis i
npaso”, AKWI BifOYBaeTbCA B YepBHi B MicTi Ogeca, MOX-
Ha Ha3BaTX HalbinbWw MaclwTabHuM 3axogom YAM. Takox
rpomMagcbka opraHisadis “HauioHanbHa acouialis megiato-
piB YKpaiHu" ob6'egHye MegiaTopiB 1 onikyeTbcs 3abe3ne-
UYEeHHAM AKOCTi MegiauiiHUX NOCAYT WASAXOM YHOPMYBaHHS
AIANBHOCTI MeZiaTopiB, @ TakoX LUAAXOM BMPOBAAXKEHHS
NMeBHUX CTaHAAPTIB HaBYaHHA 1 NPaKkTUKWM MegiaTopis. Ha
TenepilwHi yac, HAMY Bxe 6yno pospobreHo Kogekc
eTnkun megiatopa Ta CtaHzapTvt HaBYaHHA 6a30BMM HaBW-
ykam megiatopa. [lo HaibinbLL NOTY>KHUX OpraHi3aLi, ki
6ynn ctBopeHi B nepiog 2015 no 2019 pik € N'pomaacbka
opraHisauis "JIbBIBCbKUIA LEHTP MegiaLii”, sika B CBOKO yep-
ry WOPOKy NpoBOAWTb JIbBiBCbKMI PopyM Megiauii, po-
Mazcbka opraHisadis “Jlira megiatopis Ykpainun” [2].

Bnpogoex TpmBanoro yacy nporpama BifHOCHO pedop-
MyBaHHA cekTopa tocTuuii "Hose npaBocyaas” AreHTcTBa
CLUA 3 mixxHapoaHoro po3suTky (USAID) Hagae niagTpumMky
cypoBin Bnagi, MapnameHTy, Ypsay, NpaBHAYMM LLUKOAAM,
aABOKATCbKil CMiNbHOTI, TPOMaAAHCbKOMY CYyCMiabCTBY,
rpoMagsaHam 1a 3MI ans cTBOPEHHA YMOB GYHKLIOHYBaHHS
NiA3BITHOI, He3aneXHOoi, edpeKTUBHOI Ta MPO30POT CUCTEMM
npaBocyaas, Lo 3abe3nevye 40CTyN A0 NpaBoCyAAs Vi Bep-
XOBEHCTBO MpaBa.

B>xe 6araTto pokiB B YkpaiHi ycrillHO peani3yeTbcsa npo-
ekt EBponericbkoro Coro3y “lNpaBo-Justice”, sakuin cnpuse
CTBOPEHHIO BIAMOBIAHMX YMOB ANA BMPOBAAXEHHS Me-
Aiauii B YKpaiHi yepes: ekCnepTHWI aHani3 3aKOHOMPOEK-
TiB WOAO Megiauii 3 HafaHHAM JeTaNbHUX PeKOMeHAaLil,
NPOCBITHNLIbKY POBOTY cepes rpoMagfH CTOCOBHO 3MIiCTy
M nepear MegiaLii, NPOBEAEHHA HaBYaHHA ANA CyaAiB Ta
MegiaTopiB obaacTe KpaiHu Ta peanizauito NpobHMX Npo-
rpam BMPOBaZXEHHA MPUCY[0BOI MegiaLii y ABox obnac-
TAX KpaiHW. Y cniBnpaui 3 HauioHanbHOM LUKONOK CYAAiB
YkpaiHn B pamkax LbOro npoekty po3pobaeHo HaB4anabHy
nporpamy 41 CyaAis Npo MegiaLito. Baxxaveum € po3pob-
Ka B paMKax MpoeKTy CMifibHO 3 YKPaiHCbKOK akajeMiero
MegiaLii nigpyyHMKa NpU3HaYeHoro ANf CTYAEHTIB BULLMX
HaBYaNbHWUX 3aknagis "“Megiauisn y npodeciiHii AisabHOCTI
topucra”.

OfHVM 3 BaXUIMBUX AOKYMEHTIB, MArOTOBAEHMX Y
pamkax npoekty lNpaBo-Justice, AknMin diHaHcyeTbea €C, €
"Gap-AHania BNPOBaAXEHHA HCTUTYTY Megiauii B Ykpa-
THI", nmneHb 2020 poky. 3okpema, B aHani3i HaroaoLweHo
npo BiACYTHICTb B YkpaiHi eanHOi opraHisauii (Pagn), ska
HaBYa€E Ta MPOBOANTL KYPCW MeZiaTopiB, OpPraHi3oBye icrnu-
™, BUAae ceptmdikat Ta/abo po3pobase 3aranbHi eTUYHI
CTaHZapTV ANf BCiX MejiaTopiB, MabyTHiX Ta TWX, LLO BXe
npautoroTs [3].

OCHOBHIi acnekT\ 3aKOHOJABYOro BperyatoBaHHs Mpo-
ueAypv Megiauii B YkpaiHi. B YkpaiHi megiauis icHye sk
cycninbHa NpakTuka 4YBepTb CTOAITTA. NepLi LeHTpu Ta 06-
NacHi rpynu Megiauii 6yau ytopeHi we y 1994 podi, Ta BXe
3a KiJibka pokKiB MOTOMy 6y/n0 NMpoBeAeHO nepLui MegiaLii
AN BPEry/ItoBaHHA NpaBoOBMX CMOpiB. B Toi yac megiaTopum
npaytoBanan 6e3 BiAMNOBIAHOrO NMPaBOBOrO BPEry/OBaHHA
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X AifNABHOCTI, Ta 3ro4oM notpeba BNPOBaAXEHHA MegiaLii
B MPaBOBY cUCTEMY YKpaiHW CTana OUYEBWAHOLO.

Tako> BaX/IMBO PO3yMiTH, L0 3aKOHOAABYE BPEry/ito-
BaHHA ANA NPOBeAeHHs npoueaypy MegiaLii He NoTpibHO,
TaK fK Megiauia ABase coboro pizHoBug neperosopis. Cbo-
rogHi notpeba B NpaBOBOMY pery/itoBaHHI MegiaLii oby-
MOBJIEHA Pi3HNMUK dakTopamu, 30KpemMa HeobXiAHICTHO:

*  CNPWAHHA NiABULLEHHIO PiBHA NOIHGOPMOBAHOCTI Ha-

Ce/IeHHs 3 NUTaHHA MegiaLii Ta, BigNoBigHO, popMyBaH-

Hs AOBIPU CTOCOBHO L€l NpoLesypu 3aBAAKN posi Me-

JiaTopa, NpaBoBili BU3HAYEHOCTI CYTHOCTI Mpoueaypu,

npas i 060B'A3KIB iT y4aCHMKIB Ta iHLIOrO;

*  y3akOHeHHs npodecii MegiaTopa Ta BiANOBIAHOIO BUAY

AIANbHOCTI; HaNaroAXeHHA criBnpai 3 cygamu Ta iHWm-

MV OpraHamu 3 MUTaHb NepedaHHs CrpaB Ha MegiaLito;
+  rapaHTia peanizaLii HOpM NpoLecyanbHOro 3aKOHOAAB-

CTBa CTOCOBHO HEMOXJIMBOCTI AOMWTY MegiaTopa y fKo-

CTi CBiAKa BiAHOCHO BiJOMOCTEW, LLO CTaan Momy BigoMi

niz Yac npouecy MegiaLii;

+ 3abe3nevyeHHs AOTPMMaHHA YKpaiHot 3060B'A3aHb 3a

CiHranypcbkor KOHBEHLL€LO.

BianosiagHO, 3akoHOAaBYe BM3HAUYEHHS MOHATTA Mejia-
Ll 4a€ CyCniNbCTBY HOBI IHCTPYMEHTU Ta METOAMW, LLLO CTBO-
PHOHOTb JOCTaTHBO LUMPOKI MOXAMBOCTI ANA BCIX TPOMAaZSH,
Hagatoum iM 3mory 6inbLL epeKTUBHO KepyBaTK CBOIM BaC-
HUM XWTTAM nepebyBatoun B AKOCTI He3aneXHWX ydac-
HukiB. OpraHam ny6nivHOI BAagn Hafa€ETbCA MOXAMBICTb
3MIHUTU CyyacHy AeMOKpaTUUHy napagnrMy KepyBaHHA Ha
6inbLL BigkpuTy, AKa 6 Bignosigana iHGopmaLiitHoOMy TNy
Cy4YacHOro CyCrninbCcTBa Ta cnpusana 6 yTBEpAXKEHHIO , HO-
BUX LliHHOCTEN, natopaniamy, poueayp, notpeb Ta Metogis.
[lo Toro > NosnTMBHMM GakTOM MOXHa BBaXkaTu Te, WO
02 uepBHa 2016 poky go ctatTi 124 KoHctuTyuii YkpaiHu
6yn0 BHECEHO HOPMY, fika B CBOO Yepry BCTaHOBIOE, LLIO
3aKOHOM MOXe ByTW BM3HAYeHWI NEBHUIN 0OOB'A3KOBUIA
AOCYAOBUI MOPAJOK YPEryNtOBaHHSA CMOPY, OAHUM i3 AKUX
€ BNacHe Megiauis [4].

He3Baxaroum Ha BIACYTHICTb CrewianbHOro 3akoHy,
Megialia nopszA 3 iHWWMMWU anbTepHaTUBHUMK 3acobamu
BpEry/toBaHHA CMoOpiB YMMano POKiB pekoMeHAyBanacs
AN BNPOBaJ)KeHHA OKPeMMMM akTaMu CyfO0BOI BaajM Ta
NiA3aKOHHMMM aKTamu.

OkpimM TOro, NONOXEHHA BiAHOCHO HeObXiAHOCTI BNpO-
BaZ>KeHHA MegiaLii MiCTUTb B cOBi HU3KY MeBHUX Nporpam-
HWX NPaBOBMX aKTiB. B cnay cBoro mporpamHo-noAiTMYHO-
ro xapakTepy >O/eH 3 LiuxX akTiB He MicTuTb B cobi Hopma-
TVBHMX MONOXEHb BIAHOCHO CTaTycy MejiaTopa, npas uu
060B'A3KIB CTOPIH MegiaLii Ta iHLWWX BaX/MBMX acrnekTiB
MezialLlii.

[Jeski MOXAMBOCTI AN TOro, WO6 BNPOBaAWTM Megia-
Lit0 B NPaKTUKy HajaHHA NpaBHUYOI JONOMOrM Ta B HOpU-
AVYHY MPaKTUKY YKpaiHi Haga€ TakoX rajsyseBe 3aKOHO-
[aBCTBO. 30Kpema, 3akoHoM Ykpainun “lNpo couianbHi no-
cnyrn”, akuii Habys umMHHOCTI 1 ciyHa 2020 poky, MegiaLis
BM3HaHa 6a30BO0 COLiaibHOK MOCAYrow BiAMNOBIAHO A0
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cTatTi 16, a 3a 3akoHoM "lpo 6e3onnaTHy NpaBoOBY AOMO-
Mory” 6e3KOoLITOBHa NepBMHHA MpaBoBa A0MOMOra BK/HO-
yae B cebe MeBHWIA BUJ NPaBOBOI NOCAYTK, a came 3abes-
neyeHHs AoCTyny ocobu Ao npouesypu Megiauii 3rigHo 3
YacTuHoto 2 cTaTTi 7.

Ha cborogHiluHin geHb 3aKOHOAABCTBO YKpaiHu nepes-
6a4a€ YMMano HOPM CTOCOBHO CMPUAHHA MPUMUPEHHIO
CTOpiH. BnacHe BignoBigHi nonoxeHHs nepepbaveri y Ci-
MeiHOMy kogekci Ykpainu, LinBinbHoMy npouecyansHomy
Kogekci YkpaiHn, Kogekci agMiHICTPaTUBHOTO CyAOUMH-
cTBa YkpaiHu, [ocnogapcbkoMy npouecyanbHOMY KOAEKCi
Ykpainu Towo. Takox Megialis € OAHUM 3 IMOBIPHMX LLAA-
XiB, AKUM MOXYTb JOCATTU NPVMUPEHHS 06UABI CTOPOHW.

Takox BacHe HOPMaMu KPUMIHaNbHOTO Ta KPWUMi-
Ha/lbHO-MpOoLLeCyanbHOro npaBa BTaHOBJEHa MOXAMBICTb
npoBefeHHs MegiaLii. 3aKOHOZaBCTBO MICTUTb TaKOX
cneuianbHi HOPMK LLOAO NPUMUPEHHS 3 NOTEPniANM He-
MOBHOJITHLOI 0COBY, fiKa BUMHMAA 3N104MH. [1eBHI 3acaan
3aCTOCYBaHHA MegiaLii BCTAaHOB/IIOE KPMMiHaibHe npoLie-
CyanbHe NpaBo YKpaiHu, B AKOMY iCHY€E iHCTUTYT yrogm npo
NPVYMUPEHHSA MiX NOTEPNINMM Ta NiZ03PHOBaHUM Y 06BM-
HyBauYeHuM.

Ha wnsaxy po3BuTKy MegiaLii He MeHLL BaX/MBUM KpO-
KOM BBaXa€TbCs 3anpoBajykeHHa y LinBinbHWMIA npouecy-
anbHUA Kogekc YkpaiHu, Focnogapcbkuii npoLecyanbHUm
Kogekc YkpaiHu a Takox y Kogekc agmiHicTpaTMBHOrO cy-
JounHCTBa YkpaiHm (B pegakuii Big 03.10.2017 p. N2 2147-
VIIl) nonoXeHHs Npo HEMOXMBICTb AOMUTY fAK CBiAKa
ocobu, "fKa 3a 3aKOHOM 3060B's3aHa 36epirat B TaEMHHU-
Ui BiZOMOCTI, WO 6ynn JoBipeHi i B 3B'A3KY i3 HafaHHAM
nocayr nocepesHnLTBa TOOTO Megiauii nig Yac NnpoBeseH-
HA Mo3acyoBOro BperyatoBaHHA crniopy”. BkasaHa Hopma
nokavkaHa 3abesneymTn JOTPUMAaHHA MPUHLMMIY KOH®I-
AEeHUINHOCTI.

MianvcaHHa 7 cepnHsa 2019 p. y CiHranypi MiHictpom
rocTuLii Ykpainun Big imeHi YkpaiHn KoHBeHuii OpraHiza-
uii O6'egHaHnx Hauii npo MixkHapogHi yroan CTOCOBHO
BperyatoBaHHA CropiB 3a pe3yabTaTaMu Megialii, a came
CiHranypcbka KOHBEHLif NPO MegiaLito, MO3UTVBHO BMN-
HYNO Ha PO3BWUTOK MegiaLii, agxe YkpaiHa B3sna Ha cebe
BiMOBIaNbHICTb CTOCOBHO JOTPVMMAaHHS il MOAOXeHb, Lo
B pamkax pobouoi rpynn MiHicTepcTBa tocTuuii YkpaiHm
MocnyryBano neBHMM MOLUTOBXOM [l CTBOPEHHSA HOBOTO
NPOEeKTY 3aKOHY NPo MegiaLlito.

MoumHatoun 3 2010 poky y BepxoBHiii Paai Ykpainu
6yno 3apeectpoBaHo Hinblie 10-T1 3aKOHOMPOEKTIB LLOAO
MegiaLii, oAHaK XOAHOro TaK i He 6yno npuiHaATo. Jlnwe
npoekt 3akoHy N2 3504 “Tpo megiauito”, po3pobaeHni
MiHicTepcTBOM tOCTULT Y cniBnpaLi 3i CNibHOTOK Megi-
aTtopis, 6yno 3apeectpoBaHo B [MapnameHnTi Ta 15 annHa
2020 poky NpUNHATO B MepLloMy unTaHHi. [icha cytTeBo-
ro goonpatoBaHHA LbOro 3akoHonpoekty Komitetnom 3
NpaBoOBOI MOJITUKM Ta HayKOBO-eKCMepTHOMY yrpaBAiHHI
BepxoBHoi Pagn YkpaiHu Ta 06'€fHaHHA i3 3akoHONpoek-
Tom N2 3504-1, BHeceHUM HapoaHWM genytatoM Knouko
AA. Ta iHWKUMK genyTaTamu, Ta Bce X 16 anctonaga 2021



TlpoGremu Mi>kHapPOOHOT, HaOUIOHAJTLHOT MA pe2ioHaIbHOT eKOHOMIKU

poky BepxoBHa Paga YkpaiHu npuiiHsana 3akoH “MNpo megi-
auiro” (3akoHonpoekt N2 3504).

lfonosa BepxoBHoi Pagn Pycnan CredaHuyk yxsBanvs
3akoH "[po Megiauito Ta Haronocums: "Lle Haa3BMYalHO
Ba>/IMBUI JJOKYMEHT, WO 03BO/IUTb BUPILLUTK CBOT Cyre-
peuKu, He 3BepTatounch 4o cyay. BiH 3anpoBagye Ta Bpe-
rybOBYE CTaTyC MejjiaTopa — He3anexHOT Ta Heynepesxe-
HOI 0cobW, 3a 4OMOMOTO AKOT CTOPOHM MOXYTb BPErytO-
BaTV KOHOIKT UM cnip wasxoM neperosopis”. HUM oui-
KY€eTbCs, WO "Bnage rpajyc KOHGAIKTHOCTI B CycninbCTBi”.
"HaBaHTaXeHHs Ha cyam Byae 3HUXKEHO, BUTPATH GisHecy i
Jep>KaBun Ha CyJOMMHCTBO — 3MEeHLLEHO, a TPUBaICTb PO3-
rnsazgy cnopis i KOHGAIKTIB — cKkopoueHo. MeHLue KOHPAIK-
TiB — Bifblue KoMNpomiciB”, — 6yno 3a3HayeHo [0n0BOIO
BepxosHoi Pagn [5].

3aKOHOM BW3Ha4arOTbCA MpPaBOBi 3acagn 1M MOPAAOK
NpPOBeJEeHHA NpoLecy MegiaLii Sk no3acyAoBoi npoueaypuv
3 MeTOHO BMPILLEHHS KOHBIKTY YmM Cnopy, CTaTyc MeiaTopa,
BMMOTM 0 MOro MiAroTOBKYM, NMPUHLMAM MegiaLii, a TakoxX
iHLLI MUTaHHA, WO MatoTb BiZHOLLEHHS A0 L€l npoueaypv.

Po3noBcrogxxeHHs Al Lboro 3akoHy BifbyBaeTbca Ha
CycnifbHi BiAHOCUHW, LLO MOB'A3aHI i3 MPOBEAEHHAM Me-
Aiauii 3 MeToto y ManbyTHbOMY 3anobiraHHA BUHUKHEHHIO
KOH®AIKTIB UM cnopiB abo BperyntoBaHHSA ByAb-AKUX KOH-
bAikTiB UM CNopiB, B TOMY UNC/T CIMENHMX, UMBINbHMX, TPY-
[AOBUX, aAMIHICTPATUBHUX, FOCMOAAPCHKNX, B KPUMIHANbHUX
NPoBaAXeHHAX 3 METOK MPUMMPEHHSA MOTEPMINOro 3 Nia-
03pIOBaHNMM abo 06BMHYBaUYEHWM, a TakoX y BiZAMNOBIAHUX
crpaBax CTOCOBHO aAMiHICTPaTUBHYMX NPaBOMOPYLLEHb.

OcobanBOCTI MpoBeAeHHA Megialii B OKpemux KaTe-
ropisix KOHGAikTiB abo cnopiB MOXyTb 6yTH nepesbayeHi
3aKoHoAaBCTBOM. [poLeaypa MeiaLii MOXe NPOBOAUTACHL
e A0 3BEPHEHHS O CyAy, MiXXHapOAHOro KOMepLiNHOro
apbitpaxy, TpeTeiicbkoro cygy, abo BignoBigHO nig 4vac
[AOCYZIOBOrO pO3C/iyBaHHSA, TPETENCbKOro, CYyA0BOro Yu
apbiTpaxKHOro NpoBaAXeHHs, a TaKoX Mij, Yac BUKOHaHHSA
PilLEHHA CyAy, MIXKHApPOAHOTO KOMepLiHOro apbitpaxy
UM TpeTercbkoro cyay. B Toi xe yac npouec megiauii He
BN/IMBaE Ha nepebir N030BHOT A4aBHOCTI.

Mpoueaypa MegiaLia He 3aCTOCOBYETbCA y KOHIKTaxX
4n cropax, fKi BNAMBarOTb abo MOXYTb MaTW BM/IVB Ha
npaBa YW 3aKOHHI iHTepecn TpeTix ocib, AKi B CBOK uep-
ry He € yyacHukamu faHoi megiauii. BignosigHo, mMegiauis
Bi0YBaAETbCA 3@ B3aEMHOKO 3rof0H0 YCiX CTOPIH npouecy 3
ypaxyBaHHAM MPUHLMNIB KOHOIAEHUiMHOCTI, A06pPOBiNb-
HOCTi, HEeMTPaNbHOCTI, HeynepeAXEeHOCTI N He3anexHOoCTi
camMoro Mmegiatopa, a TakoX PIBHOCTI /i caMOBU3HaueH-
HA MpaB CTOPIH AKi NPUIAMatOTb yyacTb B Megiaii. B poni
MegiaTopa Moxe BUCTynatv disnyHa ocoba, ska nponia
6a30By MiAroToBKy Megiatopa 6e3nocepesHbo B YKpaiHi un
3a 1i Mmexamu.

MouatkoBa nigrotToBka MegiaTopiB BiAOyBaeTbca 3a
MporpaMoro HaBYaHHA OBCArOM i TPMBANICTIO He MeHLle
90 roauH, BKAOYAKOUM He MeHLe 45 roguH npakTUYHMUX
HaB4YaHb. Taka nporpama 6a30Boi MiAroToBKM MegiaTopa
BK/IOYAE B cebe He inLle TEOPeTUYHY MiAroTOBKY, a 1 Bij-

npaLtoBaHHA MEBHUX HaBMUOK Ha npakTuui. igrotoBka
MeAiaTopiB 3AINCHIOIETBCA CY6'€KTaMN OCBITHBOI Aifi/ib-
HocTi. ToMy nigrotToBka MegiaTopiB, OKpiM 6a30BOi, MoOXe
BK/ItOYaTV B cebe e 1 NeBHY crewianizoBaHy MiAroToBKy
3riHO 3 NporpamMammn HaBYaHHS, AKi PO3PO6AAOTL Cy6'eK-
T OCBITHbOI AiANBHOCTI.

3rigHO 3 UMM 3aKOHOM, MegiaTopaMu TakoX MOXYTb
6yTW BM3HaHi 0cobwu, Wo A0 HabpaHHA YMHHOCTI LM 3aKo-
HOM BXKe MPOWLLIN HaBYaHHS NeBHUM 6a30BVMM HaBWUYKaM
MegiaTopa, To6TO MegiaLii, 06cArom He meHLle 48 roavH,
AKI MOXYTb OYyTW NiATBEPAXKEHI 3a JOMOMOrOKO BiAMOBIA-
HWx cepTudikaris.

TakrM UMHOM, Cy6'eKTH L0 3abe3neUyoTb MPOBEAEHHS
MegiaLii Ta ob'eAHaHHs MeaiaToOpiB, BeAyTb PEECTPU Me-
AiaTopiB i3 AOTPMMaHHAM BUMOT 3aKOHY BiJHOCHO 360py,
36epiraHHs, NOWNPEHHS Ta BUKOPUCTaHHSA KOHIAEHLiNHOT
iHbopmauii BigHOCHO ocobu. BHeceHa A0 peecTpiB Mmegi-
aTopis, iHbOpMaLlif € 3araNbHOAOCTYMHOIO Ta BiAKPUTOHO.
TakoX PeecTpu MesiaTopiB PO3TaLLOBYOTLCA B Mepexi IH-
TEpHeT Yy BiAKPUTOMY JOCTYNI.

Be3nocepesHbO 3aKOHOM BM3HAYa€ETLCA NMOPAZOK NPO-
BeJEHHA MegiaLii, NpaBa Ta 060B'A3KN MegiaTopa i CTOpiH
MegiaLii, @ TakoX MiACTaBM NPUMMHEHHA NpoLecy MeaiaLii.
[lo Toro > 3aKOHOM BKa3yrOTbCS BUMOTU A0 3MICTy JOro-
BOPY LLOAO NPOBeAeHHs MegiaLii 1 A0 3MiCTy yroam 3a pe-
3y/bTaTaMun MPOBEAEHHS NpoLeaypu MegiaLii.

MepexifHMMM Ta NPUKIHLEBUMY MOJIOXEHHAMY 3aKOHY
6yn0 BHeCeHO BiAMNOBIAHI 3MiHM A0 Koaekcy agMiHicTpa-
TMBHOrO CyAO4YMHCTBa YKpaiHu, [ocnogapcbkoro npoue-
cyanbHOro kogekcy Ykpainu, LineinbHoro npouecyanbHoro
Kogekcy YkpaiHu, HUMu 6yn0 BCTaHOBNEHO, WO Y pasi, Koan
CTOPOHV JOMOBWAWCS NPOBECTU M03acy0Be BPery/itoBaH-
Hsl Cropy 3a ZOMNOMOTO MegiaLlii, Cys Ma€ NpaBo Oroaocu-
TV NepepBy y NiArOTOBYOMY 3acifaHHi. TakoX 060B'A3KOM
Cyfy € 3yNUHEHHs MPOBAJXKeHHS Y CrpaBi y BUNaAKy 3Bep-
HeHHsi 060X CTOPIH i3 KNOMOTaHHAM CTOCOBHO 3YMUHEHHS
NPOBaAXeHHS MO CrpaBi y 3B'A3KY 3 NPOBeAeHHAM Megiauii
Ta CTOCOBHO Mepioay AaHOTO 3yNMUHEHHS.

MepesbaueHo, WO y BUMagKy, AKLLO ZOMOBAEHOCTI CTO-
COBHO BIiZMOBM MO3MBaya Bij MO30BY, BU3HAHHA MO30BY
BiAMOBiZaueM unM yKnaZleHHsi MUPOBOI YroAn CTOpPOHamu
3a pe3y/sibTaTaMu NPOBeAEeHHs MegiaLii 6y10 JOCArHyTOo, TO
Cy4 Y BiAMOBIAHOMY pilLeHHi Yn yxBani B Nopsaaky, BCTa-
HOBJIEHOMY 3aKOHOZABCTBOM, CAMOCTIHO BUPILLYE NUTaH-
Hs BiJHOCHO MOBEPHEHHS Mo3MBady i3 AepXkKaBHOro 6ro-
JxeTy cypoBoro 36opy y po3mipi 60 BifcoTkiB, AKMin 6yno
CnaayeHo nig yac nojaHHA BiAMNOBIAHOI anenauinHol un
KacaLinHoi ckapri abo npu nogaHHi no3osy [6].

ToMy, IHCTUTYT Megiauii 4OCUTb LUMPOKO BUKOPUCTOBY-
€TbCA B Pi3HMX KpaiHax, a Lie 3HauunTb, Lo MOro 3aKoHOAaB-
Ye 3aKpinieHHs Ans YKpaiHu € BKpai BaxMBUM KPOKOM.
[o Toro x ue 6yzae BignoBigaT! 3aranbHili No3uuii Ykpainm
CTOCOBHO rapMOHi3aLii HaLioHaNbHOro 3aKOHOZaBCTBa i3
3aKOHOAaBCTBOM EBponeiicbkoro Cotosy. Tak fK NMUTaHHO
NPUMUPHUX Npoleayp B Pagi €Bponu Byno npucesyeHo
YMMano pilleHb Ta pekoMeHaauin [7].
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MpueaHaHHsa Ykpainn go CiHranypcbkoi KOHBeHLT Ta-
KO BMMarae peanisaLiii KoMmnaekcy pillyymx 3axosis WoaA0
il patudikauii BepxosHoto Pagoto YkpaiHu Ta imnemnenTa-
LT y HaLioHasbHe 3aKOHOAABCTBO YKPaTHCbKOT Aep>KaBu.

ManbyTHe 6i3Hec-megiaLii B YkpaiHi Ta ii BNIMB Ha no-
KpalleHHs no3muii YkpaiHu B pentuHry CeitoBoro baHky
Doing Business woa0 nerkocti BegeHHs bi3Hecy. PerTuHr
CeiToBoro 6aHky Doing Business, sakuin aBnse coboto pei-
TVHT, LWOPIYHO Bifo6paxarounii iHBECTULINHY npuBa-
6amBicTb 190 KpaiH — LiHHWIA iHCTPYMEHT, AKUIA KpaiHu
MO>XYTb BWKOPUCTOBYBaTW ANA CTBOPEHHA edeKTUBHOT
perynsatopHoi nonituku. PetnHr Doing Business ¢opmy-
€TbCA HAa OCHOBI MiACYMKIB KOMMAEKCHOTO AOCAIAXKEHHA
Hacnigkie pedopM y kpaiHax 3a 10-ma KNHOUYOBUMU iHAM-
KaTopamu, ki CNpsAMOBaHi Ha aHani3 GiHaHCOBOro-eKoHO-
MIYHUX Pe3y/NbTaTiB i BUABNEHHN TEHAEHLUIN Y 34iMCHEHHI
ycniwHux pedopM Ta OLHKM X epeKTUBHOCTI. Baxnnsum
NMOKa3HMKOM ANA iHBECTOPIB Y NPOLECi yXBaleHHA pilleHb
LLOAO IHBECTULiM BiAHOCHO Tiel abo iHWOI KpaiHK CBITY €
iHAEKC NerkocTi 3gicHeHHs BisHecy Doing Business. Peli-
TvHr CBiTOBOro H6aHKy GOPMYETbCA Ha OCHOBI JeTanbHO-
ro aHanisy 3arasbHuUX nokasHwkis 3a 10-ma chepamu, fo
AKNX, 30KpeMa Hasnexarb: NpoLec CTBOPeHHs bi3Hecy; 3a-
XWCT NpaB iHBECTOPIB; MiXkHapOAHa TopriB/s; 3abe3neyeH-
HA KOHTpaKTiB [8].

3rigHo 3 HauioHanbHOI €KOHOMIYHOK CTpaTerieto Ha
nepiog fo 2030 poky (gani — HauioHanbHa cTpareris),
cxBasneHoto nocraHosoto KabiHeTy MiHicTpis YkpaiHu Big 3
6epesHsa 2021 poky N2 179 "Haiigomilimm CBITOBUM pei-
TUHIOM € IHAEeKC nerkocTi BegeHHA b6isHecy (Ease of Doing
Business). BignoBigHo A0 LbOro nokasHuka, 3aBAAKy Mpo-
rpecy, AOCATHYTOMY 3@ OCTaHHi POKM, a Lie Mtoc 32 no3uuii
3a N'ATb pokiB, YKpaiHa 3aimMae 64 micue y cBiTi. B Toit xe
yac 3a AkicTro HisHec-knimMaTy YKpaiHa noku e noctyna-
€TbCA OINbLIOCTI MOCTCOLIaNiCTUUHUX KpaiH (AMB. TakoX
y [ogaaTky 2 3BiT BcecBiTHbOro 6aHky no Ykpaini 2020 y
cdepi Doing Business) [9]. 3a Mi>XKHAPOAHUM PENTUHIOM,
O 30KpemMa OLHIOE, AKICTb PeryiaTopHOro cepeioBuLLa,
icHye IHaekc ekoHoMiyHOi cBobogmn (Index of Economic
Freedom), aknin posrnagae Tpu peneBaHTHI KOMMOHEHTW.
Tak, YkpaiHa nocTynaetbcs Malixe BCiM KpaiHam, Lo no-
piBHIOIOTBLCA" 33 NOKasHWKOM “CBoboga bisHecy”.

HauioHanbHotO cTpaTerieto nepegbaveHo KoMmmaekc
3axo4iB, 30KpemMa BiAMOBIAHO A0 NYHKTY 3 610Ky 3axogis
“3a cTpaTeriyHoto Listo 2 “3abe3neyeHHs cnpaBeAnnBOro
npaBocyaas B YKpaiHi, Wwo 6a3yeTbca Ha BEPXOBEHCTBI Npa-
Ba, 3aXMCTi NpaB i cBOBOA NOANHYM, DI3UUHUX Ta OPUANY-
HWX 0ci6” 3annaHOBaHO 3A4INCHUTU YAOCKOHANEHHS CUCTe-
MW anbTepHaTUBHOIO PO3B'A3aHHA CMOPIB LAAXOM PO3pPO-
61eHHA B NMeBHOMY BCTaHOB/NIEHOMY MOPAAKY 3aKOHOMPO-
eKTiB CTOCOBHO: B,OCKOHa/I€HHA 3aKOHOAaBCTBa CTOCOBHO
Mi>XXHapoAHoro apbiTpaxy Ta npoLecyanbHUX KOAEKCIB 3
MeTO PO3LUMPEHHA MIATPUMKM 3 BOKY AepiKaBHUX CysiB
Mo BiAHOLLIEHHIO A0 MiXKHAapPOAHMX CyAiB, apbiTpaxis i Tpe-
TeNCbKNX CyAiB; MegiaLii; yctaHoBW Bi3Hec-ombyacmeHa B
Ykpaini; pedopmyBaHHsA cnctemu Tpetencbkumx cyais”[10].
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MpuiiHaTTa 16 anctonaga 2021 poky BepxosHoto Pa-
Joto YkpaiHn 3akoHy Ykpainu “lNpo megiauito” 6e3ymos-
HO O3HayaTVMe He /VLle BMKOHaHHA BULLEe3a3Ha4YeHOoro
3aB/jaHHs, ane I NO3WTMBHO BM/AMBaTUME Ha NiABULLEHHSA
no3uuii B pertuHry CeitoBoro baHky Doing Business woz0
NerkocTi Be,eHHs Bi3Hecy, OCKiNIbKN CXBaJIEHHS LIbOrO 3aKO0-
Hy cnpuaTMMe GOpMyBaHHIO HOPMAaTVBHO-NpPaBoOBOI Ha3n
MegiaLii, CUCTEMHOI AisNbHOCTI TPOMAaACbKUX i Aep KaBHUX
opraHisadin y cdepi megialii, CyTTEBO NMOKpaLLUTb YMOBHM
BeJeHHA .6i3Hecy B YKpaiHi Ta iHBECTULLINHOI AiANBHOCTI.

Y 3B'A3Kky 3 umMm, 3a iHdopmauiero KabiHety MiHicTpis
YkpaiHu, ouvikyBanocs, wo y 2021 poui B pentuHry Doing
Business YkpaiHa Moxe nigHATUCb MpuHaiMHi Ha 10 no-
3uuin. Mpote y cepnHi 2020 poky TumuacoBo CBIiTOBWUIA
6aHK BUPILIMB NPU3yNnHUTL nybaikauito pertuHry Doing
Business uepe3 HU3Ky MopyLleHb, L0 CTOCYBaaUCh 3MiH B
3BiTax Doing Business 2018 ta Doing Business 2020 pokis.
BignoBiagHO, NoBiAOMAANOCH, WO BKa3aHi AaHi He BiAgnoBi-
Janv MeTofoNOril, 3rifHO 3 AKOK BYB YKNaAEHUA PEUTUHT.
FOpuanuHa komnanis WilmerHale, BignosigHo fo cBoix aa-
HVX, MOBIJOMASAE, L0 [KEPESIOM CMOTBOPEHHSA AaHUX pei-
TUHTY Ha KOPWCTb MEBHWUX KpaiH MOMN CTaTu MpaLiBHUKM
CgiToBOro baHKy, BKAFOYHO 3 MO0 HMHILIHBOIO KepiBHU-
ueto MB® KpuctaniHoto eoprieBoto. Y XOBTHI MicsLi TOro
X POKy BMKOHaB4Yoto pagoto MB® sokasu npuyeTHOCTi He
6ynu BM3HaHI nepekoHAnBumu. Ha ubomy etani WilmerHale
roTyBaB APYruii 3BiT pO3C/ifyBaHHA CTOCOBHO MaHinynsLin
JaHux nig yac nybnikysaHHs Doing Business [11].

Ta AKLWO KasaTv Mpo 3acTocyBaHHA bisHec-megiaLii B
YkpaiHi, To 3a3HayeHe ManbyTHE, Wo byno npeactaBieHe
B po60Tax HayKOBL,iB, H/HI CTaNo PeanbHiCTO ANA NPaKTu-
KyrOUMX MeziaTopiB.

BogHouac, KepiBHMLA MpakTUKM anbTepHaTUBHOrO
BUpiLeHHs crnopi Asters, megiatopka, FOHa MoTboMKiHa,
HaroJIoLLye, L0 He 3BaXaloun Ha CBOKO JOBefeHy edek-
TVBHICTb, AOCI MegiaLis B yKpaiHCbKOMY CyCMiNbCTBi A4OCi He
CTana 4YacTuHOLO il KybTypHOro Kogy. Ta Bce 3, Lie TibKu
NWUTaHHA Yacy. AKi HanpAMKM PO3BUTKY MejiaLii BU3Haya-
TUMYTb cPepy AifANbHOCTI Ha HacTynHi 5 pokis?

MporHo3 1. Megiauia Ha nopsaaKy AeHHOMY YyKpa-
iHcbkoro 6isHecy. Omxe, chepa 3actocyBaHHA MegiaLii
3HaYHO PO3LIMPKUAACE: BOHA BKJIKOYAE He TiIbKM KOHPAIKTY
Ta cnopw, a e 1 pi3Hi neperoBopu. TakuM YMHOM, Mif Yac
neperoBopiB KOHMAIKT MOXe Lie i He BUHUKHYTM, Ha Bij-
MiHY BiZ, KOH®AIKTY iHTEpEeCiB, AKUIN MOXe ByTU peanbHUM
UM NOTeHUiHUM. B Takomy BMNaaKy KOHOAIKT iHTepeciB
HaliMOBIpHiLUe, BXe Mae Miclie, TOAI MegiaTop Jomnomarae
yyacHvKaM MeperoBopiB NPUATM A0 CMiNBHOMO pPilleHHA
npwv LbOMY ypaxyBaBLUW iHTepecu BCiX CTOPIH.

Tak, oaHieto 3 TakMNogibHUX ranyselt y Bi3Heci € Mmegi-
auia M napTHepamu. BnacHe cama megiauis Bxe cTana
HeBiZ'€MHOIO YaCTUHOO MoyaTky bisHec-napTHepcTBa: nNpu
nobyzoBi HoBOro Bi3Hecy; Mig Yac 3anyyeHHs y 6isHec, Wo
BXe MpaLog, HOBOroO MapTHepa; Npu 06'efHaHHI Bi3Hecis,
AKi BXe MnpaLtotoTb. BiaznosigHo, Ha gaHoMy eTani, YacTile
3a BCe, MiXX NapTHepaMun KOHOAIKT BiACYTHIN. BoHW HaBna-
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KW 3auikaBfeHi O4MH B OAHOMY Ta obuiBa HanalUTOBaHi
cniBnpautoBaTty. B TakoMy pasi peanbHUMM € AOCUTb BUCOKI
LIaHCK MOXJIMBOCTI JOMOBUTUCA 3 YCiX MPOBAEMHUX NUTaHb
TUM CaMWUM Ha MabyTHe ybe3neunTy B3aEMOBIAHOCUHW.

Tak MegiauiiHe 3acTepexeHHs MOCTaE HeBij'eMHON
YacTMHOO BinbLOCTi goroBopi.. Mig Yac yknageHHs Aoro-
BOPY B AKOCTi NonepeAHbOro, nepes Cys0BUM PO3rafioM,
cnocoby BUPILLEHHSA CMOPY CTOPOHW nepesbayatoTb Megi-
auito.

MporHos 2. Megiauia mae 3akoHoAaBue NiArpyHTa B
YkpaiHi. CTBOPIOETbCA NpaBOBe NnoJsie MegiaLlii Ak okpemo-
ro iHCTUTYTY, AKNIA BUKOPUCTOBYETLCA ANA BPEry/tOBaHHA
6yab-AKMX BMAIB CropiB. BignosigHo, Ha 3akoHOAaBYOMY
piBHI GOPMYIOTLCA OCHOBOMOJIOXHI MPUHLIMMNN NpoLeaypwu
MegiaLii, OpiEHTMPU NPOdECINHOro PerytoBaHHA a TakoX
6a30Bi BUMOTY LLLOAO MiArOTOBKN MegiaTopiB.

Okpim TOro, cTpaTteriyHuii Po3BMUTOK CUCTEMU MPaBoO-
CyAAs Yepe3 PO3BUTOK albTEPHATUBHOMO BUPILLEHHA Cro-
piB noAinwye Ao Hei 4ocTyn. TakoX 415 OKPEMUX KaTeropit
cnpaB 6yn0 BM3HaueHO 0OOB>A3KOBMIA JOCYAOBUIA Nops-
[OK BMPILLEHHSA CMOPIB i3 3aCTOCYBaHHAM MeiaLii A iHWnX
npaKkTuK, a Takox By/n0 onpauboBaHO MUTaHHA CTOCOBHO
BMPOBaJXEHHA IHCTUTYTY MUPOBOTO CyAAi.

Bbyna cxsaneHa KoHeeHLia OOH "Tpo MixkHapogaHi yro-
4v 3a pesynbtatamu Megiauii” (United Nations Convention
on International Settlement Agreements Resulting from
Mediation). BignosigHo YkpaiHa 3HaxoauTbCsA cepes, Kpa-
TH-nignucaHTiB. Taka KOHBEHLLiA MOK/JMKaHa MONETINTK Ta
YMOXJ/IMBUTU BUKOHAHHSA pilleHb, Wo 6yan JOCATHYTI CTO-
poHamu y npouieci MegiaLii B Pi3HUX IOPUCAMKLIAX B MiXK-
HapOAHUX KOMepLiMHMX cnopax. Ha 3paa3ok iHCTpymeH-
Ty BVW3HaHHA i BUKOHaHHA pilleHb, AKX Byno fOCArHyTO
B pe3ynbTaTi Megiauii, Hanpuknagi Tvx, fKi nepesbayeHi
Hbto-Mopkcbkoto KoHBeHLieto ,Big 1958 poky, Npo BMKO-
HaHHA N BU3HAHHA IHO3EeMHWX apbITPaXKHMX pilleHb.

MporHo3 3. HanaropykeHa B3aeMoAia 3 CyA0BOIO
cuctemoro. Pasom 3 megiaTopamu cniBnpaLoroTh i CyAdi,
BOHW BWKOPWUCTOBYIOTb A@HWUW iHCTPYMEHT 3 MeTOok po3-
BaHTaXWUTW CyAoBYy cucTeMy. TakoX 3a JOMOMOroto megi-
aLii BNPOBaJXKeHO MeBHi IHCTPYMEHTU ANA CTUMY/IOBaHHA
CTOPIH BiJHOCHO BPEry/ItoBaHHA COpPY MUPHUM LLAAXOM K
[0, Tak BNPOJOBX Cy0BOro po3rasagy cnpasu. Takum uu-
HoM, BignoBigHumMK ctattamu LIMNKY, KACY Ta ITIKY, 6yno
3aMnpornoHOBaHO, WO CTOPOHW MOXKYTb AINT NMPUMUPEHHS,
Bi4NOBIAHO came WAsAxXoM Megiauii. Lle moxe BigbyBatuch
Ha 6yab-fAKi CcTagii CyAOBOro npouecy, a BXe pe3ynbtat
[OMOB/IEHOCTel 060X CTOpIH MOXe OpOopMIOBaTUCL fAK
MupoBa yroga. Okpim Toro, nig Yac nigrotoByoro 3acigaH-
HA CyZ 3>ACOBYE, UM MarOTb CTOPOHM BaxkaHHA MPOBECTU
nosacyzoBe BUpILLeHHs Cropy 3a JOMNOMOroto Megiadlii. ¥
pasi 3roau CTOPiH y NiAroTOBYOMY 3acifiaHHi OroNoLY€ETbCS
nepepsa.

B TOIM Xe uac npwv 3BepHeHHi 060X CTOPIH i3 KNOMOTaH-
HAM CTOCOBHO 3YMWHEHHS NPOBaJXXEHHA y CrpaBi B 3B>A3Ky
3 NpoBeAeHHAM Megiallii, To y cyaa 3'ABNA€Tbca 060B'A30K
ANS 3YMVHKM NPOBaJXKEHHA Ha TepMiH NPOBeAeHHA Mejia-

Lii, Ta el nepiog He Mae nepeenwBaTth 90 AHIB 3 MOMEHTY
MOCTaHOBAEHHSA CYZJOM YXBan NMPO 3yMUHKY NPOBaJXKEHHS.

OkpiM TOro, yciM CTOpOHaM CyAOBOro MPOBaJXKEHHH,
LLLO BUPILLYIOTb CBIill CMip 3a JOMOMOro Megialii, nepes-
6ayeHi neBHi GpiHaHCOBI 3a0X04YeHHS. TakuM YMHOM, MO3Nn-
Bauy, CKap>XXHWKY YW 3asBHWKY, Y BMMAAKY YCMilUHO Mpo-
BEJEHOro npouecy mMegiauii 3 gep>kaBHoro 6rogxxety byae
nosepHyto 60% cysoBoro 36opy, skuii Byno cnaadeHo
npwv NojaHHi No3osy, anensaLinHol abo KacaLinHOi ckapri.

MporHo3z 4. Megiauis — 3anopyka e¢eKTMBHOro
ropucra

B YkpaiHi Bce 6inbw HabyBae akTyanbHOCTI MUTaHHA
eeKTVBHOrO tOPUCTa, AKMI AIATUME AK "CriBMpaLoroUnia
topuct” [collaborative lawyer], Wwo B HaNbiNbLL NPUAHATHWIA
ANA BUPIWEHHA KOHPAIKTY cnocib, gonomarae kiaieHTam
BperynboByBaTW crnopw. B3arani 6yab KoMy Ki€HTY nogo-
6a€TbCA, KOAM A0 HbOTO NPOABASAIOTL TYPOOTY, BiANOBIAHO,
AbatoTb npo Moro penyTtauito. Came uepes Le € Beaunka
MMOBIpPHICTb, LLO BiH Byae 3anyyaT HOBUX KAIEHTIB.

Takox, Megiauis A03BOAMAA YPiI3HOMAaHITHUTM MOPT-
denb nocayr, WO NPOMOHYTLCA tOpUcTamMu, Lie, B CBOO
yepry, Ha PUHKY HOPUANYHUX NOCAYT MOXe CTBOPUTU J0-
JaTKOBI TOUKW andepeHuiaLii. BianosigHo, BaacHe nigepu
PVIHKY FOPUAVYHMX MOCAYT aKTUBHO CMPUAIOTL HabyTTHo Ha-
BMYOK MegiaLii ix paxiBuamn.

MporHo3 5. TexHonorii Ta megiauia. Mg BnavBoM
naHAeMii KOPOHaBipycy Ta, Y 3B'A3Ky 3 UMM, nepexoay 6i3-
Hec-KOMaHZ Y PexXum AncTaHuinHOT poboTu i3 BUKOPUC-
TaHHAM LMbPOBUX TEXHOOTIN ANA 3B'A3KY MegiaLlis yoco-
6una we H6inbll XUTTE3[ATHE PileHHSA. Tak AK BUPILLEHHA
crnopiB TakoX BigbyBaeTbcs B OHMaWH-cepegosuii (ODR
un Online BperynroBaHHA CropiB), BiAMOBIAHO NpW BUPI-
LEeHHI KOHNIKTIB Ta cyrnepeyvok Hajaroum 6i3Hecy aBTO-
HOMHICTb Ta He3aNeXHICTb.

Hanpwvknag, couianbHi Mepexi, Bigeo-koHbepeHL3B>5-
30K, Zoom, OHNaiH-NAaTGOPMU Ta iHLLI TEXHOAOTIYHI, Lnd-
poBi iIHHOBALLT HEOAHAPO30BO AOBENN CBOKO edeKTUBHICTb
niZ Yac HagaHHA Nocayr Megiauii He3Baxaroun Ha obme-
XXEeHHS y nepecyBaHHi Ta 3aKpUTi KOPAOHM.

MporHo3 6. Megialia B HaBYaNbHUX 3aK/iagax. Bia-
MoBiZHO, HaBYaHHA Ta NiArOTOBKa 3 MUTaHb NocepeAHULL-
TBa Ta BMpIiWEHHA KOHMAIKTIB PO3MOYHETbCA B LUKINbHUX
yCTaHOBax Ta CTaHe YaCTMHO HaBYa/bHOI Mporpamu ocBi-
TV Ha BCiX PIBHAX, AK A1 Aep>KaBHOrO, TaK i Anf npusat-
Horo i cekTopiB. YacTMHOO CTaHAaPTHOI HaBYaAbHOT NPO-
rpamu Ans CTYAEHTIB BXe CTalu MiXXAUCLMNAIHAPHI Kypcu
3 BUpPILLEHHA KOHONIKTIB. ToAil AK MegiaLiiHi HaBUUKW, Bif-
MOBIAHO, CTa/M YaCTUHO YCiX NPOdecinHMX Nporpam ac-
nipaHtypw [12].

MpuiHATTA 3akoHy YkpaiHu “Tpo megiauito” npusese
A0 PopmMyBaHHA B YKpaiHi €Bponencbkoi 36anaHCcoBaHOI
CcUCTeMU BUpILEeHHA KOHOAIKTIB TOBTO crnopis, fika 6yae
BPaxoByBaTW MparHeHHA Ta iHTepecu rpoMajsH Cycrnifb-
ctBa. Tomy, edekTuBHICTb pedopmu CyAOBOI cMCTeMU B
YkpaiHi, BnacHe, 3aneXuTb Big OYHKUIOHYBaHHA Ha piB-
Hi 3aKOHY HOPM CTOCOBHO a/bTePHATUBHOIO BUPILLIEHHA
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crnopis. BignoBigHO, yxBaneHHs Ta BBEAEHHA B Ait0 3aKOHY

Ykpainn "Mpo mMegiaLito” Moxe 6yTn CNPUAHATO CycCniab-

CTBOM #K "NiKN", O CMPUATUMYTb MOro “ofy>KaHHI" Big

3axBOPIOBaHb, WO MOB'A3aHi 3 Hanpukaag 3 CiMenHUMU

cBapkamu, "TenepoHHUM npaBom”, KOHGAIKTaMU MixX po-

AMYaMU UK cycifamu, KOPYLiE, TOLLO.

OkpiM TOro, 3aKOHOAaBYO BpeEry/JbOBaHWI npoLec
MegiaLii 6yAe CnpuATK WBUAKOMY BPEry/toBaHHIO rocrno-
JAPCbKUX, LMBINBHUX, CIMEMHWX, TPYAOBMX Ta aAMiHicTpa-
TMBHMX CNOpPiB 6€3 BUKOPUCTaHHA KOLUTIB 3 MicL,eBoro abo
JEep>XaBHOro OOAXKETIB Ta 3MEHLUNTb Y CYAi KiNbKiCTb Ha-
BaHTaXKeHHA CrnpaB Ha CyAA0, PO3LIMPUTL NMOBHOBAXEHHSA
HOTapiyciB Ta MOCUANTL PiIBEHb AOBIPW FPOMaAAH 4O Cyay,
a JOMOB/IEHOCTI, L0 AOCATAtOTLCA B NpoLieci Meiauii, Ta B
CBOIO Yepry, byayTb BUKOHYBaTUCh [13].

Y BepecHi 2021 poky B pamkax npoekTty MpaBo-Justice,
AKMIA  PiHaHcyeTbca €C, rpyna MiDKHapOAHUX eKCrnepTiB
34iiCHUNA aKTya/lbHWUI aHani3 BNPOBaAXeHHA Megiauii B
YkpaiHu, 30kpemMa B LIMBINbHMX Ta rOCMOAapCbKuX CripaBax.
34iMCHMBLUM aHaNi3 3aKOHOZAABCTBA, KPaLLMX EBPOMENCbKNX
NpaKTUK, 3arabHOYKpPaiHCbKOTro JOCBify, eKCnepTy Ainwan
HaCTYMHUX BUCHOBKIB Ta peKoMeHaLlii:

1. CyvacHwuii eTan po3BuUTKYy Megialii B YKpaiHi xapakTe-
PU3Y€ETbCA MOTPEOOID Y BXUTTI 3aX04iB 3 MiABULLEHHA
NoiHPOPMOBAHOCTI HaceNeHHs NPO Megialito Ta BNpo-
BaZ>KeHHS CTUMYNtOBaHHA CTOPiH CNOpy A0 BUPILLEHHS
Cropy WASXOM MegiaLlii.

2. Megiauis goBena cBoto ePpeKTUBHICTb LLOAO LLIMPOKOTrO
CMeKTPY LMBINBHUX Ta roCcnoAapcbKux Cropis Ta 403BO-
Nfie CTOPOHaM 36epertu pecypcu (4ac, rpoLLOBi KOLL-
TW) Ta CTOCYHKW. TOMy BaX/MBO, W06 CTOPOHM Crnopy
3Ha/IM NPO iCHYBaHHA MegiaLlii AK anbTepHaTUBUN CyA0-
BOMY pO3rasgy, po3yminn ii CyTHiCTb Ta 0CO6/aMBOCTI,
6yn1n 34aTHI OLiHUTW NepeBarn MegiaLii Ana BMpiLLeH-
HA HasBHOrO Cropy Ta MOMAW 3PO6UTK YCBIAOMAEHWIA
BMbip cnocoby Bpery/itoBaHHsA cBoro crnopy. Big akocti
iHbOPMyBaHHA NPO MegiaLito 3a1eXnTb, Y roToBI Hy-
AyTb CTOPOHW CKOPUCTATUCA HEHO ANl BUPILLIEHHA CBOrO
cropy.

3. OfHvM 3 Halbinbll ePeKTUBHMX Ta WBUAKMX CNocobiB
CMPUAHHA NOLUMPEHHIO MegiaLlii € HaZlaHHA 060B>A3KO-
BOCTI 3yCTpiyam CTOPiH 3 MeAiaTOpOM 3aA1a OTPUMaH-
HA HMMW MOBHOI iHbOPMaLil NPo MeAiaLito Ta OLHKK
Cnopy Ha MegiabenbHicTb. PekoMeHg0BaHa Ha3Ba Takux
3ycTpivert — iHGopMaLiiHO-OLiHOYHa 3yCTpid 3 Mejia-
Topom (I03M) [14].

BucHoBkuU

MpoBeseHe AOCNIAXEHHA AOMOMOra€e 3pobutT BUCHOBOK
BiZIHOCHO TOTO, WO Megiauis B YKpaiHi Ak cnocib BMpiLLeHHs
LMBINILHMX CMOPIB CTBOPUTL YMOBM AN5 MOLLYKY CTanuX, 3a-
rafbHOMPUIHATHUX Ta XUTTE3ZATHUX pileHb. JopeyHicTb
BMPOBaZXEHHS IHCTUTYTY MegiaLlii y BiTYM3HAHIV NpaBoBiit
CUCTEMi 3aCHOBYETLCA Ha MEBHUX MO3UTUBHUX pe3yabTaTax
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NPaKTUKK 3acTOCyBaHHA Megialii B 6araTbox KpaiHax CBiTy,
a Lie B CBOIO Yepry CTa€ NokasHMKoM epeKTUBHOCTI JaHOro
BnpoBaaXeHHsA. OKpiM TOro, BCe Lie BiAnoBigaTume nosmuii
YkpaiHn LWoao rapmoHisaLii HaLioHaNbHOro 3aKkoHOAaB-
cTBa i3 3aKoHoAaBcTBOM E€C, Tak fiK MUTaHHIO MpoLesyp
NPYMUPEHHA BYy/NI0 MPUCBAYEHO YMMAN0O PeKOoMeHAaLin i
piweHb Pagn €sponu.

MepeBaru iHCTUTYTY MegiaLii Anf CyyacHOro ykpaiH-
CbKOTO CyCninbCTBa JOCUTb CKAAHO MEPEeOLiHUTK, CoAM
BiJHOCATb: PO3BaHTaXeHHA Cy0BOI MKV BNaAw Ta 3aolla-
JOKEHHA Yacy i KOLTIB; THYYKiCTb Ta iHAMBIAYaAbHWUIA NiAXi4,
[0 KOXHOTO Cropy; NocepesHuLIbKNA xapakTep Ta A06po-
BINIbHICTb. 3BMYaHO, CYAOBUI CMOCIO BperyatoBaHHA Crno-
piB 3aBXAW byAe akTyaibHUM W HEOOXIAHWM, YTiM, NOLK-
PEeHHA 3acTOCyBaHHSA MegiaLii cTaHe NPOABOM LiHHICHWUX
OPIEHTUPIB NPaABOBOT Aep>KaBu AK TaKo.

Ha moro aymky, YkpaiHa noTpebye cuctemHoro pedop-
MyBaHHA 3aKOHO/aBCTBa, a He dparMeHTapHOro NPURHATTA
3aKOHY B Ui ranysi. Xoua chig Bi3HaUUTH, LLIO NPUNHATTA
nicns 6araTopiYHUX ANCKYCil Ta CynepeyoK Mix NoAiTMkaMm
Ta topuctamu 16 anctonaga 2021 poky BPY 3akoHy YkpaiHu
“Mpo mMegiauito” € HaA3BNYANHO BaXKIMBMM KPOKOM 3 TOUKM
30py 3aKOHOZaBYOro 0POPMAEHHA FPOMaACbKMX BIJHOCKH
y chepi mMegiaLlii. loro NpURHATTA cNpuATAMe NPUCKOPEH-
HI0 iMnnemeHTalii CiHranypcbkoi koHBeHLii OOH “Mpo
MegiaLito” Ta CTBOPEHHA Cy4acHOi HOPMaTMBHO-NPaBOBOI
6a3un Ans YCiX yYacHWKIB MegiaLii. Y cBoro yepry Le cnpwu-
ATUMe MOKpaLleHHIO YMOB BefeHHA b6i3Hecy B YkpaiHi Ta
3POCTaHHIO EKOHOMIKM HaLLoi gepxxasu [15].

YkpaiHcbka Mogenb Megialii Mae BpaxoByBaTW AOCBIA
3apybidOKsA:  KOHKpeTM3auito npaBun  KOHOIAeHUINHOCTI;
3aNy4yeHHs A0 Megiauil; BifNoOBiAaNbHOCTI MeziaTopis, BU-
Moru Ao KBanidikalii MeiaTopa; a TakoX MOX/UBICTb H6e3-
KOLITOBHOT Npoueaypu Megiauii. Tinbkn Takuid nigxia 6yae
3anopyKoto eGeKTUBHOro QyHKLIOHYBaHHSA IHCTUTYTY Mei-
aujr.

B YkpaiHi BNpoBagyeHHs iHCTUTYTYy MegiaLii Baromo
MoB'A3y€ CyyaCHUN PO3BMTOK MPaBOBOI CUCTEMU YKpaiHu
3 il eBpoNencbkUMK aHanoramu, npiopmMTeTaMu Ta LiHHO-
CTAMM PO3BUTKY LIMBINI30OBAHOrO CyyacHoro cBiTy. BnacHe
y3aKOHEHHS €BPOMENCbKUX LIHHOCTEN B Halil AepkaBi
B CBOMO 4epry cpopmyBano MonuT CycninbCTBa Ha reHe-
pauito KyabTypy MiANPUEMHULBKOI AifbHOCTI, AKY TakKoX
HEMOXINBO yABUTM 6e3 JOTPUMaHHA NPUHLWNIB NPaBOBOT
KynbTypu. Bce Lie npusBeno 4o po3BWTKY CTaHAapTiB yec-
HOCTi, JO6POCOBICHOCTI Ta BiANOBIAANBHOCTI Gi3Hecy, Lo
6a3ytoTbCA Ha NMPUPOAHMX NPUHLMNaX npaea, Ta chopmy-
BaJIo 3acajun ANA akTyani3auii 3acobiB camoperyntoBaHHs.
3ragaHe BuLe 6e3nocepesHbO CTOCYETLCA CaMOro MopAs-
Ky BUPpILIEeHHS KOHOAIKTIB i cnopis. B cBoto uepry Bnaga,
30KpeMa, 3aKOHOZaBu4a, MOBMHHA pearyBaTi Ha NoTpebu
CyCMiNbCTBa, LWAAXOM 3anpoBaZXeHHs Yy MpaBOBOMY pery-
JItOBAHHI BigMOBIAHWX 3MiH.

3 ornaay Ha pesynbTaTh LibOro AOCHiAXKEHHS AOLINbHO
BM3HAYMTU Taki NPONo3uLii LOAO NMOAANbLIOrO PO3BUTKY
MegiaLii B YkpaiHi, 3okpema y chepi bizHecy:
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1. BignosigHo fo npuiHatoro 16 auctonaga 2021 poky
BPY 3akoHy YkpaiHu “Mpo Mmegiauito” 3abe3neuntn
CBO€YaCHe MPUIHATTA KOMMAEKCY NiA3aKOHHUX HOPMa-
TVBHO-NPaBOBMX aKTiB y cdepi MegiaLil.

2. 3abe3neunTtn skHanckopiwy patudikauito CiHranyp-
cbkoi koHBeHUii OOH "Mpo MidXXHapogHi yroamn 3a pe-
3ynbTatamu megiauii” (United Nations Convention on
International Settlement Agreements Resulting from
Mediation) Ta iMnaemMeHTauito i NONOXKEHb A0 Hauio-
Ha/lbHOrO 3aKOHOAABCTBa YKpaiHu.

3. Y KOHTEeKCTi eBpONencbKOI iHTerpawii YkpaiHu 3abesne-
UYWTM FrapMOHi3aLlit0 HaLiOHaJIbHOTO 3aKOHOAABCTBA i3
3akoHogaBcTBoM €C.

4. TIpoAOBXMTW BNPOBAAXEHHA B YKpaiHi MiXKHapOAHMX,
30KpeMa €BPOMENCbKMX CTaHAApPTIB, y cdepi Meaiauil.
AKTUBHO BWKOPWCTOBYBaTK B Lili pobOTi JOCBIA Takmx
kpaiH cBiTy ik CLUA, HimeuunHa, ®paHuis.

5. OpraHam Bnagun YkpaiHu, i3 3anyyeHHAM npeAcTaBHU-
KiB Bi3HeCy Ta rpoMajCbKvx opraHisaLii, MpoBOAUTH
B YKPaiHCbKOMY CyCMibCTBI aKTUBHY PO3'ACHIOBaNbHY
po6OTy LOAO NO3UTUBHOMO 3HaYEHHA MeiaLii.

6. OpraHam Bnaau YkpaiHu, i3 3anyvyeHHAM npejcTaBHU-
KiB Bi3Hecy Ta rpoOMajCbKMX OpraHisauii, BXvBaTH no-
CTINHMX 3aX04iB LWOAO0 GOPMyBaHHSA Cy4YacHOI KyabTypwu
NiANPUEMHNLBKOT AIANBHOCTI 3 BUKOPUCTAHHAM MO3W-
TVBHMX 3400YTKiB i3 BMPOBaAXXEHHA MeiaLlii.

7. OpraHu Bnagv MaroTb BXMBATU AI€BMX 3aXOAiB LWOA0
nojonaHHa 6ropokparii Ta kopynuii B YkpaiHu, Hacam-
nepes, B CyfOBUX OpraHax, OCKi/lbkW BOHUW € OfHi€t0 3
MPVYNH PO3BUTKY MegiauiiHnX npoueayp, AKUMKU Ha-
BPAJ UM 3MOXYTb KOPUCTATUCh BiNbLLICTb HaceneHHs 3
OrNfAly Ha BMCOKY BapTiCTb NOCAYr MeZiaTopiB.
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Problems of International, National and Regional Economy
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Current state and perspectives of business mediation development in
Ukraine

Recently, the mediation institution has become of great importance in de-
veloping Ukraine’s legal dispute resolution culture. Under current conditions,
Ukrainian society needs mediation in almost all legal relations. The establish-
ment of several public organizations that distribute mediation in Ukraine is
evidence of that. Today, society needs new, progressive, out-of-court dispute
resolution methods between businesses, with minimal time and cost. There is
currently a lack of adequate forms of conciliation in Ukraine, leading to over-
burdening court. Litigation is becoming a costly “red tape,” as many cases are
sometimes deliberately delayed. Highly qualified lawyers are generally unavail-
able to the vast majority of the citizens.

One of the measures of decentralization that provided an opportunity to
narrow the sphere of state influence on society and replace it — is the intro-
duction of mediation as an alternative dispute resolution, particularly in busi-
ness. In addition, the proliferation of mediation will help to reduce corruption
in the judiciary, as the citizens and legal entities will be more likely to use out-
of-court dispute resolution.

In Ukraine, the introduction of the mediation institution, particularly as a
method of business conflicts and dispute resolution, is at the initial stage, in-
cluding the formation of organizational and legal conditions and the establish-
ment of the system of mediation application in society.

Keywords: mediation, business, international mediation tools and standards,
Ease of Doing Business Index, economic relations.
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Development of Investment Policy for Stimulating a
Company’s Economic Activity in Nigeria (Based on MTN
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The type of investment policy in any country has a big influence on the level of
growth and development of business activities. If the investment policy is favorable
and adaptive, it enhances business activities to flourish and bring economic develop-
ment. However, if it is not, it can stifle business growth and economic development
in the country.

This article analyzes the impact of the foreign direct investment policy adopted
by the Nigerian Government on economic growth in the country with a particular
focus on MTN Nigeria, a foremost telecommunication company in Nigeria. It further
analysis the economic activities of MTN as a company by its impact on the GDP of
Nigeria as a country, the company’s financial activities, threats and risks it has to
combat and mitigate inorder for it to achieve these phenomenal and outstanding
results over the years of its existence as a corporate entity in Nigeria.

The article therefore summarily establishes foreign direct investment policy as
one of the investment policies that drive economic growth and business develop-
ment especially in the telecommunication industry in Nigeria. [t compares the for-
eign direct investment policy in Nigeria as against the indigenization policy previous-
ly adopted which stifled the growth of businesses in Nigeria and further recommends
the foreign direct policy as a more effective and liberal policy that allows the Nigerian
economy to thrive and business economic activities to grow at the same time.
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Nigeria is Africa’s largest and the 6th world largest produc-
er of Crude Oil and historically, Foreign Direct Investment
has been mainly directed at this industry and outside the oil
sector, Investment has been low.

This has largely been due to the previous policy adopt-
ed long before the Year 1995 known as the Nigerian En-
terprises Promotion Decree also called the “Indigenization
Policy” which limited and restricted Investment in other
sectors of the economy.

The idea behind the Nigerian Enterprises Promotion
Decree (NEPD) was for the following reasons:

+ to effect the changes in the ownership structure of
businesses in the country of Nigeria;

+ to provide opportunity for indigenous capital to have a
major control of the economy of the day;

« To restrict the economic activities of foreign companies
to certain areas and allow those firms to add Nigerians
as partners.

During this period, about 1.100 companies or more
were affected, some companies had to transfer their equi-
ties through private placement arrangement and the others
listed on the stock exchange. A combined total of 81 com-
panies listed shares on the stock exchange which are worth
a total value of 210 million naira while majority offered the
shares through private placement.

The decree was however repealed in the year 1995 with
the promulgation and announcement of the Nigerian In-
vestment Promotion Act, which birth the Foreign Direct In-
vestment Policy in Nigeria, the subject of which this thesis
is based on.

The aim of the paper is to establish the analytical re-
lationship between foreign direct investment and growth
of a company in Nigeria concerning the MTN group using
analytical and statistical methods. In order to achieve the
goal, the following tasks must be fulfilled:

+ to determine the investment policy Framework and
its evolution in Nigeria that brought about economic
growth of the country;

« to determine the various types of regulatory policies
that guide investment in Nigeria;

+ to establish the various theories that proof the relation-
ship between Foreign Direct Investment Policy and Eco-
nomic growth of a country;

+ to analyze extensively using formulas the relationship
between Foreign Direct Investment and Telecommuni-
cation growth in Nigeria;

+ to analyze the growth of MTN Nigeria (the object of this
article) and its overall economic contribution to Nigeria
as a country;

+ to determine the competitive benefits of digital Foreign
Direct Investment on the Nigerian Economy.

Database of the paper. For the purpose of this article the
data collected and used were obtained mainly from the sec-
ondary sources and these include the following underlisted:

Problems of International, National and Regional Economy

+ The Central Bank of Nigeria (CBN)- From its statistical
bulletin.

* National Communication Commission Data base.

* Pyramid Research Data base.

*  Newspapers & Journals.

* Quarterly Report of MTN Group of companies.

+ United Nations Conference on Trade and Development.

+ Investment Policy Review of Nigeria- United Nations,
New York and Geneva.

*  UNCTAD Reports prepared by Rory Allan, Stephen Young,
Massimo Meloni and Nana Adu Ampofo, Geneva.

»  UNCTAD, FDI/TNC database, World Bank) Doing Busi-
ness.

*  World Development Indicators and Global Develop-
ment Finance. UNDP Human Development Report.

Methodology

The main goal of this article is to determine the relationship
between foreign direct investments and economic growth
using the telecommunication sector of the economy as a
focal point and Nigeria's economy as a reference point.

For this purpose, we used the regression analysis — er-
ror correction model (ECM). Time series variables are used
and is therefore compulsory to test the properties of the
time series data.

Research overview

Investment policy and its influence on economy has been
studied by Ukrainian scientists: V. Pylypenko, studied state
policy in innovation development and mentioned “an effec-
tive state innovation policy is a much stronger incentive for
the development of the country’s economy than a large raw
material base or a geopolitical position” [11]. We can also
highlight the publications of V. Gusev, who considers inno-
vation policy as a means of developing the national econo-
my. P. Mykytiuk with changes in budgetary for activation of
the innovation processes. In addition, the publications of sci-
entists from post-Soviet countries: A. Afonasiev, E. Ashirov,
N. Batov, V. Belskyi, T. Dudayev, P. Kamennov, O. Maksimova,
E. Makhmudov, Z. Musostov, A. Ostrovsky, L. Trygubovich.
and others. Sure, an important role belongs to foreign sci-
entists as J. Shumpeter, who was one of the first researcher
in innovation sphere. Also, R. Nelson, C. Winter, C. Phrimena
and some others theory which described below.

A lot of scientists worked with innovation policy, but
therefore, a number of questions remain relevant regarding
the role played by governments in the implementation of
innovations.

We begin by using reviewing theories that establish the
relationship between foreign Direct Investment and the in-
crease of telecommunication sector like MTN Nigeria and
the economic development of Nigeria at large.
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The Neoclassical Growth Theory — The Harrod-Domar
Growth Model. This theory was postulated by both Harrod
in the year 1939 and Domar in the year 1946 and called Har-
rod Domar Growth Model which actually attributes any sig-
nificant economic growth and development to investments
and in this case we talk about Foreign direct investment.

Investments create earning (The demand effect of in-
vestment) thereby increasing the productive capacity of the
economy by way of increasing its capital stock (The supply
effect/impact of investment).

The theory in addition states that for any country to
preserve a full employment equilibrium level of earnings
yearly then it's very important that both the actual/real in-
come and output should continuously increase and this can
only happen if capital is injected into the economy.

The Neoclassical Growth Theory: The Solow Growth Mod-
el [13]. This model in addition expanded the Harrod-Domar
Model which emphasized on the importance of savings,
investment and capital accumulation. This theory further
adds Labour, Capital and Technology to what the Neoclas-
sical Theory proposes. It states that economies will similarly
reach a point whereby any increase of capital in the eco-
nomic system will not in any way be commensurate with
an economic growth. Its primarily based on the diminishing
returns of capital that at a point the economic system will
reach the constant/steady state. This model further states
that any country can overcome this by means of constant
innovation and coming up with new technology which may
eventually lead to a better economic growth. Figure 1 below
similarly explains this in pictorial form as GDP can be seen as
a dependent of savings and investment, labour and techno-
logical improvement (Figure 1). The key development policy
implications of this model is that economic growth mea-
sured through GDP may be because of the following factors:
* Increase in labour quality and quantity.

+ Increase in capital (Saving & funding).
+ Increase in space of technological development.

Ordinary, it states that a closed economic system grows
a whole lot slower than an open economy that allows in-
flux of foreign Direct Investment and in this case of Nigeria
opening up the country to a flow of FDI ought to increase
the GDP and bring about general economic development
of the country.

The Big Push and the Schumpeterian Growth Model. That
is exceptional from the early suggestions and propositions
of the Neoclassical Growth Theory. The theory proposes
that there's a need for nations to leap from one degree
(traditional sector) of development to the other (mod-
ern sector) through a sort of virtuous cycle (Figure 2). To
achieve this, massive investments within the infrastructure
and education could be required [6].

M (Modern sector production function)

Production

T (Traditional sector
production function)
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[ Fig. 2. The Big Push and the Schumpeterian Growth Model
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As we can see on Figure 2 the Schumpeterian growth
model therefore sees growth as a method of innovative
destruction, that captures the dual nature of technological
progress. In order to reap this, they make old technologies
or products obsolete.

Theories on Telecommunication-Economic Growth Nex-
us. There are two different ideas or beliefs that explain the
existing relationship between telecommunication and eco-
nomic growth. They're the:

+ Technophiles — people who likes technologies [3].

+ Technophobic. It means negative emotions, anxiety and
fear among some people due to an established set of
norms and individual behavior patterns that have been
formed as a result of the rapid development of technol-
ogy in recent decades [5].

As for the Technophiles, telecommunication has a posi-
tive effect on growth. The idea here is that Information and
Telecommunication (ICT) has the capacity to increase the
productivity of an economic system by enhancing employ-
ment and improving the quality of work in many occupa-
tions. It additionally assumes that the Telecoms industry, (in
this situation MTN Nigeria) will offer many possibilities and
structures for the boom of small scale and independent
forms of manufacturing.

The Technophobia have an alternative view on this be-
lieving that the telecommunication has a negative effect
on the economic growth of any nation and might even al-
together increase the information gap that exists between
the rich and the poor, the literate and the illiterate.

However, there is an opposite view as to the positive
impact of the relationship between FDI and economic
growth. Some school of thoughts assume that the transfor-
mative nature of ICT on the society and economic growth
and development is more of an exaggeration. This sees FDI
inflow into any economy further destroying more jobs than
it ever created.

Main part

Nigeria has the largest market in Africa with a population of
over 200 million. Nigeria has the largest economy in Africa
with a total GDP of $432.3 billion. It is one of Africa’s key oil
producers, producing high-value, low-sulfur crude oil. The
economy is heavily dependent on oil. The country has been
able to achieve this feat largely due to the investment policy
put in place to attract Foreign Direct Investment (FDI) into the
country over the years by successive governments. In the first
quarter of 2021, oil accounted for about 9.25% of Nigeria's
gross domestic product (GDP), up from 5.8% recorded in the
fourth quarter 2020, and contributing approximately 85% of
export earnings and around 50% of total government reve-
nues. Nigeria's economy and commercial activities were se-
verely affected by the COVID-19 pandemic and associated de-
clining oil prices due to the country’'s heavy reliance on oil [10].

Problems of International, National and Regional Economy

In South Africa, SMEs account for 91% of businesses,
60% of employment and contribute 52% of total GDP. In
Nigeria, SMEs contribute 48 % of national GDP, account for
96 % of businesses and 84 % of employment [2].

The productive private sector is a vital component of
any developing country, Nigeria not being an exception.
Attracting foreign direct investment in any country will
surely help the country’s economic growth. FDI brings in-
vestment, create new jobs, increase exports value, make big
changes in supply chain spillovers as well as the new tech-
nology offshoot that comes with it.

According the the World Bank Group, to get the full ben-
efits of FDI, a country should be well-prepared and ready to
provide a clear and effective implementation of investment
strategies and policies.

For this purpose, country should pay attention on the
next important activities in investment strategy [15].

1. Developing an investment roadmap or strategy re-
quires the following:

> good analysis as well as a logical framework that puts

into account the amount as well as the quality of FDI
that's injected into a country and the surrounding policy
that's needed to maximize it;

> priorities needed in order to design an investment poli-

cy and reform agendas in order to attract, facilitate, re-
tain and get the best of the spillover effect of FDI in the
host economy.
2. Improving the effectiveness of policies that attract and
allow for FDI injection.

This is by allowing for the promotion of investment ca-
pacity which includes competitive proposition for aiding
investment in important sectors and capacity building for
outreach facilitation.

Helping countries with reforming their investment en-
try period can be done through the implementation of
non-discriminatory treatment of investors by reducing the
sectoral restrictions and the performance which are re-
quired to achieve the developmental objectives.

3. Promotion of good practices in the effectiveness of in-
vestment incentives.

This is by helping countries to address how incentives
contribute to the foreign direct investment injection in any
country as well as when there are policy objectives like
employment generation, gender empowerment and other
sustainable developmental programs.

4. Prevention of investor/state disputes by the establish-
ment of investor grievance mechanisms.

This is done by promoting best practices in resolving
important key regulatory implementation issues through
the management of investment disputes for the purpose of
retention and expansion.

5. Maximization of linkages and positive spillover effects
of FDI on the host economy.

This is by developing a strategic action plan for FDI link-
ages in order to remove any policy that might be considered
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distortive and connect with local firms and further attract

foreign suppliers.

6. Strengthening Investor Confidence in order to retain
and further expand FDI.

This is by upgrading every legal and regulatory pathway
in order to reduce the political risk involved in FDI.

Designing and implementing investor aftercare pro-
grams that allow for the retention and expansion of FDI while
at the same time strengthening links with investors [15].

The current pace at which our world operates means no
nation of the world can exist without the other. There has
never been a need for more connectivity and interdepen-
dence among the comity of nations than now. In reality,
the pandemic the world witnessed in the better part of year
2020 and 2021 has made it clearer than ever before that we
are more related than we could ever imagine.

As a result of this, as globalization flourishes, so does
communication. Communication has however been part of
us as humans. The potential to communicate over a broad-
er distance has in itself in a way introduced about boom
and improvement in different business.

At the time of Nigeria's independence in the 1960, the
Nigerian Post and Telecommunications (P&T) which was
owned by the Government of Nigeria itself were complete-
ly controlling the Nigerian telecommunication industry. As
time went on in the year 1980, the Nigerian External Tele-
communications (NET) was established in order to offer the
external communications services that was much needed
then [12].

Subsequently, in the year 1985 because of the repeat-
ed calls for the commercialization of telecommunication

Percentage contribution of the telecoms industry

to the GDP shows that Q2 contribution is always
the highest. Also, it increases in Q2, falls in Q3
before rising again in Q4.

10

54

OALnLnLnLnkOkOLOLOI\I\I\I\OO
SO0 00O0O0O0OO0O0O0 OO
NN ANANANANANANANNANANAN
— AN N - — AN S - AN on S
OO0 00000000000

M Fig. 3. Quarterly contribution of the Telecommunication Industry to Real GDP in Nigeria (%). (Chart: Created

« Created with Datawrapper)

Development of Investment Policy for Stimulating a Company’s Economic Activity in Nigeria (Based on MTN Company.

services in Nigeria, the government of the day initiated the
merger of internet with the Telecommunications arm of P&T
to form what's now to be called the Nigerian Telecommu-
nications Limited (NITEL) which is the umbrella government
body regulating using cellular telephony in Nigeria [4].

The Nigerian cellphone system was very unreliable,
pricey and consumer unfriendly. The idea behind organiz-
ing NITEL changed into therefore to result in performance
to the mess within the enterprise. However, quite lamen-
tably, NITEL couldn't gain this cause although it assists the
Monopoly of the Telecommunication area for quite a long
term in the course of this era.

It was not an unusual incidence to see long queues of
Nigerians expecting their turns to make calls on the tele-
phone cubicles during this hay days of NITEL holding sway
of the telecommunication sector in Nigeria.

During last decade situation rapidly changes (Figure 3).
The country began to invest more to the telecommunica-
tion industry. And we can see increasing in the telecommu-
nication industry’s contribution to real GDP in Nigeria [9].

As we can see from the figure 3 percentage contribu-
tion of the telecoms industry to the GDP shows that Q2
contribution is always the highest. Also, it increases in Q2,
falls in Q3 before rising again in Q4. But in total it is gross
from year to year.

MTN Nigeria is a telecommunication enterprise in Ni-
geria offering mobile communication services for the past
18 years and has improved on its products, services as well
as technology services [1].

It offers a kind of incorporated suite of communications
merchandise in addition to services to its numerous cus-
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tomers in Nigeria and this includes mobile voices, informa-
tion. digital offerings, Fintech and business answers with
3G, 4G as well as its proposed 5G community in Nigeria as
well as the African continent at large.

MTN Nigeria is positioned as the network of choice with
the widest voice and data network coverage which under-
pins its brand tagline “everywhere you go”. The company
believes that mobile telecommunication enterprise in Nige-
ria will continue to grow for a while due to various factors
and this consists of limited fixed line coverage, penetration,
a continuously growing youngsters population in Nigeria,
a high cost of infrastructure deployment inside the country
and presently a quite low mobile penetration which sets the
stage for an accelerated mobile penetration in the future.

MTN operates a majorly pre-paid enterprise with ap-
proximately 99.2% of its subscribers on a prepaid plans as
at December 2021 [7].

The company plans to make investments and grow its 4
LTE ability and coverage so that it will provide a better solu-
tion to its subscribers and keep helping to grow data traf-
fics with more focus on high-value clients and the youthful
population of Nigeria (Figure 4) [8].

Problems of International, National and Regional Economy

The Unit roots Test Methods were applied in the study
and these are the augmented Dickey-Fuller test (ADF) in
addition to the Phillips-Perron (PP).

As for the evaluation, the E-views, model 9.0 was used.

As for the estimation technique, the ordinary Least
squares (OLS) estimation was adopted in the single equa-
tion models.

So, the effect of foreign direct Investment on Nigeria's
economic increase is consequently analyzed within the
Standard Growth accounting framework.

To start with, let's assume that the capital stock is made
up of 2 components: domestic and foreign owned capital
stock.

So therefore,

Kt = Kdt + kf, (1)

Then we used the augmented Solow Production Func-
tion which makes output a function of shares of capital,
labor, the human capital itself in addition to productivity.
We specified the domestic and foreign owned capital stock
one using of the Cobb-Douglas Production function.
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So here,
y=a+ak+Ak+Bl+y, (2)

where:

Y = flow of output;

K dt K ft = domestic and foreign owned capital stocks;
L = labour;

H = human skills capital stock;

A = the total factor productivity.

This in essence explains the output boom that isn't ac-
counted for via the increase in factors of production specified.

So, we took logs and differentiating equation (1) with ap-
preciate to time, and that we acquired the equation below:

y=a+ak+Ak+Sl+y,(3)

where the lower-case letters represent the following
below:

> Growth rates of output;

> The domestic and foreign capital stocks;

> Labour and

> Human capital.

However, the o, A, B and y all represent the following
below:

> Elasticity of output;

> Domestic and foreign capital shares;

> Labour and

>~ Human Skill capital.

In a condition wherein there is best competition and
steady returns to scale, the pliancy coefficients can be in-
terpreted as respective issue stocks in general output.

Equation (2) on its own is however a major Growth
Accounting equation, wherein it decomposes the rate of
growth of the output into growth cost of all of the gener-
al element productivity plus the weighted sum of the in-
crease charges of capital shares, human capital stock and
the growth rate of labour.

Theoretically, a, B and y are consequently intended/an-
ticipated to be positive while the signal of | could depend
upon the comparative strength of competition and the link
effects and different external factors that FDI generates in
the development process.

After the established practice within the literature, Kd and
Kf are proxied with the aid of domestic investment to GDP ra-
tio (Id) and FDI to GDP ratio (If), respectively in view of the dif-
ficulties associated with dimension of capital stock. The use of
rate of investment is based on the idea of a steady state sce-
nario or better put, a linearization around a consistent state.

The final form of equation (2) is consequently as shown
below:

y=a+al+Al+y+¢g, (4)

where the € is an error term.

This therefore in essence establishes the relationship
that exists between Foreign Direct Investment and the Eco-
nomic development of Nigeria as a country using the Re-
gression Analysis-Error Correction Model (ECM).

There are two categories of investment in a foreign
country within the context of foreign Direct investment (FDI).

This could be the "Market-seeking” and the “Non mar-
ket-seeking”.

The market-seeking investments is the type whose aim
is to serve the domestic markets. This simply means that
goods produced in host markets are sold in those markets.
Consequently, the FDI can in a manner have an effect on
boom via the nature of the domestic demand for such as
if there are massive markets and high income levels of the
host country.

For the Non-marketplace-seeking FDI, the aim is to
promote the products produced in the host economic
system on markets abroad. Consequently, this kind of in-
vestment will serve the host country the more through the
trade nexus — and what this indicates is that, how easy it is
to export the products in addition to how competitive the
goods are in a global marketplace. FDI will consequently
increase economic growth through an increase in produc-
tivity of capital.

Nigeria as a country is a beneficiary of both types of the
Foreign Direct investment cited above. However, the vari-
ables that are crucial for each styles of FDI will probably im-
pact Nigeria's economic growth. | therefore included in the
model such independent variables which are important to
the economic growth which is subject to availability of data.

For this very thesis, the dependent variable used is the
GDP per capita (in log form), which | obtained as a ratio of
real Gross domestic Product to the population in Nigeria.

The independent variables covered inside the version are:

Return On Investment on Capital (ROI): It is a known
fact that FDI gets to countries that pay a better return on
capital. That is by means of assuming that a higher return
on capital is indicative of a higher degree of productive-
ness and so therefore a higher/better potential to grow the
country’s economy.

The ROI that is the Return On investment in the rest
of the should therefore be an opportunity cost for those
potential investors in Nigeria, who can later use the rate to
compare with what may be seen in other parts of the world
where there might be more options. | therefore assumed a
direct relationship between income per capita and the Re-
turn on Capital. In this thesis, | found a positive relationship
between ROl and FDI and this means that a higher GDP
per capita implies a brighter prospect. For FDI in the host
economy.

Level of Infrastructural Development: According to
[14]: a very good infrastructure lets in for an in-manufac-
turing level and further reduces the operating costs and
as a result promotes Foreign Direct investment. In essence,
a well-developed level of Infrastructure allows for an in-
crease in the productivity of investment and thereby lets
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in for economic growth. Usually, it is the number of tele-
phones lines with 1.000 populace that is used to measure
infrastructure development. however, The defects of this
measure are that it does now not put in consideration the
growth inside the number of available cellular phones and
best measures the availability of the ability and while re-
liability is completely not noted. Different measures that
are used may additionally consist of the electrical electrici-
ty transmission and distribution losses and the gross fixed
capital formation. Given the provision of data we used elec-
tric powered power intake as a proxy for this variable. The
variable is measured as in keeping with capita electricity
strength intake. This form of measure looks after availabili-
ty and so we must anticipate an immediate dating between
this very degree and financial boom.

Political Risk: it is a commonly known fact that when a
country is politically unstable, the economic growth is ham-
pered as well. Political risk is measured by the tendency of
a change of government, in addition to political violence
as measured by way of the frequency of things like polit-
ical assassinations, violent riots and politically associated
moves. Therefore, the average variety of assassinations and
revolutions in a country can be used to measure the de-
gree political instability. Also, we can use the wide variety
of coups d'état a country suffers to measure political in-
stability. In this very thesis, Nigeria is used as a case study
and since the return to a democratic system of government
in the year 1999, the Political climate has been noticeably
stronger at least till now. Therefore, in this case, there is a
positive economic growth in Nigeria as a country due to
the political stability being witnessed within the political
space for more than two decades now for the mere fact
that the country has returned to a democratic system of
government which more stable than the previous military
government in the country.

The Openness of the Host Economic System to Trade:
to measure this, we consider the ratio of trade (that are
the imports and exports) to the GDP and in this case is
the Gross Domestic Product of Nigeria. FDI inflows in any
country are predicted to bring about a stepped forward
competitiveness of the host nations exports. As the exports
and investments increase, this could without a doubt result
in a multiplier impact on the GDP of the country and in
this case, Nigeria. Improved exports and investments can
also generate foreign exchange that may be used to im-
port capital items. Similarly to this, if the added investment
embodies neutral/ labour intensive techniques, job possi-
bilities in form of employment will definitely arise. There-
fore, we ought to assume a direct relationship between this
variable and economic growth.

Size of the government: this is a measurement of the
ratio of government consumption to the GDP. This is ex-
pected to have a direct relationship to economic growth.
This is because a higher stage of government consump-
tion would make provision of extra social capital that have
to encourage an increase in manufacturing. However, the
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overhead fee as well as endemic corruption that is perva-
sive inside the massive governmental organization in Nige-
ria has not made this to be precisely so.

Human capital: the importance of education to growth
of the economy is normally measured by way of the ratio
of secondary and tertiary group enrolment in the popu-
lation. There is a direct relationship in this variable with
the economic growth of any acountry as well. Nigeria has
a population of over two hundred million people and still
has a notably shortage of professional labour and so this
population isn't always necessarily converted into an op-
portunity for economic growth for the country. The gov-
ernment however considers the population as a burden to
it achieving its overall strategic goal.

Some other Variables: i also included the inflation rate
as a measure of the overall economic stability of a country
like Nigeria. | assume an indirect relationship between in-
flation and economic growth.

The summary information of all of the blanketed vari-
ables are offered in the table (Table 1).

The foregoing therefore suggests that a general em-
pirical model of Foreign Direct Investment on the Nigeria's
economic growth can therefore be put as below:

GDPPCAP = F(Lag(GDP), FDI, OPEN, HUMCAP,
POLRSK, GOVSIZE, INFL, ROIl, INFRAC)

where,

GDPPCAP = Real gross domestic product per capita (in log
form);

FDI = foreign direct investment defined as (FDI/GDP*100);
OPEN = openness of the economy (total trade — GDP ratio);
HUMCAP = the level of human capital (share of secondary
school and university enrolment in the population);
POLRSK = political risk measured by number of coups détat
(dummy variable);

GOVSIZE = government consumption as a ratio of GDP;
INFL = the rate of inflation;

ROl = return on investment (long-term US interest rate);
INFRAC = infrastructure development (per capita electricity
consumption).

The coefficients of OPEN, HUMCAP, GOVSIZE, INFRAC,
and ROI are predicted to be positive. However, the pre-
dicted sign up INFL is uncertain depending on the way it's
controlled in the economy. In addition, the anticipated sign
on POLRSK is poor.

Nigeria as a country in addition to the corporations in the
country like the MTN company (which is the main essence of
this thesis) can use the Foreign Direct Investment (FDI) as a
means of growing their digital capacities so as to Nigeria as a
country more digitally competitive in a global market.

To acjieve this objective, a 3-element method can be used
* Launching of the Digital FDI enabling Projects (DEPs)

to allow for the creation of a virtual friendly funding/

investment climates by formulating enabling policies,
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Table 1. Summary Statistics of Included Variables

Variables Mean Standard Deviation Minimum Maximum
Open = (100*(Imports+Exports)/GDP) 27.2175 19.7925 0.3779 62.1814
Inflation rate = Infl 22.0394 18.8368 34 72.9
Govt.size (Govt consumption/GDP) 0.1539 0.2825 -0.307 0.9017
Human Capital = (Sec.+Tertiary enrol/Popn) 42741 1.4283 2.024 71383
Infrastructure = (Electric power consumption/Popn)  7.494 2171 2.6527 10.6308
Return on investment = (long-time US interest rate) 7.0896 3.1768 1.670 16.390
Non-oil GDP 6.373 2.0207 0.6179 10.1659
Political risk 0.2727 0.4522 0 1

FDI (100*RFDI/GDP) 3.5989 7.4036 -1.9247 32.0255
FDloil (100*FDloil/GDP) 2.8554 3.0432 —-0.2529 11.9265
FDItracom (100*FDltracom/GDP) 0.0926 0.0593 0.0071 0.2651
FDImanufac (100*FDImanufac/GDP) 2.5518 1.3241 0.2429 5.7649
LnGDP (log of GDP) 11.3730 0.2224 10.9001 1.7739

legal guidelines and other methods which will allow for
an increase in FDI.

« Using a smart test or precursor to launching a full-
fledged DEP, which benchmarks their economy’s dig-
ital capabilities, marketplace functioning, accessing it
through connectivity, Restrictions and Trust (also known
as ‘SMART’), and making provisions for tools to address
limiting factors.

« The Nigerian policy-makers can evaluation FDI devel-
opments in six sectors which might be essential to grow
the digital economy (out of these are essential, includ-
ing the communications enterprise like the MTN com-
pany which is the subject of this thesis in addition to the
software & IT services), with quantitative evidence that
may direct those in charge of making such policies so as
to prioritize the reforms of these policies and promote
investment where they are relatively not so strong. In
the course of the method, specific attention ought to
be paid to growing the digital ability of Small and Me-
dium Sized agencies.

Conclusion

It is imperative to know that the growth of Nigeria econo-
my measured by its GDP is largely dependent on a favor-
able investment policy of which the foreign direct invest-
ment policy play a key role.

Development of Investment Policy for Stimulating a Company’s Economic Activity in Nigeria (Based on MTN Company)

Measures taken in the past by previous government to
limit or restrict foreign direct investment in the Nigerian
economy in favor with the more restrictive policies like the
Indigenization policy has simply set the Nigerian economy
aback.

Suffice it therefore to say that no country can develop
or achieve its full economic potential without a good mea-
sure of FDI inflow.

The economic development of the country can be a
measure of the success recorded in the telecommunication
industry and in this case MTN group of company was used
as an analogy of the impact that the development of in-
vestment policies has on economic growth and businesses
in Nigeria.

The article found an existing relationship between the
foreign direct investment policy adopted by the Nigerian
state, economic growth and development as witnessed
by the demonstrated increase in Nigeria's Gross Domestic
Product as well as the telecommunication boom witnessed
in Nigeria.

Having established this relationship, it is therefore im-
perative for the Nigerian government to design a blue print
architecture and improve on its investment policy by mak-
ing it favorable towards an open economy that encourages
foreign direct investment the more into the country.

Well-conceived policy and regulatory prescriptions are
essential to the best rollout and uptake of broadband of-
ferings, in order to in the long run assist in the vision for
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Po3pob6ka iHBeCTULLiiHOT NONITUKN ANA CTUMY/IFOBaHHA €KOHOMIUHOI Ais/IbHOCTI KOMMaHii B
Hirepii (3a maTepianamu komnanii “MTN")

Tvn iHBeCTULLIMHOT MOAITVKM B ByAb-AKili KpaiHi Mae BEMKIMIM BMVB Ha PiBEHb 3pOCTaHHA | po3-

BUTKY MiANPUEMHULIbKOT AIANBHOCTI. AKLLO IHBECTULiiHA NOAITUKA € CNPUATAUBOIO Ta aAanTUBHO!O,
BOHa MPW3BOAUTL A0 MPOLIBITAHHA AINOBOI aKTMBHOCTI Ta eKOHOMIYHOro po3suTKy. OAHak, AKLLO
CUTYyaLlif 3 IHBECTULIMHOO MOJIITUKOK MPOTUEXHE, TO Lie MOXe 3araibMyBaTu 3pOCTaHHs bi3Hecy
Ta EKOHOMIYHOrO PO3BUTKY KpaiHW.

Y Uit cTaTTi aHaNi3yeTbCA BMAMB MOAITUKM MPAMUX IHO3EMHMX iIHBECTULLiN, NPUIAHATOI YPAZOM
Hirepii, Ha eKOHOMIYHe 3pOCTaHHS B KpaiHi 3 0COBIMBMM aKLIEHTOM Ha AisbHICTb KomnaHii “MTN”
Nigeria, NPOBIAHIA TenekomyHikaLiiHi koMnaHii Hirepii. Jani po3ranaerbca eKOHOMIYHa Aifsb-
Hictb “MTN" Ta ii BnimB Ha BBl Hirepii. AHanisyeTbca GiHaHCOBa AifbHICTb KOMMaHii, 3arpo3u Ta
pU3KKK, 3 AKMMK i JOBOAUTLCA BOPOTUCA Ta MOM'AKLLYBATY iX, LLO6 AOCATTY PeHOMEHaNbHMX i
BWAATHMX PE3Y/bTaTiB, AKi BOHA MaE MPOTAroM 6araTbOX POKIB, @ TaKOX AOCAIEYBAETLCS Ti ICHYBaHHS
AK FOpUAMYHOT 0cobu B Hirepii.

TakMM YMHOM, Yy CTaTTi KOPOTKO MpOaHasi3oBaHa MOAITUKA MNPAMMUX IHO3EMHUX IHBECTULLIN AK
OZiHa 3 IHBECTULLIAHMX NMOAITUK, AKi CTUMY/IFOKOTL EKOHOMIYHE 3POCTaHHS Ta PO3BUTOK Hi3HECY, 0CO-
61BO B ranysi TenekomyHikaLii y Hirepii. [opiBHIOETbCA NONITUKA MPAMUX IHO3EMHYX IHBECTULLIN
y Hirepii 3 nonitmkoro KopiHisaLii, NpUIHATON paHille, AKka rasbMyBasa 3pOoCTaHHA bi3Hecy B Hire-
pii. Hagatotbca pekoMeHaaLii WoAo PO3BUTKY MOAITUKM NPAMMUX IHO3EMHUX IHBECTULLIM A0 BinbLu
edeKTMBHOro Ta NibepanbHOro PiBHA, WO A03BOAUTL Hirepirichbkii eKOHOMIL NMpoLBiTaT napa-
NeNbHO 3 AiANbHICTHO Cy6'eKTiB rOCNOAAPHOBAHHS.

KnrouoBi cnosa: iHBecTuLji, iHBeCTULIHa MOAITMKa, ekoHoMiKa Hirepii, TenekomyHikaLiiHa chepa.
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It has been established that economic globalization is an important area of re-
search when it comes to doing business across borders and has impacted it in many
ways. International trade, though largely an economic activity is governed by rules
and regulations. For example, assistance giving through subsidies makes the export-
ed products cheaper and more affordable and may provide additional incentives to
produce same products by domestic enterprises.

The main goal of this work is to perceive implications of how the administration
of policies on international market penetration by domestic producers in Ghana af-
fects foreign trade and how to conduct business across borders, rules and regula-
tions of the country. For this purpose, the paper identified how regulations of foreign
trade can influence the way exporters and importers conduct business and the way
to manage them.

The work has provided, first of all, a review of the foreign trade figures of Ghana,
trade barriers and import prohibitions as a protectionism to protect domestic pro-
ducers. Then review of established potential ways and opportunities of improving
Ghana's foreign direct investment in the framework of international trade has been
conducted and justified.

The outcomes of proposed reviews helped the authors to clarify ways of im-
proving and enhancing business development in the framework of foreign trade in
Ghana. The methodological basis for this work were peer-reviews journal articles,
acclaimed internet publications, personal data analysis and calculations.
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Countries of the whole world have established organiza-
tions with the view to provide unbiased investigations and
imposition of measures to defend local industries from
harmful effects of foreign trade. Their governments have
created an environment to facilitate the development of the
local sector businesses thus guarantying transparent trades
and making them competitive in the foreign market. Within
the framework of the world trade organization (WTO) coun-
tries have the policy and legal space. However, determining
whether, a country's domestic industries are being hurt by
other countries imports into that country is not an easy task.

Ghana, a member of the WTO and also the Economic
Community of West African States (ECOWAS) has signed a
number of partnership agreements. Custom duties are not
all that high, they are applied to imported goods.

Nowadays, Ghana has a well-established relationship
with some European countries. This partnership can signifi-
cantly improve exports opportunities to Europe. However,
the question of how domestic producers in Ghana are af-
fects by foreign trade is remained quite relevant. Hence the
primary goal of this work is to explore implications of how
the administration of policies on international market pen-
etration by domestic producers in Ghana affects foreign
trade of the country, using publications, studies and other
relevant papers.

The relevance of this work is defined by the extensive
and rapid progress of international trade and globalization
that is taking place in the world right now as well as the
effects that it has had on various areas of life, among which
lies business development.

The aim of the paper is to conduct a review of relevant
studies and analyses of how the administration of policies
on international market penetration by domestic producers
in Ghana has become a framework for international trade
and business development, its effects as well as establish
ways of doing business and enhancement in the framework
of foreign trade.

To achieve this aim, the following tasks have been set:
+ conduct review of the foreign trade figures of Ghana,

trade barriers and import prohibitions as a protection-

ism to protect domestic producers;

+ justify proposed by leading researchers established po-
tential ways and opportunities of improving Ghana's
foreign direct investment in the framework of interna-
tional trade.

There are many researchers who studied the adminis-
tration of policies on international market penetration by
domestic producers in Ghana: R. A. Sackey [19]; E. Yeboah
and L. Anning [21]; E. Borensztein, J. De Gregorio, and J. Lee
[14]; Charles Godfred Ackah and Asaah S. Mohammed; and
others. Our paper review suggests to use main principles
and concepts proposed by researchers in order to explore
implications of how administration of policies on interna-
tional market penetration by domestic producers in the
country has become a framework for international trade
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and business development. Fatherly review proposed es-
tablishing ways of doing business and enhancement in the
framework of foreign trade in Ghana.

The context of global markets has been guided by the
understanding and theories developed by economists
based on natural resources available with various countries
which give them the comparative advantage, economies
of scale of large-scale production, technology in terms of
e-commerce as well as product life cycle changes in tune
with advancement of technology as well as the financial
market structures [1]. Foreign Trade policy means any act
that prohibits or restricts, or empowers the president or any
executive agency of Ghana to prohibit or restrict, exports to
or financial transactions with any foreign country or foreign
national, the regulations with respect. Foreign trade is any
trade, economic activity, commerce, contracts, transactions
and other activities involving the movement of goods, oth-
er tangible property, intangible assets, property rights, or
services between the republic and countries or territories
outside the republic [2].

Here we will a review of the foreign trade figures of Gha-
na and then we introduce trade barriers and import prohi-
bitions as a protectionism to protect domestic producers.

In 2020 Ghana was ranked the number 73 economy in
the world in terms of GDP (current US$), the number 80
in total exports, the number 83 in total imports, the num-
ber 146 economy in terms of GDP per capita (current US$)
and the number 120 most complex economy according to
the Economic Complexity Index [3]. Here we will start with
overview of Ghana's export capabilities for previous period.
The recent data collected in the table (Table 1).

Table 1. Ghana's Top Export for 2020

ITEMS ;(°«$MBO”EJ/I:A'I;L) PERCENT %
GOLD 6.19 BIL. 36
COCOA 5.25 BIL. 31
PETROLEUM 1.85 BIL. 22.8
COCOA PASTE 409 MIL. 2.4
MANGANESE 349 MIL. 2.1
COCOA BUTTER 337 MIL. 2.0
COCONUTS 246 MIL. 15
FISH 146 MIL. 0.9
PRECIOUS PETALS 121 MIL. 0.7
PALM OIL 108 MIL. 0.6

TOTAL EXPORTS 14,745,000,000 100
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According to the table (Table 1), the highest export
commodity is gold which represent 36% of all the com-
modities that was exported in 2020. The lowest among the
top ten exported products is palm oil , which represent
0.648%. And according to the data [3, 4] Ghana's highest
import was vehicles in 2020 which represents 26 % and the
least import was wood and articles of wood which rep-
resents 3 %.

All the major goods and services were imported from
China in 2020 which represents 18.1% and the least among
the countries was Canada with 2.55% of all the goods and
services imported from the country (Table 2).

Table 2. Top trading partners (import sources)
of Ghana in 2020

Partners % Amount

China 18.1 1.89 billion US$
USA 9.35 976 million US$
United Kingdom 6.56 685 million US$
India 5.57 582 million US$
Belgium 5.1 532 million US$
Turkey 47 466 million US$
South Africa 342 357 million US$
Vietnam 3.03 316 million US$
United Arab Emirates 2.64 275 million US$
Canada 2.55 266 million US$

Global trade can be determined by differences in nat-
ural factor endowments, preferences, technologies and
gross domestic product (GDP) [5]. In view of this, the gov-
ernment put measures to control the level of importation.
Ghanaian customs practices and port infrastructure con-
tinue to present major obstacles to trade. Hence the main
trade barriers (dumping, subsidies, tariffs, quotas, technical
restrictions, administrative restrictions, investment barriers)
and import prohibitions as a protectionism to protect do-
mestic producers will be analysed below.

Selling at artificially low prices to eliminate competitors
and achieve monopoly powers and ability to raise prices is
called predatory dumping, which is harmful to the econ-
omy. The author based on his literature review including
the analysis of dumping as a barrier, explained that the
government of Ghana tries to encourage foreign direct in-
vestments (FDI) into the country by engaging with the Eu-
ropean community for bilateral trade agreements. Hereby,
the European community do investment in Ghana, where

Ghana can also export to other countries rather importing
to kill the domestic firms.

Subsidies simply mean the support or slash of price of
cost of materials, taxes, and any other cost of production,
by government. That is, the government supports busi-
nesses financially, in order to increase their production,
create employment, and most importantly, reduce cost of
production. Subsidies can be viewed of as tariffs in reverse.
Instead of taxing the foreign import, the government gives
grants of money to domestic producers to encourage ex-
ports. Those who receive such subsidies can use them to
pay production costs and can charge less for their goods
than foreign producers. A tariff is paid for by buyers of for-
eign goods and buyers of domestic goods who pay higher
prices. But subsidies are paid for by taxpayers who may or
may not use the good [6, 7].

Tariff is another metric or measure like subsidies that
governments use to support their local business organiza-
tions. Tariff is a barrier that the government puts on goods
are imported into its country. That is, the number of goods
allowed into the country is controlled. In some countries,
substitutes of goods that are locally produced are not al-
lowed to be imported into the country, in order to promote
the local businesses and products. Another restriction is a
quota, as the word suggests, quota means to limit. In trade,
this means that importation and exportation within and
outside the country. This is literally a subpart of tariff, but
here, there is a limit [8].

Technical restrictions are imposed in case of pharma-
ceutical products etc. Besides technical restrictions, admin-
istrative restrictions such as adherence to certain docu-
mentary procedure are adopted to regulate imports. These
measures impede the free flow of trade to a large extent
[9]. Ghana has given access to foreign telecommunications
providers for most basic services, subject to retain duopoly
for domestic and international services. The government
has announced to open up the market by allowing addi-
tional carriers in 2021 [2, 6].

Investment incentives are no longer subject to discre-
tion, as they have been incorporated into corporate laws
and taxes or codes. This tends to monitor and ensure le-
galities in investments, though processing and can be slow,
but it is worth the wait, in order to ensure genuine business
operations and activities within the country [10, 11].

The further review, showed that under the laws of Gha-
na, a foreign investor or company may collaborate with a
Ghanaian businessman or company through a joint venture
agreement. The joint venture agreement, i.e., distributor-
ship, representation, must be properly executed, stating
among other things the shareholder structure as well as a
detailed rights and obligations of each party to the agree-
ment. Under the Stamp Duty Act, any agreements executed
between the parties must be stamped appropriately and
the necessary stamp duty paid [6]. In a joint venture in-
volving a foreign partner, the Ghana Investment Promo-
tion Centre requires a minimum capital of US$200,000 from
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the foreign investor or foreign company. A foreign inves-
tor is also allowed to set up and retain full ownership in
the particular business venture if it invests a minimum of
US$500,000. However, if the objectives of business include
trading, then the Ghana Investment Promotion Centre min-
imum capital requirement is US$1,000,000. A foreign share-
holder can satisfy the minimum equity capital requirements
by two ways: cash transferred through the banking system
in Ghana or its equal value in the form of goods, machin-
ery or other tangible assets imported specifically to estab-
lish the enterprise. All imported items for the purpose of
satisfying the foreign shareholder minimum capital must
be covered by the Destination Inspection Report from an
accredited inspection company, stating the value and the
conditions of the goods. It must be noted that consider-
ation for goodwill of a business or service rendered by the
foreign partners cannot be used to satisfy the minimum
foreign equity capital [2-7].

Utilization of tariffs to secure new born child commer-
cial firms could be seen by the Import Substitution Indus-
trialization (ISI) employed by many developing nations. The
government of a developing economy demand levy tariffs
on foreign products in industries in which it needs to en-
courage growth [12].

Economies of scale for production can play important
role as well since it helps reduce cost of production, as a re-
sult of the increase or expansion of the businesses produc-
tion level, ensuring discount from suppliers. This is a critical
tool for business development, as an increase in produc-
tion ensures profitability for business organization, and as
well, employment creation and business development. As

Gross Domestic Product

50

Problems of International, National and Regional Economy

a result, we may expect increase in competition. Domestic
companies will face more competition from other coun-
tries. It could prevent domestic monopolies from charging
high prices for their products.

The further review outcomes showed that economic
growth is anticipated to dawdling considerably. Low inter-
national demand for oil and low price of oil will exert some
amount of weight on the external sector, while measures tak-
en domestically to contain the pandemic couple with layoffs
will hit hard on local demands. Unstable prices of commodity
and a likely lengthy outbreak are downside risks. Economic
indicators such as Real Gross Domestic Product growth, and
real Gross Domestic Product per capita growth are expected
to decrease considerably according to the African Develop-
ment Bank economic outlook report of 2020 [13].

The collected data on GDP for period of 2014-2019
by economic sector is illustrated in Figure 1 (Figure 1); and
Figure 2 (Figure 2) shows the gross value-added growth
rate of Ghana for that period. The figures from the sectoral
share of Ghana's GDP help the government and investors
to make decision about which sector is more profitable and
which one also needs improvement.

The gross value added can be used for measuring gross
regional domestic product and other measures of the out-
put of entities smaller than a whole economy. Collecting
results of literature review, that statistics on the gross value
added and the sectoral share of Ghana's GDP help the gov-
ernment to develop policies and regulations for protecting
domestic firms by sectors.

The 2020 World Investment Report provided by the
United Nations Conference on Trade and Development in-
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I Fig. 1. The sectoral share of Ghana's GDP
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dicated inflow of foreign direct investment to Ghana de-
clined from $3M to $2.3M between 2020 and 2020. Foreign
Direct Investment stock recorded $38.5M in 2020. The two
main industries that attracted a large portion of the FDI in-
flow were the oil and mining. As part of the activities Ghana
undertakes in an attempt to lure foreign investors into the
country, the Ghana Investment Summit, an annual event, is
organized [13-16].

Ghana being the highest recipient of foreign direct in-
vests inflow within the West African sub region, it enjoyed
approximately more than a third of the inflows within the
region in 2020, echoing its emerging skill base. The Busi-
ness Regulatory Reform agenda introduced by the gov-
ernment was estimated to mobilize domestic revenue and
enhance the business setting. Digital investments, partic-
ularly within the financial sector, is expected to rise giving
support to efficiency [17].

In order to establishment ways and opportunities of
improving Ghana's foreign direct investment in the frame-
work of international trade, the author conducted litera-
ture review [14-21]. The outcomes of this review stated
that many researchers have mentioned factors (the host
country's infrastructure, financial development, and human
capital development) influence the foreign direct invest-
ment and hence the economic growth in their research
works. These factors require special attentions since we can
used them as indicators for economic improvement. For
example, Borensztein et al [14] in their study found that
FDI influence on growth is dependent on the availability of

human resources. They also found that foreign investment
contributes to growth more than local investment and has
the ability of increasing domestic investment. The study af-
firms the need for human resource availability in order to
ensure relation between FDI and economic growth. Though
Bengoa & Sanchez [15] they further stated that a significant
level of a stable economy and a more liberalized capital
market also ensure the positive influence of FDI on growth.

Studies on the directional causality of FDI and Econom-
ic growth lead to different findings. Hansen & Rand [18]
found a bi-directional causality between Foreign Direct In-
vestment and Economic Growth. Meaning that FDI causes
Growth and growth causes FDI. Basem & Abeer [20] how-
ever found a unidirectional causality from GDP to FDI which
indicates that the growth of the domestic economy attracts
FDI inflows.

The effect of COVID-19 pandemic on the investment
environment in Ghana might be immense. These impacts
are be experienced as a result of a dip in estimated port-
folio investment and FDI, a congestion in the financial sys-
tem domestically, capital flight, and less avenues of fund-
ing from foreign sources [16-18]. The dread of foreign
direct investment declining is heightened by the fact that
the top 5,000 Multinational Companies (MNCs) have al-
ready, on average, modified their revenue approximations
downhill by 9%. MNCs in developing economies are likely
to be the worst affected. Profit has since been estimated
to decline by 16 %. Subsequently, a fall in the revenue of
MNCs would automatically lead to a fall in foreign invest-
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ment considering reinvestment of profit is a major part of

FDI

sho
eco

[16-21].

The outcomes of the review made by the author
wed that the possible revenue loss in the Ghana's
nomy would be considerably significant due to the

COVID-19 impact. In order to reduce this negative impact,
many researches proposed that governments would have
to offer substantial support to affected households and

bus

inesses.

Discussion / Conclusion

In conclusion, having looked at the administration of pol-
icies regarding international market penetration by do-
mestic producers specifically and reviewing trade barriers

con

tribute creating interdependent links with the economy,

society and other dimensions of life as well as promoting
trade among countries.

vidi

The economy of Ghana has been discussed by pro-
ng overview and patterns on its performance toward

trade activities and barriers set to protect the domestic

pro

ducers. The aim of the paper was to conduct a review

of relevant studies and analyses of how administration of
policies on international market penetration by domestic

pro

ducers in Ghana has become a framework for interna-

tional trade and business development, its effects as well
as establish ways of doing business and enhancement in

the

framework of foreign trade. The following tasks have

been set and accomplished: conduct review of the foreign
trade figures of Ghana, trade barriers and import prohibi-
tions as a protectionism to protect domestic producers;
and justify proposed by leading researchers established

pot

ential ways and opportunities of improving Ghana's

foreign direct investment in the framework of internation-
al trade.

Hereby, the author firstly discussed the theoretical

and methodological framework of international trade
and business development. The paper has established
and conducted extensive research into business devel-
opment, international trade and their interrelatedness.
The outcomes of that work showed that there is a deep
and mutual connection between the two and that there
is a lot of ground for research as well as an incentive
to demonstrate how international trade can be used to
enhance business development. In the end, it can be
re-affirmed that international trade policies is a powerful
force and a source that drives business development and

pro

tect local domestic producers. It is hard to predict

what way international trade will take businesses devel-
opment next and how it will impact economic growth in

the

ing.

absolute long run, since things are constantly chang-
However, it can be concluded that international

trade policies have served as an excellent framework for
domestic producers.
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Telinop E. A., Xumkesuy O. B.

Ornsag po3BUTKY MiDKHapOAHOI TopriBJ/i Ta 6i3Hecy 1040 30BHILHbLOT
TopriBni B MaHi

Byno BCTaHOBAEHO, WO eKOHOMiYHa rnobanizaLia € BaxanBoK cheporo
AOCTIAKEHHA OCKINbKW BMAMBAE HA BEAEHHA Bi3HECY Yepe3 KOPAOHM i BULLHA-
YaeTbCA baraTbMa GaTopamu. TakMM YMHOM MiXKHapPOZAHa TOPFiBAA € NepeBax-
HO eKOHOMIYHOK AIAIbHICTIO AKa PEryNtoeTbCa MpaBUAaMU Ta MONOKEHHAMMN.
Hanpwvknag, sonomMora yepes cybcuaii pobuTb eKCriopTHY NpPOAYyKLiHO AeLleB-
LIOKO Ta AOCTYMHILIOKD Ta MOXe CTBOPUTWU A0AATKOBI CTUMYAW ANA BUPOOHM-
LTBa TIET XX NPOAYKLUT BITYM3HAHUMYM NignpuemctBamm. OCHOBHa MeTa L€l po-
60TV NoAsrae B yCBIAOMAEHHI HACNIAKIB TOTO, K aAMiHICTpaTUBHa NoAiTVKa A5
BPErytoBaHHA BITYM3HAHOTO BMPOOHMLTBA ANA MiXKHAPOAHOTO PUHKY Y laHi
BM/IMBAE Ha 30BHILLUHIO TOPFIBAKO Ta AK BECTU Bi3HeC Yepe3 KOpAOoHW, Npasuna
Ta HOPMW KpaiHW. 3 LiEH0 METOHD, B CTaTTi BM3HAYEHO AK PeryaroBaHHA 30B-
HILLHBOT TOPTiBAI MOXe BMAMHYTU Ha AIANHICTb eKCNopTepIB Ta iIMAOPTEpPIB Ta
CNocobu ynpasAiHHA HUMW. Y poboTi Hacamnepes PO3rsaAatoTbCs MOKa3HM-
KW 30BHILLUHbOI TOpriBAi faHKW, ToproBebHi 6ap’epu Ta 3abOPOHM Ha IMMOPT fAK
MPOTEKLOHI3M AN 3aXMCTY BITYM3HAHUX BUPOOHMKIB. Takox 6yno nposeseHO
Ta OBrPYHTOBAHO O/ BCTAHOBIEHWX MOTEHLIMHWUX LIAAXIB | MOXAMBOCTEN
MOKPALLEHHS NPAMMX IHO3EMHMX IHBECTULV [aHM B pamKax MiXXHapOAHOI Top-
rigi. Pe3ynbTatv MpoBeAeHNX OrAAiB AOMOMOMM aBTOPaM MPOACHNTA LUAAXM
MOKPALLEHHA Ta MOCUNEHHA PO3BUTKY Bi3HECY B PamKaX 30BHILLUHbOI TOPriB
B [aHi. MeToA010r4YHO OCHOBOHO Lii€l po60TN Byn peLleH30BaHi XypHabHi
CTaTTi, BiAOMI IHTEpHeT-MybAiKaLLl, aHani3 MePCOHaNbHUX AaHWX Ta PO3PaXxyHKM.

KnrouoBi cnoBa: MixkHapoaHa TOPriBAs, MixXHAPOAHWIA Bi3HeC, NpAMI iIHO3eM-
Hi iHBeCTULT.
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In the paper were analyzed the theoretical background of modern market re-
search, the developing of the market research scheme for educational service indus-
try based on Best Language Centre BLC enterprise and market research for service
sector. Particularly was analyzed theory of market research, classification of market
research types and contemporary trends for market research.

Conducted researches allowed to formulate approaches to market research anal-
ysis for the educational industries. Likewise, was developed Best Language Centre
enterprise’'s competitiveness for the foreign market, possibilities for the improvement
of the business.

The relevance of this work defined by the growth of service & educational enter-
prises in a whole. What makes Market analysis essential instrument for all education-
al start ups. The aim of the paper is to study how market analysis helps businesses
in service sector.

In order to achieve the aim, the following tasks were set: -develop the under-
standing of market research, learn to understand how market research affects busi-
ness environment in Ukraine, learn about contemporary market research approach-
es, conduct a research about market research based on Ukrainian enterprise (BLC)

Methodological basis for the paper consists of the information from acclaimed
internet publications, journals, magazines and librarian material. The research object
is Market research on foreign market within the context. The research subject is the
set of theoretical and practical approaches to establish the possible solutions for
service industry and educational services based on Market research knowledge.
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Introduction

The world has changed significantly in many different di-
rections, which caused the rapid increase in the speed of
growing the businesses. Scientists, explorers, analysts and
businesspeople are working hard to make all the working
process as effective & efficient as they can in order to max-
imize margins and minimize all possible loses. It is partly af-
fected by customers and competitors. Marketing research
began in 1879 in the United States, when the advertising
agency NY Ayer & Son surveyed officials in agriculture. In
1911, Curtis Publishing Company established the world's
first marketing department, and in 1916, the Eastman Re-
search Bureau began its activities, the first clients of which
were Cosmopolitan magazine and General Electric [1-3].

Marketing research is now a must-have in any business
plan. Neither bankers nor investors will give money for
business development until they are sure that the money
will return and make a profit. Marketing research is socio-
logical research focused on studying the market situation,
desires, preferences, and behavior of consumers and other
market players [4,5]. In practice, it consists of systematic
search, collection, and analysis of information to make the
right management decisions in the field of production and
marketing of the company [6,7].

All of the customers are influenced with massive adver-
tisement of high-quality products and services in every cor-
ner. It makes them feel the need to buy newer and better
goods. Competition in all industries is a key reason for that,
all companies try to make their goods of higher quality and
with better marketing solutions.

The world is open to new companies and ideas from
young businessmen. Because any people are able to begin
their career almost without any investments. It is because
of the fact that being the mediator is trendy now. Any hu-
man being are able to contact the manufactory managers
where they can buy anything and then customize it.

Big problem appeared in service industries due to the
fast globalization process which makes those industries
work differently. Most of the companies are not able to go
through the pressure from the competitors due to the fact
that companies combine their powers and become bigger
every day.

When we consider global issues, we have to look at the
depth of the problem. The first reason was the time when
many countries in Europe got independence. These states
couldn’t produce most of the good due to the reason that
the factories which worked together, at that moment were
in different countries and it added certain problems for
production [8-10].

The next reason is that most of these manufactories
were sold and rebuilt into warehouses, supermarkets. Most
of the entrepreneurs were solving the issues, but then un-
derstood that the companies are different to what they
used to be. These problems were solved by an easy deci-

sion, to produce good on existing manufactories in other
countries. The first reason for the was working machines.
The second was the fact that people had a chance to save
money on production and delivery costs. There is a solution
that is the most effective to realize whether the enterprise
can start or cannot is market research. It may be identified
by economic sources listed on the last pages.

The article aims to study how market analysis helps
businesses in service sector.

Framework of research. COVID-19 Global Analysis
and Impact English, German, Spanish, Mandarin, and Oth-
er Languages; End-User (Academic and Non-Academic);
Deployment Type (On-Premise and Cloud); Business Type
(Business-to-Business and Business-to-Customer); and Ge-
ography In 2019, the worldwide digital language learning
market was worth US$ 6300.4 million, and it is predicted
to rise at a CAGR of 13.7 percent over the forecast period,
reaching US$ 17333.4 million by 2027 [11] (Figure. 1).

One of the primary drivers driving the worldwide digi-
tal language learning market is the increasing adoption of
smart devices and the internet, particularly in emerging na-
tions. By providing virtual classrooms and a variety of learn-
ing tools, innovative technologies make it easy to access
the global knowledge center. Disruptive technologies are
being merged to deliver a tailored and user-friendly online
platform to learners in order to provide an efficient learn-
ing environment. The need for digital language learning
solutions is high, as these solutions include digital material
and a platform that allows for simple learning via the use of
numerous interactive technologies.

Mobile applications, e-books, audio snippets, movies,
games, digital software, and online coaching are examples
of these technologies. Furthermore, an increasing number
of private and international organizations with operations
in many countries place a premium on having staff who are
fluent in multiple languages, as well as language special-
ists and translators, to facilitate contact with clients. Cor-
porates are required to provide mandatory training to their
employees in order to improve their skills and expertise,
which includes digital language learning sessions. Different
countries’ governments are launching projects to provide
kids with venues for learning a second language.

The digital language learning industry is divided into
academic and non-academic categories based on the end
user. In 2019, the academic sector dominated the market,
and this trend is projected to continue over the forecast
period. With technological improvements, schools, uni-
versities, colleges, and business entities are increasingly
adopting digital learning. Because of the widespread inter-
est in sophisticated technology, digital education is gaining
traction in schools and universities across the world, par-
ticularly in poor nations. Schools are being encouraged to
purchase various sorts of digital language learning systems
as a result of their digitization.

The academic portion is subdivided further into age
groups. Parents today are aware of technological changes
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and want their children to study languages independently
utilizing smart gadgets and digital learning games. Chil-
dren may spend more time viewing instructional films or
playing educational video games thanks to digital learning
platforms.

North America, Europe, Asia Pacific (APAC), South
America (SAM), and the Middle East and Africa (MEA) make
up the digital language learning market (MEA)[12]. In 2019,
Asia Pacific dominated the worldwide digital language
learning industry, followed by Europe and North America.
In response to the rising inclusion of language learning
courses in school curricula and the stronger deployment of
e-learning classes than other nations, APAC countries are
heavily investing in sophisticated and creative learning ap-
proaches. China, Australia, India, Singapore, and South Ko-
rea are among the APAC countries with robust educational
sectors. These nations are utilizing every means and model
available to improve English proficiency in order to increase
the number of English-speaking people.

In APAC, there is a noticeable shift in the tendency of
studying foreign languages. Due to a lack of qualified En-
glish teachers in the region, students are increasingly using
digital technologies to study languages, mostly through
smartphones and tablets. Furthermore, these nations have a
high smartphone penetration rate; also, the young in these
countries are extremely tech-savvy, resulting in widespread
use of digital learning apps throughout the area [13].

The leading participants in the worldwide digital lan-
guage learning market are Busuu, Ltd., Fluenz, Lingoda
GmbH, Pearson PLC, Preply, Inc., Rosetta Stone, Inc., Ver-
bling, Inc., Yabla, Inc., Babbel, and Living Language (Pen-
guin Random House, LLC).

During the last several months, the pandemic’s recent
outbreak has caused significant positive upheaval in the
current education system around the world. Factors such
as social distance and government-imposed nationwide
lockdown have had a significant impact on structural re-
forms in the current mode of communication and overall

learning process, as evidenced by widespread adoption of
online learning platforms and digital solutions by academ-
ic and non-academic institutions worldwide. Furthermore,
the disruption of traditional educational institutions and
classroom-based learning approaches resulted in a spike in
adoption of strong and efficient online and digital learning
solutions, which is expected to drive the market's growth in
the years ahead [14-16].

The theory and methodology of research. Market re-
search is the process of determining the viability of a new
service or product through research conducted directly
with potential customers. Market research allows a com-
pany to discover the target market and get opinions and
other feedback from consumers about their interest in the
product or service.

It is the systematic collection and evaluation of infor-
mation about persons or organizations using statistical
and analytical tools and techniques of the applied social
sciences to acquire insight or enhance decision-making. It
encompasses social and opinion research.

Market research, marketing research, and marketing
are various commercial operations that are occasionally
done informally.

Marketing research is a considerably older discipline
than market research.

Market research may be used to look at the following
factors:

Market data: Market data allows one to learn about the
pricing of various commodities on the market, as well as
the supply and demand situation. By assisting their clients
in understanding social, technological, and even legal el-
ements of markets, market researchers play a larger role
than previously recognized.

Market segmentation is the separation of a market or
population into segments that share common incentives.
It's commonly used to segment based on regional differ-
ences, demographic differences (age, gender, ethnicity,
etc.), technographic differences, psychographic differences,
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and product differences. Market data: Market data allows
one to learn about the pricing of various commodities on
the market, as well as the supply and demand situation. By
assisting their clients in understanding social, technologi-
cal, and even legal elements of markets, market researchers
play a larger role than previously recognized.

Market segmentation: The split of a market or popula-
tion into segments having comparable incentives is known
as market segmentation. It is commonly used to segment
based on regional differences, demographic differences
(age, gender, ethnicity, etc.), technographic differences,
psychographic differences, and product use differences.
Firmographics are often used for B2B segmentation. Mar-
ket trends are the rising or downward movement of a mar-
ket over a certain time period. If you're launching a new
product, determining the market size may be more chal-
lenging. You'll have to calculate the statistics based on the
number of possible consumers, or customer groups,

Market trends are the rising or downward movement
of a market over a certain time period. If you're launching
a new product, determining the market size may be more
challenging. You will have to calculate the statistics based
on the number of possible consumers, or customer groups,
in this situation.

A PEST analysis is a study of the external environment.
It comprises a thorough examination of a firm's external
political, economic, social, and technological aspects that
may have an influence on the firm’s goals or profitability.
They might either help or hurt the company’s productivity.

SWOT analysis is a written assessment of a company’s
strengths, weaknesses, opportunities, and threats. A SWOT
analysis for the competition will help you figure out how to
improve your marketing and product mix. The SWOT ap-
proach is useful for determining and reassessing strategies
as well as analyzing corporate processes.

Brand health tracker: Brand tracking is a method of
monitoring a brand'’s health over time, both in terms of
how customers use it (i.e. Brand Funnel) and how they feel
about it. Brand awareness, brand equity, brand usage, and
brand loyalty are all ways to assess the health of a brand.

Another factor that can be measured is marketing ef-
fectiveness. This includes:

+ Advertisement research;

* Audience research;

* Choice modelling;

+ Competitor analysis;

« Customer analysis (Segmentation of target customers);
+ Marketing mix modeling;

* Product research;

* Risk analysis;

+ Simulated test marketing.

A market research project may usually have 3 different
types of goals.

Administrative: Help a company or business develop-
ment, through proper planning, organization, and both

human and material resources control, and thus satisfy all
specific needs within the market, at the right time.

Social: Satisfy customer’s specific needs through a re-
quired product or service. The product or service should
comply with the requirements and preferences of a cus-
tomer when it's consumed.

Economical: Determine the economical degree of success
or failure a company can have while being new to the market,
or otherwise introducing new products or services, and thus
providing certainty to all actions to be implemented.

Contemporary trends in market research

Today, more and more companies are shifting their focus
towards the consumer-centered experience of the mar-
ketplace they operate in, and there has never been a bet-
ter time to witness the emerging trends and technologies
through which enterprises are striving hard to offer better
solutions to their customers’ problems. Here, we bring to
you 10 market research trends which will help you to fore-
see the bigger picture of the market, and plan accordingly.

Artificial Intelligence Will Dominate the Consumer En-
gagement. Artificial Intelligence (Al) has effectively produced
a wave in our daily lives thanks to Amazon'’s Echo, Google
Home, and other conversation bots. The Internet has be-
come the new hangout for the majority of today's custom-
ers. As a result, businesses are capitalizing on this trend to
sell online. According to David Sackman, CEO of Lieberman
Research Worldwide, Al will make field engagement, survey,
and questionnaire production easier in the future.

Enterprises will need data scientists to collect a par-
ticular quantity of data on consumer behavior trends and
preferences in order to better understand their consumers’
behavior.

Market analysis will be greatly aided by Al, but com-
pletely eliminating traditional research methods will be dif-
ficult.

Traditional market research approaches like as surveys
and qualitative research will continue to be important.

The Use of Blockchain in Marketing Will Grow in Popu-
larity. Blockchain has made it to the list of market research
industry trends in 2018. Of late there has been an emer-
gence of companies providing market research through
blockchain. While the market has witnessed blockchain in
its financial form, the era has arrived when blockchain will
start expanding into different verticals of global markets.
If the advocates of blockchains are to be believed, then
blockchain is going to be the biggest turnaround technol-
ogy for consumer surveys.

Blockchain will reduce the risk of fraudulent surveys
because of immutable records and new ID verification. It
may also make it easy to pay research participants through
blockchain enabled currency. In case of multiple similar sur-
veys over long periods of time, it will be easy to locate the
participants of the earlier surveys through the blockchain
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Blockchain will help companies distribute their content
in a way that will ensure fairness in payment, security and
trust to contributors, writers, editors, and consumers alike.

Mobile Technology Will Redefine the Buying Game. Of
the many technology-based trends in market research, mo-
bile technology will continue to be an important trend to
watch out for in 2018. Augmented reality (AR) and virtual
reality (VR) will present a whole new level of experience
through the digital world. Mobile AR is predicted to be the
primary driver of the $108 billion of AR/VR market by 2021.
AR provides a realistic and unambiguous look at product
and services. The day isn't long enough when it will domi-
nate industries such as retail, life sciences, manufacturing,
and many other domains through the integration of apps
into AR.

As of today, AR and VR have already started to revo-
lutionize the gaming industry and will continue to do so
Apple and Google have already taken a leap into this new
technology through ARKit and ARCore respectively and
these trends will continue in the same way.

Automation will become more prevalent. It goes with-
out saying that automation boosts productivity while also
saving time. One of the reasons why some firms utilize VBA
in MS Excel is because of this. In the marketing industry,
machines are being utilized to automate a variety of tasks.
Data collection and processing is a time-consuming proce-
dure, especially when dealing with huge amounts of data.
Automation aids in increasing the precision of the process
while also speeding it up. It also aids in the speeding up of
the ad testing process while human researchers are busy
studying the outcomes. Consumer data gathering will con-
tinue to benefit from automation, as you can present cus-
tomers with one-click forms and wait for the data to arrive.

It may appear to be less important at first, but auto-
mation will have a significant influence on the market over
time.

Social media platforms’ voices will gain traction. People’s
voices have risen on social media. Analysis of thoughts and
evaluations about your products/services on social media
may help you engage more directly with your target cus-
tomers and increase the effect of your marketing efforts.
Due to the widespread availability of smartphones and
personal computers, social media has become popular
with the 80 percent of the population who own them. As
a result, performing market research on social media has
significantly expanded the audience size. In 2018, this will
continue to gain traction.

Experience-driven Market Will Flourish. Previously, prod-
uct and customer cycles were calculated using the formula
“brand = promise Plus experience,” with the brand having
the ability to shape the product. Because the customer has
easy access to information in the age of the Internet, they
want to sample a product digitally before getting their
hands on it. There will be no broken promises in an expe-
rience-driven market since a customer’s next purchase will
be based on their past purchasing experience. The market
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of the twenty-first century demands delivering customer
experience first via the product, then going back in the cy-
cle to align the brand promise.

Emotional advertising will be the king of the hill. Making
an ad that captures people’s emotions will lead to effec-
tive brand communication, rather than choosing the me-
chanical road of marketing items and services by simply
presenting a product in a film or through creative images.
Companies will create emotion-based commercials in 2018
to connect with their target audience, since ad accessibility
will not be limited to a select groups of people. Businesses
will employ a variety of emotions in their advertisements.
Because dull advertising are no longer fashionable, firms
will strive to perfect the art of eliciting the appropriate level
of emotion from their consumers.

Taking the Agile Approach to Marketing. Among the
other recent market research developments, agile meth-
odology will be one of the most significant in 2018. The
agile methodology is based on the software development
framework. However, most marketers are now following
the same path to meet their customers’ needs. Agile mar-
keting aims to improve areas of a company’s marketing op-
eration like (1) Predictability, (2) Speed, (3) Ability to adapt
to change.

Agile marketing success will come from trying a vari-
ety of things over time and then repeating the ones that
succeed. Companies will prosper over a longer period of
time if they can quickly iterate successful campaigns and
then translate them into effective brand communication
messaging.

Serving Community Over Bunch of Buyers to Gain Mo-
mentum. The primary driving factor for successful firms has
always been solving the problem for the people. The idea is
to concentrate on the major features of the solution rather
than the little ones. Businesses must now focus on estab-
lishing a community of trusted customers who will defend,
advertise, and offer candid feedback on their products and
services

With over 100+ data sets spanning 2011-2024, the
2020 Language Schools Market Research Report is one of
the most complete and in-depth examinations of the busi-
ness in the US. Due to the impact of COVID-19, the study
has modified its 2020 and 5-year predictions.

Market size, product lines, profitability, financial ratios,
BCG matrix, statistics by state, operating expense details,
organizational breakdown, consolidation analysis, employ-
ee productivity, price inflation, pay bands for the top 20
industry jobs, trend analysis and forecasts on companies,
locations, employees, payroll, and much more are included
in this Kentley Insights report.

Language Schools are businesses that specialize in
teaching foreign languages. These businesses provide lan-
guage training ranging from basic conversational skills to
comprehensive training courses.

Companies largely involved in offering foreign lan-
guage training make up the Language Schools industry.
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These businesses provide language teaching ranging from

basic conversational skills for personal enrichment to in-

tense training courses for professional or educational ad-
vancement.

The results of thorough business surveys and econo-
metrics were used to create this study. Market sizing,
benchmarking, strategic planning, due diligence, cost-cut-
ting, planning, understanding industry dynamics, analyzing
opportunities, forecasting, streamlining, gap analysis, and
other analyses are all used by professionals in this research.

The practical reflection. For my work for “Best Lan-
guage Centre” we used my knowledge in Market research
for project launch. | relied on the information received and
tried to apply in Market research.

There were 2 problems. The first and the most prob-
lematic was lack of the information about language orga-
nization in Kiev oblast. To find this information usually we
refer to the Internet. | did the same and additionally got the
information from these organizations. It was more compli-
cating, but possible to receive the information.

* Most of the businesses provided the information when
they heard about the idea for the project. The idea’s to
receive the info about the ways of development.

+ "Best Language Centre” is the enterprise that has per-
fect organizational and working structure. What makes
it real to grow from month to months. When we con-
sider "Best Language Centre” we took all of its spheres,
due to the reason that they operate in so big industry,
educational industry.

“Best Language Centre” is the example of the business

that despite of the 2019 Crisis, managed to keep 78 %

of its clients. It is the example of good adaptation.

“Best Language Centre” struggles with starting projects,
because of big competition in the market. So, they concen-
trate on keeping themselves needed.

Pillars Theme

The financial and non-financial parts of a company’s
performance are combined to make its overall perfor-
mance. These factors can be used to determine how suc-
cessfully a company is executing its business strategy and
to find areas for improvement.

Competitiveness is a critical component of economic
development since it drives company expansion and trade
(Figure 2). As a result, ITC has created an analytical frame-
work to better evaluate business competitiveness and how
to enhance it over time. It is built on three pillars that drive
competitiveness at three different levels of the economy.

The competitiveness levels

Capabilities of the company

This level determines if businesses are run according to
best practices, whether they require resources, and wheth-
er they have the skills to handle those resources.

This level evaluates whether the local business ecosys-
tem, which is made up of business support institutions,
provides firms with the resources or competencies they re-
quire to remain competitive.

+ The competitiveness factors are:

+  Compete: the capacity to fulfill market expectations in a
consistent manner.

+ Connect: exchanging information with other market
participants, learning about what's going on and what's
needed.

Change: Using this data to predict market trends and
respond to them, changing dynamically with the market
(Figure 3).

Each pillar is further broken into competitiveness topics,
which are the focus of the publications’ analysis:

* Requirements for Quantity and Price.
» Time constraints.

*  Norms of excellence.

» Making contact with potential buyers.
+ Establishing contact with suppliers.

Levels

Compete

Connecting to buyers
Connecting to suppliers
Connecting to institutions

Financial requirements
Skills requirements

Innovation and IP requirements

[ Fig. 2. Pillars of competition
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+ Establishing connections with institutions.
+ Financial requirements.
+ Qualifications required.

The need for innovation and intellectual property

Characteristics of the “Best Language Centre” enterpris-
es competitiveness in the foreign market

“Best Language Centre” is a local business with excel-
lent service and big plans.

I think the most attractive solution is to work online in
foreign countries. Because if we consider online business;
it is faster to start and the cost to make it happen is low.

“Product Quality and Returns”

Quality products lie at the root of superior company
performance. Two variables indicating whether your prod-
ucts are high quality are returns and warranty claims. These
product indicators measure company performance on
quality but also impact profitability directly. High rates of
returns and warranty claims cut into profitability.

Employee Job Satisfaction and Training

Two indicators of a company's performance internally
are employee job satisfaction and training levels. These im-
pact overall performance through the ability of the compa-
ny to offer high levels of service to its customers. You can
evaluate employee job satisfaction by measuring changes
in the average length of service. A measure of training lev-
els is the percent of employees who received training each
month.

Numerical and Financial Factors

In addition to numerical factors such as profit margin,
other indicators allow you to evaluate your company’s per-
formance on purely financial terms. Liquidity and solvency
ratios evaluate your company’'s performance with regard

Economics and Management of Education

to ensuring that it can continue its operations. Liquidity is
the ratio of current assets minus current liabilities divided
by total assets and measures how quickly a company can
raise cash.

Solvency is the ratio of net profit plus depreciation
divided by total liabilities and measures your company’s
ability to continue to service its debt. As described in the
Harvard Business Review, you can compare these ratios to
those of other companies to evaluate performance [17].

Recommendations on improvement of the “Best Lan-
guage Center” enterprise’s competitive position and fore-
cast of its effectiveness. The company is developing fast, for
example for last 5 years the company reached more than
400 customers. But here are some recommendations for
"Best Language Centre” to become the biggest language
centre in the location they operate.

The first is to conduct different types of analysis.

For instance, SPACE, SWOT, PESTLE.

SPACE Analysis is an analytical technique used in stra-
tegic management and planning. SPACE is an acronym of
Strategic Position and ACtion Evaluation. The analysis al-
lows to create an idea of the appropriate business strategy
for the enterprise. The analysis assesses the internal and
external environment and allows to design an appropriate
strategy. The analysis describes the external environment
using two criteria:

+ Environmental stability (ES).

Affected by the following sub-factors: technological
change, inflation rate, demand fluctuations, price range of
competing products, price elasticity of demand, pressure
on substitutes.

+ Attractiveness of the industry.

(1) o/ 2 ) cors / 3 e /o

-

Capacity to compete

\

ﬁ]—g

Capacity to connect

N

m— (O}

Capacity to change

.

M Fig. 3. Complete and change

102 BESL[ Market Research for the Educational Service Sector. Practical Implementation

Volume: 2021, Issue: 6-7



ExoHoMmixa ma meHeo>XMeHm ocBimu

Affected by the following Sub-factors: growth poten-
tial, profit potential, financial stability, resource utilization,
complexity to enter the industry, labor productivity, capaci-
ty utilization, bargaining power of manufacturers.

SWOT stand for Strengths, Weaknesses, Opportunities,
and Threats and so a SWOT Analysis is a technique for as-
sessing these four aspects of your business. You can use
SWOT Analysis to make the most of what you've got, to
your organization’s best advantage.

PESTLE is an analysis Political, Economic, Social, Techno-
logical, Legal and Environmental factors.

In conclusion, analyzing overall development of edu-
cational market and market research for it. It brought me
to the understanding of the potential growth of the mar-
ket and the essence of procedure to be done to make new
businesses able to be competitive and profitable in the
market. Also, due to the research we can see the tendency
of educational sectors has turned to be online. So, the fu-
ture of the industry will be digital and independent of the
location and other archaic issues which are now close to
disappear due to the modern applications and programs.

+ The firm is rapidly expanding; for example, in the pre-
vious five years, it has attracted over 400 clients. But, in
order for "Best Language Centre” to become the largest
language centre in the area where they operate, here
are some suggestions. In my opinion, service sector of
Ukraine has to focus on analytical work more than it
does. Market analysis might provide them with ideas
and outstanding performance of an enterprise will ap-
pear sooner than expected. Here are the recommen-
dations:
> Regular analytical work of the service industry.
> Market research on foreign market in the identical or

similar industry in order to forecast the direction of mar-
ket wants.

Diversification of the services (digital services are be-
coming profitable and reliable).
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Xypaeneos B., XXaposa /I. B. (Hayk. KOHC.)

AocnigkeHHA pUHKY ANA iHAYCTPIT OcBiTHIX nocayr. MpakTuuHa
iMmnaemeHTauis

Y cratTi npoaHani3oBaHO TEOPETUYHI OCHOBM Cy4acHOTO AOC/IAXKEHHS
PWHKY, PO3POOKY CXeMU AOCAIAXKEHHA PUHKY AR iHAYCTPIl OCBITHIX MOCAYr Ha
ocHoBi mianpuemcrtaa Best Language Center (BLC) Ta fochig>KeHHA pyHKY And
chepw nocnyr. 30Kpema, MPoaHai30BaHO TEOPIO0 MAPKETUHIOBUX AOCAIAXEHD,
KnacnikaLiro BUAIB MapKETUHIOBMX AOCNIAKEHb Ta CyYacHi TeHAEHL,T Mapke-
TUHTOBUX AOCAIAXEHD.

MpoBeaeHi AOCAIAXEHHA AO3BOAUAN CHOPMYOBATU MIAXOAN AO aHani3y
MapKETVHIOBMX AOCHIAXKEHb AN OCBITHIX IHAYCTPiM. Tak camo po3pobneHo
KOHKYPEHTOCMPOMOXHICTb MmignpuemctBa Best Language Center Ha 30BHILL-
HbOMY PWHKY, MOXAMBOCTI ANA BAOCKOHaNEeHH:A Bi3Hecy.

AKTyanbHiCTb faHOi POBOTU BM3HAYAETHCA 3POCTAHHAM CEePBICHO-OCBITHIX
niANPUEMCTB B Liomy. Lo pobuTb aHani3a puHKY BaxAMBUM iHCTPYMEHTOM ANs
BCiX OCBITHiX CTapTaniB. MeToto pob0TUN € BUBUEHHS TOTO, K aHani3 PUHKY A0-
nomarae nignpuemMcTsam y chepi nocayr.

[Ana AOCATHEHHSA MeTW Bynn MOCTaBAEHi HACTyMHi 3aBAaHHA: — PO3BUHYTH
PO3YMiHHA MapPKETUHIOBNX AOC/IAXKEHb, HABUUTUCA PO3YMITH, SK MaPKETUHTOBI
[OC/IAKEHHA BM/MBAKOTh Ha Bi3Hec-cepesoByLLEe B YKPaiHi, Ai3HaTUCA NPO Cy-
YacHi NiAXoAM A0 MAPKETUHIOBUX AOCNIAXKEHb, MPOBECTU AOC/IAKEHHS MapKe-
TVIHTOBUMX AOCAIAXEHD Ha OCHOBI YKpaiHCbkoro nignpuemctaa (BLC).

MeToa0M0r4YHO OCHOBOK PobOTH € iHbDOPMAaLLiA 3 BIAOMUX iHTEPHET-BU-
AaHb, >XypHaniB, >XypHanis Ta 6ibaioTeyHnx Matepianis. O6>eKTOM AOCAIAKEHHS
€ MapKETUHIOBI AOCANIAXEHHA 30BHILLHBOrO PUHKY B KOHTEKCTI. [pesmeTom Ao-
CNIAXKEHHA € CYKYMHICTb TEOPETUYHMX | MPAKTUYHWX NIAXOAIB A/1F BCTAHOB/IEH-
HA MOXIMBWX PilLeHb ANA IHAYCTPIi MOCNYT Ta OCBITHIX MOCAYT Ha OCHOBI 3HaHb
NpPO AOCAIIXKEHHA PUHKY.

KnrouoBi cnoBa: 20CnifkeHHA pyHKY, cdepa Nocayr, MOBHI LIEHTPMU.
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Improvement Of Basic International Managerial Approaches
And Their Implementation (on the basis of Glovoapp Ukraine)

COVID-19 pandemic affected current enterprises and demand of consumers.
Consequences of such changes affect managerial approaches that are used by
companies to cope with new challenges on the market. This work deeply analyses
correlation between managerial approaches and decisions that support competitive
advantage on market. As a result, thesis will emphasize how appropriately picked
managerial methodology can impact sustainable development of consumers on
market, where enterprise operates.

On this article we made an analysis of food delivery company “Glovo”, which is
a delivery company that proceeds in more than 23 countries globally. It has started
to operate in Spain in early 2015. Startup was founded by two proprietors Oscar
Pierre and Sacha Michaud. Both proprietors were engaged in tech and digital areas
that helped them to identify scales of tech resources to launch their own startup. In
the article overview of overall performance of Glovo Ukraine with reference to its'
corporate structure, competitors that operate in delivery market and the way how
company maintains customer expectations were described. The main goals is an
identification of whether the company and its' processes are effective in terms of
competitiveness and communication with end users.

Also, the article contains analysis of relation between theoretical information and
practical findings. The goal of an analysis is an identification of the most efficient way
of how Glovoapp Ukraine with food delivery business model can reach the highest
ratio of market share with comparison to competitors. Theoretical information is
being applied in order to identify current and recommended way of proceeding.
The task of the article is to identify how usage of incorrect managerial approach can
affect competitive advantage of certain enterprises.

The relevance of this paper is defined by rapid growth of businesses that proceed
on food delivery market and managerial decision, that are made by them. Such deci-
sions form sustainability strategy of such enterprises, therefore contribution to fight
against COVID-19 consequences and threats.

Keywords: COVID-19, managerial approaches, competitive advantage, sustainable
development.
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Problem statement

Nowadays the enterprises that operate on various markets
are struggling to handle the difficulties that are provided
by environmental changes that are pushed by external fac-
tors. Modern companies are used to proceed according to
classical approaches and pick the most appropriate one, on
their opinion, that is suitable to their type of business and
the flow of processes within an enterprise. Current situa-
tions represent the fact of inflexibility of global enterpris-
es. Inflexibility is caused by issues with decisions that were
made by managers.

Incorrect managerial decisions lead to closure of a busi-
ness. In current situation, it is hard to replace the closed
business with a new one not only because of high com-
petition but also due to market limitations that appeared
after a lockdown due to COVID-19. Absence of the right
management can lead to business decay that is followed
by world crisis as a result of decline in production of most
types of goods. Decrease in number of businesses is a fa-
vorable condition for monopoly development, that is the
reason of decrease in prices and variety of products that
are available for an end-user.

Task statement

The goal of the article is to study and analyze effects of
used managerial approaches on enterprise, with reference
to events that occur on the market.

* In order to emphasize correlation between manage-
ment approaches, sustainability and enterprise success
following tasks were set:

« develop an understanding of management origins;

+ learn main branches of managerial approaches and is-
sues that caused management methodologies devel-
opment;

+ gather modern business development insights by
completing internship at “Glovoapp Ukraine”. Analyze
strategies in terms of competitiveness, marketing and
sustainability;

+ compose an action plan for “Glovoapp” sustainability
and competitive advantage development.

Literature review

Knowing the consequences many economists, philoso-
phers, sociologists and other representatives of various
scientific spheres tried to oppose the threats by formulat-
ing statements, that in conjunction formed a set of options
for actions in certain circumstances. Frederick Taylor, was
the one who started to work on fundament of produc-
tion process, that was needed for the times of an indus-
trialization. Henry Fayol developed the theory by adding

structure to operations and relationship between individ-
uals. The lack of attention to a human as to an individual
attracted followers of Human Relations school and they
made a contribution, that made needed changes. Later, bi-
ology discoveries took place and they made contribution
to development of management as a science in a way of
opening of external influences consideration importance,
that gave a signal for Situational approach to appear and
devote its attention to actions that should be done in cer-
tain conditions, that are formed by external factors. Each
theory has its advantages and disadvantages and the ob-
server should weight the risks and to apply the suitable
one with reference to current conditions within and out-
side an enterprise.

Frederick Maslow was the one of the first thinkers who
launched the process of division between the one "who
works” and another “who supervise.” Henri Fayol was a min-
ing engineer and director of mines who implemented the
theory that further was called a general theory of business
administration and later the theory was called as Fayolism.

Coming back to Scientific approach, there was required
the division of responsibilities, but alignment between the
divisions wasn't a main feature. Fayol offered relative de-
partments to gather on meetings and to discuss current
issues of an enterprise, that allow to solve them as fast as
possible due to the fact that had of any department could
offer a solution from their side or support their colleagues
in terms of processes. On his opinion, that allows to in-
crease awareness to other departments about the current
condition of operations and increase a coordination in gen-
eral. Henry Fayol was a supporter of top-down manage-
ment and stood for development of goals from manager
side without any reference to employees point of view. An-
other deviation from scientific approach was the way how
the both theories were implemented. Taylor implemented
the theory from a perspective of a worker, but Fayol man-
ager his theory by observation of managerial actions. Still,
both theories had one mutual goal — the increase of effi-
ciency of processes, but in different ways.

Max Weber, German sociologist, philosopher and econ-
omist, developed this theory with injection of bureaucracy
into the management. Weber claimed, that it is necessary
to provide each individual with certain list responsibilities
and occupations. Responsibilities started to be distributed
by levels, other words, in case the certain task is not in the
scope of the manager or manager is not able to decide on
the actions that should be applied, the task is transferred
to the manager of higher level. Max Weber theory was the
point when top-down management was developed as an
approach. The decisions were escalated to the bottom of-
fice and bottom office was reporting to top management
through the middle managers.

In 1950s importance of understanding the correlation
between motivation and individual’s nature was stressed
by Douglas McGregor. He claimed that managers use one
of two theories to motivate the employees.
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Theory ‘X'

Management

Theory X — authoritarian,
repressive style. Tight control,
no development. Produces
limited, depressed culture

1T/

Theory Y — liberating and devel-
opmental. Control, achievement

and continuous improvement
achieved by enabling, empowering
and giving responsibility

Management

M Fig. 1. Adaption of McGregor's ideas for modern organization

Two theories (Figure 1) show the approach of managers
of treating employees. “X" theory stands for the traditional
view on the management of subordinates and it refers to
a repressive style that was a main one at the times of in-
dustrialization [24]. Repressive style was followed by a tight
control over the subordinates and didn't lead to any devel-
opments in relationship microclimate among the subject
of the group. "Y” theory was opposite and the main points
were taken from the theory of Mary Follet. In case of "Y”
theory application subordinates are provided with respon-
sibility, that as a conclusion satisfies “Belongingness” and
"Esteem” needs at once.

The theory of Henry Fayol was later developed by Lu-
ther Gunlick. Gunlick was a political scientist that stand for

the limitations of subordinates that were under control of
certain management. The limitation allowed to track and
supervise physically possible number of processes that
flow in the company and the limitation was presented as
an approach of “span of control”. Another point that was
presented by Luther Gulick was a concept of “Planning, Or-
ganizing, Staffing, Directing, Co-ordinating, Reporting and
Budgeting” (POSDCORD). The scientist tried to combine
the thought of Frederick Taylor and Henry Fayol because
he believed that hierarchy in terms of the structure and the
efficiency increase in accordance to the right supervision.
Luther Gulick paid attention to the organization and co-
ordination of the processes in the company. There are two
main principles:
+ presence of collaboration between head of depart-
ments that was previously claimed by Henry Fayol;
+ presence of the ideas that are provided to a team vol-
untary. Each team member has a desire to share his
ideas that are pointed to the development of processes.

The theories that were mentioned before got develop-
ment in later 1960s, when the biologist Ludwig von Berta-
lanffy claimed that general systems model could be used
to unite various spheres of science. To quote Bertalanffy: “...
there exist models, principles, and laws that apply to gener-
alized systems or their subclasses, irrespective of their par-
ticular kind, the nature of their component elements, and
the relations or “forces” between them. It seems legitimate
to ask for a theory, not of systems of a more or less spe-
cial kind, but of universal principles applying to systems in
general” [3]. This statement was transferred to the manage-
ment and has meaning of organization being a dynamic
and interrelated set of parts. Each part is represented as
a department and it has its own sub-department that can
differ from the sub-departments of other departments. This
theory intersects with a theory of Mary Follet in terms of
continuous coordination, but here it is applied towards the
interactions between the departments. Collaboration of
departments and sub-departments in the theory creates a
synergy and the synergy allows to behave internally and
externally in appropriate way.

System approach has two models:

* Closed model. Initially, it is a model that refers to the
scientific approach, where individuals are concentrated
on internal subjects, such as production, efficiency of
employees and processes inside the company. Closed
model is built on the routine processes and it is a right
approach in case when business processes are stable
and there are no external threats.

*  Open model. Such model can be described as more lib-
ertarian if to compare with a closed model ("Y" theory,
that was constructed by Douglas McGregor). This model
requires the fact of disagreement solution among the
individuals due to regular calibrations on the events. The
model is suitable for the periods, when environment is
unstable (for example, current situation with COVID-19).
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The pioneer of Contingency (Situational management)
approach was Fred Fiedler, American psychologist who was
one of the leading researchers in industrial and organiza-
tional psychology of 20t century. He made significant con-
tributions to psychology as a science and, as consequence,
in management. He tried to deep dive into the correlation
between effectiveness of group of individuals and leader
traits of a manager. His theory is a mix of scientific man-
agement, that claimed that effectiveness can occur in case
of clarified instructions and control over the subordinates,
and human relations that emphasized the importance of
constant contact between individuals and understanding of
mutual goals.

The leadership is a central definition that is developed
in the Fiedler's theory. According to Fiedler, a leader’s be-
havior is dependent upon the favorability of the leadership
situation. Three factors work together to determine how
favorable a situation is to a leader. These are:

+ Task structure. The point refers to a degree to which work
assignment is structured and understandable in terms
of process for a performer. That's where a scientific ap-
proach was applied. Main points are: goal clarity, path
simplicity/multiplicity, solution singularity/multiplicity.

* Leader-member relations. The point can be described
as a degree of subordinate’s confidence in manager be-
ing leader for them. Individuals evaluate their manager
as poor or bad and that affects their productivity, effec-
tiveness and efficiency as a consequence. Main features
of the point are: harmonious climate, reliability, initia-
tive from workers, cooperation or conflicts between
leader and subordinate.

+ Position power. The scope of tools for influence from
leader's side matters as well. By tools are meant the
processes and accesses to: promotions, hiring or dis-
missing pf subordinates, salary increases and other
tools that affect subordinate as an employee not as an
individual and his relation to leaders in general. Position
power is appointed by authority of a leader. Leader di-
rects or recommends actions to a subordinate.

Leader-Member
Relations

Task Structure | High Structure

Low Structure

Fiedler also suggested, that leaders are able to act dif-
ferently in various situations. He claimed that leadership
can be divided on relations-oriented and task-oriented ac-
tions. Task-oriented leaders focus on the goal fulfilment via
step-by-step solution of required task without contribution
in relationship among subordinates. Relationship-oriented
leadership refers to the cases, that leader cares about the
well-being of their employees. Important fact is that relation-
ship-oriented leadership tries to minimize such factors as:
dissatisfaction with job, personal conflicts, recession in pro-
ductivity due to personal factors of employee or boredom.

Results

The definition whether the leaders is task-oriented or rela-
tions-oriented (or member-oriented) depends on the situa-
tional variables. First variable is a set of conditions like: loy-
alty to the leader, confidence in the actions or advises lead-
er gives and trust to him in general. In case the conditions
are on the high level, then leader-member relations can be
characterized as positive. Another variable is the structure
of the tasks that are set by a leader. Completely clear and
structured tasks provide leader with more control over the
processes, but the absence of clear instructions lessens the
influence of a leader on individuals that work on his behalf.
Task can be defined as structured if:

+ Limited number of solutions for the task. Subordinates
that are responsible for the task have clear vision how
the task should be done.

* In case the task is finished by an employee, the results
can be presented for a leader, meaning that there is a
clear point when a task can be considered as done.

Least-preferred coworker scale (LPC) stands for the
measure of leadership style. The higher LPC is the more re-
lationship motivated leader should be. According to Fiedler
there was created a table with previously mentioned fac-
tors that define suitable leadership style (Figure 2).

(c{o]e]p) POOR

High Structure Low Structure

" Strong | Weak | Strong | Weak | Strong | Weak | Strong | Weak
Position Power
Power | Power | Power | Power | Power | Power | Power | Power
1 2 3 4 5 6 7 8
Preferred Low LPCs High Low
Leadership Style Middle LPCs LPCs LPCs

M Fig. 2. Fiedler's Contingency model adaptation.
Source: [14]
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Leaders with high LPC score are suitable when the sit-
uation in the company has a balance in terms of certainty
(things are neither completely under their control nor out
of their control). Low LPC is applicable are mostly effective
when the situation both totally stable and stable.

Followers of Fiedler's theory claim that there is no such
definition as an ideal leader, but there are leaders that suit
certain situation. Certain situation that occurs in business
requires certain situation. According to situation manager
can pick leader whose character treats and approaches will
be most suitable for current situation that is formed by ex-
ternal or internal factors.

Situational management approach had a resources that
were provided by theories of previous economists and de-
veloped it points with reference to an employee as an in-
dividual.

And now let's study competitivemess and managerial
efficiency of business model which is used by Glovoapp
Ukraine company.

Glovo has a very strong presence that was launched
not only via receiving big investments, but also with ac-
quiring with Foodinho company, that was located in Italy
and proceeded on food delivery, that allowed Glovo to
develop their vision of delivery sphere. Nowadays Glo-
vo has collaboration with such huge companies as KFC,
Starbucks and Burger King. The brands that were listed
previously refer to coffee shop company AmRest. AmRest
holds ~10% of Glovo shares. Such partner strengthens
the position of start-up and allows to provide a delivery
company with a big share of content. Taking into account
such support and important acquirement, Glovo got a vi-
sion, that is appropriate enough to expand its operations
to other countries.

The main purpose of Glovo is to making everything in a
city immediately available to everyone and it makes Glovo
to become a Google for person that is in need of some-
thing and this person shouldn't leave his or her house to
receive the needed product. In 2018 food delivery was on
its early stage and it had a need of new ideas.

Glovo has a commitment to generate a positive impact
on society as whole. Glovo does it with various volunteering
program for employees and delivering canceled orders to
non-governmental organizations, that use such orders to
help people that are in need of any products. Such actions
help Glovo to keep an appropriate reputation, that will help
company to get more market share, because nowadays it is
important not only to keep the high quality of product, but
also making an impact on development of society.

Courier delivery is the process of transporting an or-
der by courier from the point of departure to the specified
point by the customer. Courier delivery is characterized by
timeliness, home or office delivery, reliability, cash or non-
cash payment, ordering services by phone or online.

All departments of the company are involved in the or-
ganization of delivery, as it is quite a complex process that
requires a lot of information and the work of people.

The organization of delivery always directly depends on
the specifics of the goods sold. Yes, when selling flowers,
food, and other perishable goods, you should prefer to
cooperate with courier delivery. The maximum time to the
consumer after a complete set of the order makes in this
case only 2 hours.

Delivery of perishable goods should be entrusted to a
company specializing in express delivery. Such courier ser-
vices operate in different formats: they can be delivered in
the city, state, mainland, around the world.

In this case, the couriers punch the check from the con-
sumer themselves, and the money goes to the accounts of
the logistics company, and from them to the restaurants in
the network. The commission is presented, as a rule, 1.5-
3% of the cost of the delivered product.

If the specialization is large products, it is rational to
choose a transport company for cooperation. The latter of-
ten organize the delivery for online stores and transport
goods by road. The advantage of specialization is the lack
of costs for accounting and staff. But there are downsides
to the fact that outsourcing companies have problems with
peak workloads.

Transport organizes an important role in organizing the
process of food delivery by courier service in saving meals
from possible spoilage on the way to consumption.

Protection of products from the possible impact of
environmental conditions, pollution — one of the main
requirements for the transportation of products. Condi-
tions of transportation should be as close as possible to
the storage conditions, so the transportation of products
should be carried out in a specially designed transport.
The sanitary condition of the transport (clean, disinfected)
must also be appropriate. For transportation of perishable
goods, the transport which is provided with refrigerating
appliances is used. Perishable food requires strict adher-
ence to the sanitary regime of transportation. Specially de-
signed vehicles (vans, motorcycles, scooters) must have a
passport, which indicates the number of transport, equip-
ment, name, and initials of the employee responsible for
the sanitary condition of transport and the availability of
sanitary clothing. The main condition for the transporta-
tion of products is that the products should be transported
in containers.

Containers for transporting products are thermo-bags
of different sizes, which are tightly closed to prevent air
and light so that the temperature in the bag is maintained
as long as possible.

The organizational structure of Glovoapp Ukraine is
presented in Figure 3.

The company could decide to optimize the most un-
profitable points, when it became clear that the return of
the catering industry to the usual rhythm will be long and
painful.

The next step is to analyze the factors of the macro
environment, those that do not have a direct impact on
the company but affect the state of business processes.
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l General manager l

Operations

Legal
department

department

Order picking
department

Department of
transport logic

| Customer service
department

Maintenance
department

I Fig. 3. Organizational structure of Glovoapp Ukraine.
Source: compiled by the author according to reference

The emergence of our marketing management problem
is influenced by several factors: economic, demographic,
cultural. This is because our service is directly affected by
the purchasing power of the population, the level of de-
velopment of the restaurant business, and the culture of
consumption of the service by the population.

One of the first factors related to economic factors is
the growth of real incomes and the increase in purchasing
power as a result. Also in 2020, there was a slight increase
in wages of Ukrainians to 10% (in total income), while the
level of savings began to decline sharply, and the share
of expenditures on goods and services increased sharply
by 1.9%. It also became known that among all household
expenditures, expenditures on services account for about
16.2% of the total budget (In Venture, 2020); [15].

This factor creates an opportunity for the company by
increasing potential customers because it arises as a result
of improving their financial situation.

The next economic factor is the inflation index, which in
March 2021 amounted to 101.7 % [26] (Figure 4).

This indicator poses a threat because it affects the level
of prices for food, services, as well as the overall solvency
of the population. Due to rising inflation, we can observe a
sharp rise in menu prices in catering establishments, which
in turn was influenced by rising rents, rising prices for some
categories of food [26, 11].

This factor is a threat to the business, as some consum-
ers may refuse to pay not only for the ordered dish but also
for the service. In addition, most restaurants are starting
to launch their free shipping, because they do not want to

Robot department
with personnel

HR administration
department

Labor protection
service

Financial Sales
department department

B2B sales
department

—  Bookkeeping

Department of Marketing and

work with FOP —  Advertising
department
Report
L~ management Brand
department department

pay a commission for connecting to the application that
provides food delivery service.

An important factor is a reduction in the cost of loans.
From 24.04.2020, the National Bank of Ukraine reduced
the discount rate to 8%, which is 10% lower than in 2019
[13]. As a result of this decision, the cost of loans is ex-
pected to decrease, which is positive news for small and
medium-sized businesses, as it will be possible to attract
additional capital for development.

This factor is positive for Glovo and the restaurant busi-
ness. This is due to the possible increase in the number of
restaurants where it is possible to make money for their de-
velopment. For us, this means an increase in the potential
customer base in the B2B market and as a consequence of
increasing the attractiveness to the end user, by providing
more choice.

One of the demographic factors is the migration of
young people to large cities. About 52 % of the global ref-
ugee population was under 18 years of age since young
people go to get bachelor or masters degrees or look for a
better job to earn a living [7]. Thus, the bulk of the young
and solvent population is concentrated in large cities of
Ukraine. This factor is positive for us because delivery ser-
vices are mostly ordered by young and busy people be-
cause they do not have time to cook.

The technological factors influencing the company’s
activities include the rapid spread of the Internet among
the population of Ukraine. Thus, in the 4th quarter of
2020, the share of Internet users among the population
of Ukraine increased to 75% compared to 5% of Internet
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users in 2005, 30% of Internet users in 2011 [21]. It was
also highlighted that 15-20% of Internet users are regular
users of food delivery services, which is about 4 million
customers.

This factor is positive for our company because, with
the increase in the number of Internet consumers, the de-
livery audience is likely to grow.

The growth of the culture of consumption of food de-
livery services should be noted separately. Although today
the culture of consumption in Ukraine is quite conservative
because most Ukrainians do not trust restaurants or couri-
ers who deliver food. It is considered to be the most com-
mon opinion, and what he claims is that homemade food is
more useful than ordered. However, such sentiments pre-
vail only among the older generation.

At the same time, young people are becoming more
and more introverted, and prefer to order food through the
app, communicate with the operator or go to a restaurant
or shop. According to the consulting company Technomic,
in Ukraine the main users of food delivery services are peo-
ple born in the second half of the 1990s — early 2000s, they
in 38% of cases order ready meals from restaurants, while
the generation Millennials in only 30 % of cases [20].

It should also be noted that during the quarantine due
to COVID-19, there was a rapid increase in the population
of delivery services among Ukrainians due to which the
market grew 6-7 times in 2020 compared to 2019.

An underdeveloped level of urban infrastructure, in par-
ticular road transport, also plays a negative role. The main
problem so far is the lack of sufficient pedestrian and bi-
cycle paths. Another important problem is the low level of
quality transport services for the population, which is mani-
fested in an increase in the cost of travel time, non-compli-
ance with the schedule and interval of traffic on the routes,
reducing the level of safety and comfort of transportation,
environmental friendliness of services. The quality of trans-
port services is affected by the critical level of wear of roll-

2017 2018 2019 2020

ing stock, most electric vehicles operated in the cities of
Ukraine were produced during the Soviet era, and 2% of
trams — before 1960 [5].

This factor is negative for the company, as the develop-
ment of the food delivery business increases the number of
scooters and bicycles on city roads, and most couriers also
use public transport. At the same time, the modern urban
infrastructure of Ukraine will not be able to withstand the
increased demand, as it is quite weak. Therefore, the ob-
tained factors were analyzed and included in Table 1.

As a result, the following factors were recognized as op-
portunities: increase in the total income of Ukrainians and
increase in service costs, decrease in the cost of loans for
small and medium businesses, increase in solvent youth in
large cities of Ukraine, and growth of service culture and
Internet use.

The following factors were recognized as threats: rising
inflation, the COVID-19 pandemic, and the underdeveloped
urban infrastructure of most Ukrainian cities.

Let's analyze the factors of the microenvironment. The
global ready-to-eat food market is growing rapidly and,
according to McKinsey, is about $96.2 billion, about 1% of
the total food market and about 4% of the food market
sold through restaurants and fast-food chains. The current
share of delivery in the Ukrainian market is still only 1%.

The market of ready-to-eat food delivery services in
Ukraine at the initial stage of its inception was local and
represented the delivery of food by some supermarket
chains and its own delivery of restaurants.

According to the research company Statista, the num-
ber of consumers of this type of service in Ukraine reached
1.5 million, which is 13 % more than at the end of 2018. The
main market segment is the delivery of food from restau-
rants, this segment analysts estimated at $21 million in
2019. According to Statista forecasts, by 2023 the Ukrainian
food delivery market will grow to $350 million: most of it
will be provided by restaurants, and a little less by online
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Table 1. Macro-environmental factors.
Source: conducted by authors

ROOT CAUSE CONSEQUENCES

Increasing the share of Ukrainians spending on services  Increasing the number of potential consumers of the service —

increasing the level of sales of the service.

Rising inflation. Rising prices for resources, declining solvency people.

Reducing the cost of loans. Increasing the number of partners in the B2B market and end

users.

Increasing demand for the service due to the influx of new con-
sumers.

Migration of young people to big cities.

The penetration of the Internet into the daily lives of
Ukrainian citizens.

Insufficient level of urban infrastructure development

ordering platforms. In Europe, the industry is expected to
grow even faster, reaching $24.7 billion by 2023 [18].

However, 2020 slightly changed the situation on the
Ukrainian delivery market, so, as a result of the COVID-19
pandemic, the market grew by 6-7 times compared to
2019, and McKinsey estimates it amounted to $230 mil-
lion. At the same time, two main players left the delivery
market — UberEats and Menu Group, which was engaged
in the development of eda.ua and menu.ua, as a result of
which the Spanish company Glovo became the market
leader (approximate market share — up to 55 %), as well as
a sharp jump. showed the company Rocket (approximate
market share — up to 31%) [ibid].

One of the main barriers in the market is competition
from existing food delivery operators, as they already have a
well-established B2B customer base, ie they have connected
a large number of partner restaurants, know the specifics of

working with them, and can offer the end consumer a wide
range. The year 2020 also revealed a new problem, namely
the lack of a sufficient number of couriers, due to the rap-
id growth of demand for the service, so even experienced
companies did not always cope with the existing demand. It
should be noted that one of the most important criteria for
consumer appeal to delivery is the popularity of the brand.
The total brand demand for delivery services for the first
months of 2020 increased by 119% in February, about 300
thousand people searched for delivery services in Google,
and in March more than 700 thousand. The largest increase
in popularity was observed for the services of Glovo and
Zakaz.ua (Figure 5) [8]; ('Glovo Delivered 2021" report [1]
highlights global delivery and consumer trends).

In addition, the market in terms of Ukraine is already
growing, but there are many risks for new players, primar-
ily due to the fact that there is no universal model of exit
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and work on it. Most foreign companies (UberEats, Menu

Group) entered the market without a developed market-

ing strategy and positioning, as a result of which they lost

to more successful players and had to leave it with signif-
icant monetary losses. For example, Menu.ua made quite
high bets on the Ukrainian market, as a result of which it
received an investment from Menu Group in the amount
of $1.5 million, but the company's share did not rise more
than 1% of the market. Reducing the impact of this risk
is possible only by building a marketing strategy from the
moment of entering the market and in the process of proj-
ect formation. There is also a risk associated with the target
audience, who order food not for special occasions, but on

a regular basis, which means that income should be above

the average in Ukraine.

Also, according to various estimates in large cities of
Ukraine, regularly visit catering establishments or order de-
livery of about 10-15% of the population, for comparison
in Europe, this figure reaches 50-60 %.

The growth of real incomes of the population, which
can be observed in the last three years, creates the precon-
ditions for increasing the segment of food delivery.

The main users of food delivery are such cities as Kyiv,
Kharkiv, Dnipro, Odesa, Lviv. At present, more than 60 %
of the food delivery market is concentrated in Kyiv, as it is
a priority for online sales due to the concentration of the
solvent population [12]. Up to 17 % for Kharkiv, Dnipro, and
Odesa, while Lviv takes over about 8 %.

The main market trends at the moment are:

1. Development of “cloud kitchens”. Due to the growing
popularity of delivery to catering establishments, it is
increasingly difficult to fulfill the full volume of orders
on two lines, respectively: delivery and for guests inside
the restaurant, so now more and more open establish-
ments that focus only on delivery [23].

2. Because, at present, food delivery services are used
mainly by millennials, ie those who were born in the
period from the early 80’s to the late '90s of the twen-
tieth century. At present, the field of food delivery will
go beyond this circle of people — delivery is also used
by those who, due to a large number of jobs, do not

have enough time to go shopping, restaurants, or cook
their own meals.

3. Increasing popularity of the “sharing” economy —
restaurants and cafes are gradually abandoning their
own couriers, preferring global delivery services.

Regarding the forecasts for 2021, the following is ex-
pected:

1. The growth of delivery of ready meals from restaurants
will increase by 2-3 times due to the growth of digital
services. Currently, the delivery market in Ukraine is still
small: there are about 0.3 orders per person per month,
compared to the UK — 4.9 and South Korea — 11.5.

2. Demand for food delivery in 2021 will continue to grow
even after the end of the pandemic [22].

From the above data, we compile a table of the main
factors of the microenvironment (Table 2).

So, after analyzing the company’s microenvironment,
we identified the following main factors that create an op-
portunity for the company: the growth of the food deliv-
ery market and the growing popularity of branded deliv-
ery. Also, a factor was identified that poses a threat to the
company — the strong position of competitors. Some of
these threats and opportunities will be used in compiling
the SWOT analysis table.

Consider the microenvironment. One of the main con-
ditions for the company’s existence in the delivery market is
the end consumer, which determines the demand from B2B
customers. The company is facilitated by the connecting
tool through which the market operates, namely the Inter-
net, through which the service is sold. In Ukraine, the Inter-
net is used by about 60 % of the population, which in turnis
more than 25 million people. About 15-16% of them, i.e. 4
million consumers, use food delivery services. At the same
time, the basis of consumption falls on such large cities as
Kyiv, Kharkiv, Lviv, Odesa, Dnipro, a very small percentage
is occupied by 10 regional centers. The center of consumer
concentration is Kyiv (about 60 % of the total market) [25].

The concentration of major consumers in large cities is
due to two factors: the availability of cash, ie wages are

Table 2. Microenvironmental factors.
Source: conducted by an authors

ROOT CAUSE

CONSEQUENCES

Rapid growth and development of the food
delivery market

Increasing demand for the service — increasing orders.

Strong positions of competitors

High costs for developing a strategy to attract consumers. Opportunity

not to withstand competition and leave the market.

The growing popularity of branded delivery

Developing your own brand positioning and increasing the number of

loyal customers.
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higher than average, and the development of the restau-

rant business.

The main motive that causes the consumer to turn to
the delivery service is convenience, which is to save time
and effort.

In general, the market of food delivery consumers is
represented by the following segments:

+ Consumers who use food delivery directly from cater-
ing establishments (use sites or applications of restau-
rants/cafes);

+  Consumers who use delivery from retail stores (order
delivery actually on the store’s website);

+ Consumers who use aggregator services for food de-
livery;

+ Consumers interested in healthy food delivery services;

+ Adjacent segment, i.e. consumers who use several types
of delivery.

The most popular among consumers is aggregator
services combine several types of delivery (delivery from
shops and catering establishments). The main reason for
this popularity is the combination and the ability to choose
a standard set of products, in addition, an important factor
is the price of delivery, which in total is lower compared to
ordering separately in a restaurant and store.

A detailed analysis of the factors of the company’s mar-
keting environment was conducted. Such an analysis was
necessary to determine the marketing management prob-
lem, as a result of which all the most influential factors were
included in summary table (Table 3).

Most factors in the marketing environment are an op-
portunity for a company. Such a rapid growth of the market

allows the company to grow with it and attract more con-
sumers, along with increasing demand for the service.

Also, the growth of the culture of consumption of the
delivery service is very positively reflected in the business,
due to attracting new customers to the service increases
the number of sales and profits, and this is an opportunity
to expand the business. Reducing the cost of credit helps
to increase the number of new restaurants that can be our
potential partners and bring additional income not only by
paying a commission to connect the service, but also by
attracting consumers who are very willing to a wide range
of dishes. The growth of the brand delivery category gives
an incentive to develop your own brand and gain custom-
er loyalty, which significantly helps to regain market share,
because it is a competitive advantage.

However, there are also factors that pose a threat. The
strongest position of competitors can be considered the
most important, as they already occupy significant market
shares and have the loyalty of most consumers, the compa-
ny will have to spend a lot of resources to switch the atten-
tion of users of food orders, i.e. it is expected to compete
actively. Another important negative factor is the constant
rise in inflation, which in turn reduces the solvency of the
population and causes prices to rise, which negatively af-
fects demand.

Factors that carry both opportunities and threats include
the rapid development of services that deliver food not only
from restaurants but also from stores, and market growth. In
the first case, we can assume that it will be more profitable
for consumers to place orders from several points, so they
will choose these services, on the other hand, our company
may also consider this area promising and take the oppor-

Table 3. Marketing environment factors. Source: conducted by authors

ROOT CAUSE

CONSEQUENCES

Inflation

Reducing the solvency of the population

Reducing the cost of loans
result

Increasing the number of partners in the B2B market, and end users as a

Migration of young people to big cities

Increasing demand for the service at the expense of new consumers

The culture of ordering food is in its infancy

Opportunity to grow the company along with the market

Rapid growth and development of the food
delivery market

Inability to meet demand due to lack of necessary staff.
Increasing demand for the service — increasing orders

Strong positions of competitors

High costs for developing a strategy to attract consumers. Opportunity

not to withstand competition and leave the market

The growing popularity of branded delivery

Developing your own brand positioning and increasing the number of

loyal customers

The popularity of services that combine
several types of delivery.

Additional competition from “substitute goods”.
Ability to expand the range of own service
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Table 4. SWOT-analysis. Source: conducted by authors

Strengths

Weaknesses

Functional application;

Own system software that is constantly improving — quick
response to problems;

Adaptive pricing strategy;

A clear system of evaluation and adjustment of PR-actions;
A clear system of evaluation and adjustment of the work of
its own staff — couriers.

Lack of a well-established system for obtaining marketing
information about the consumer;

Lack of a plan to develop a communication message of
the targeted consumer in KMK with the Glovoapp Ukraine
service;

Little work experience — lack of a positive image;

Lack of marketing strategy for food delivery.

Opportunities

Threats

Rapid growth of the food delivery market;

The growing popularity of branded delivery;

The growing popularity of branded delivery;

Increase in household income and the share of expenditures
on services in total expenditures;

Ability to increase the number of potential B2B-partners by
reducing the cost of loans and opening new institutions;
Increasing the share of young people in large cities and the
total number of consumers due to the mass penetration of
the Internet into everyday life.

The emergence of an economic crisis as a result of the
COVID-19 pandemic;

Rising inflation and falling demand due to rising market
prices in catering establishments due to rising food prices
and rents for restaurants;

Increasing pressure from existing competitors and food
delivery services;

Strengthening delivery requirements from partner restau-
rants, as this affects the reputation of their institution.

tunity to develop in the same direction. If we consider the
growth factor of the market, its negative side is manifested
in the threat of not meeting the existing demand due to low
staffing, so the company should take care of the system of
attracting new staff who will be engaged in delivery.

After analyzing the external and internal environment,
the next steps are to conduct a SWOT-analysis (Table 4) and
cross-SWOT-analysis (Table 5).

As a result of the SWOT analysis in the future we ana-
lyze the interaction of factors.

Strengths — Opportunities. A stable investment flow
from the parent company allows the company to develop
its capacity in accordance with the growth rate and devel-
opment of the market for food delivery from restaurants.

An adaptive pricing system allows you to adapt to the
market, and specifically to the consumer, who is currently
willing to spend more and more services to purchase ser-
vices.

The functional application, which runs on the company’s
own software, allows you to quickly respond to changes in its
use, which is due to the increasing popularity of the Internet
and, consequently, the use of branded food delivery from
cafes and restaurants among the population of Ukraine.

Also, a sufficiently high level of control of couriers and
work with them can attract new partner restaurants, as the
quality of the courier's perform their duties affects the im-
age of the restaurant, as well as the image of the company,
which is also a condition for increased competition.

Strengths — Threats. A well-established investment
flow will allow the company to withstand the crisis resulting

from the COVID-19 pandemic. Financial support can also
help in competition.

Currently, Glovoapp Ukraine is the weakest among food
delivery competitors due to lack of consumer information
and as a result of its own positioning and overall market
strategy, so this can only be offset by pouring money into
research to obtain relevant marketing information and de-
velop a detailed coverage plan. market.

The strategy of adaptive pricing allows you to respond
to changes in inflation, which in turn affects the general
market prices in all sectors of the economy. Also, the strate-
gy of adaptive pricing allows you to respond to the actions
of other competitors, ie to adapt to the market by respond-
ing in a timely manner to price changes.

Weaknesses — Opportunities. Due to the lack of de-
tailed marketing information about the consumer, there is
a problem with his involvement in our service. Due to the
lack of a message aimed at attracting Ukrainian consumers,
it is not possible to grow with the market and gain the loy-
alty of service users.

The little-known brand does not help the company to
develop in the market due to the growing popularity of
branded delivery, to attract and establish trust between the
consumer and the delivery brand it is necessary to build
communication, which will include positioning the compa-
ny based on important values. Also important is the lack of
a positive image around the company, because the image
is what potential customers rely on when choosing a part-
ner, thanks to him working with B2B customers, and as a
result — end-users.
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Table 5. Cross-SWOT-analysis.
Source: conducted by authors

Opportunities Threats
Strengths 1. Stable investment flow from the parent company allows the 1. Established investment flow + crisis as
company to respond to changes + rapid growth and market a result of the COVID-19 pandemic.
development. 2. Well-established investment flow +
2. Adaptive pricing system allows to adapt to market changes increasing pressure from major com-
+ increase the share of Ukrainian spending on services. petitors.
3. Convenient and functional application in combination with 3. Adaptive pricing strategy + actions by
its own software + growth in the number of users of brand- competitors.
ed delivery as a result of the development of the Internet. 4. Adaptive pricing strategy + actions by
4. Control of lower employees: competitors.
* link;
e restaurants;
* score;
* responsible company;
+
* attracting image partners.
5. Control of lower-level employees + increasing the level of
satisfaction of end users.
Weaknesses 1. Lack of necessary marketing information about the consum- 1. Lack of market strategy + pressure

er and positioning strategies + rapid growth and develop-

ment of the food delivery market.

2. Little-known brand + rapid growth and development of the

food delivery market.

3. Little-known brand + increase in the share of Ukrainians

spending on services.

from major competitors.

2. Lack of marketing information about
the consumer and as a consequence
KMK + pressure from major compet-
itors.

4. Lack of a positive image + rapid growth of the food deliv-

ery market.

Weaknesses — Threats. Such a weakness as the lack of
market strategy, due to the lack of sufficient marketing in-
formation, increases the threat of pressure from the com-
pany’'s main competitors, and as a result, increases the risk
that Glovoapp Ukraine may leave the Ukrainian market. To
avoid such a scenario, the company needs to find or regu-
late the stable flow of marketing information by conduct-
ing market and consumer research. The presented interac-
tions of factors are listed in Table 5.

Considering the situation (Table 5) in which the compa-
ny found itself, we can say that the symptoms of marketing
management problems include:

« lack of marketing information about the consumer,
which in turn affects the construction of the compa-
ny's strategy, which also includes a set of marketing
communications, which currently performs only an in-
troductory function and is not aimed at attracting con-
sumers and increasing loyalty;

 little-known delivery brand and lack of a positive image
also does not allow the company to fully operate in the
market due to low involvement of partner restaurants
and as a consequence of end consumers;

« strong positions of competitors and their correspond-
ing clear actions to attract the largest market shares. In
this case, the company has significant financial support
and can eliminate most of the negative symptoms.

Based on the above-mentioned market conditions,
identified threats and prospects, the company should work
out in more detail the strategy of the food delivery direc-
tion Glovoapp Ukraine.

Despite the fact that Glovoapp Ukraine has established
itself as a leader in the taxi market, the same approaches
are unlikely to work with the food delivery market, as ex-
emplified by UberEats’ exit from the market. To exist in the
Ukrainian food delivery market, companies need to better
research the consumer and develop positioning for the
selected target audience. Marketing research is necessary
in terms of finding information about the perceptions and
expectations of consumers at the expense of food delivery,
as well as loyalty, which was formed to competitors, to de-
velop their own solution.

Similar to Glovoapp Ukraine, Rocket and Bolt operates,
they entered the market in the period 2018-2019, and
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are now the leaders, as they actually share this segment.

The company'’s sphere of influence extends to 20 cities of

Ukraine: Kyiv, Dnipro, Vinnytsia, Vyshneve, lvano-Frankivsk,

Zhytomyr, Zaporizhia, Lviv, Mykolaiv, Odesa, Poltava, Sumy,

Kharkiv, Kherson, Cherkasy, Chernihiv, Chernivtsi, Ternopil,

Vyshhorod, Lutsk [27]. The company is a leader in food

delivery from such fast-food chains as McDonald's (up to

30%) and KFC, these two networks account for the largest

number of orders for the company’s services.

It follows the leader of the Ukrainian company Rocket,
whose sphere of influence has expanded from 5 cities to
20in 2020, including large popular delivery centers such as
Kyiv, Lviv, Kharkiv, Odesa, Dnipro. The company also gradu-
ally began to expand its range and to the usual delivery of
food from restaurants also adds delivery from the nearest
delivery address stores [ibid].

The main reason for the complication is that so far the
company operates absolutely free of charge for end-users,
but previously it was stated that the price will be 10-15%
lower than the average price of competitors, which is — 40
UAH. Unfortunately, in comparison with the main compet-
itors, it will not be possible to note such important criteria
as the number of covered regions and partner institutions,
due to the trial launch, but the following criteria will be
considered:

* Price — most consumers who use the delivery service
do not want to pay more, so if you have a choice before
two services, which are connected to the same desired
consumer institution, the consumer is more likely to or-
der where the price for delivery will be lower.

+ Speed of delivery or average waiting time (within a
maximum radius of 3 km) — food delivery is a rather

specific service, due to the fact that the minimum num-
ber of complaints from customers may occur due to the
unsatisfactory condition of the dishes that have been
delivered. That is, the main problem is that the speed
depends on the condition of the pond (hot or cold), as
well as the mood of the client in the future in relation to
the company, if his order is placed late.

+ Terms of the referral program or system of discounts —
is the main feature of attracting customers and their
friends and acquaintances to the service. The availabil-
ity of this service and the amount of the discount in-
creases the likelihood of an influx of new customers and
draws the attention of old ones (Table 6).

Table 6 shows that currently the food delivery service of
Glovoapp Ukraine has one strength, namely that it stands
out among the prices for the services of competing com-
panies. In the future, when developing a detailed strategy,
a strong point may also be the condition of the referral pro-
gram for consumers, which must be worked out in detail
by obtaining additional information from the study. Also in
the process of research, it is desirable to identify additional
attributes of the service, due to which the company can
compete.

Therefore, based on the analysis of consumers and
competitors, we bring the main factors to the summary Ta-
ble 7.

Thus, the possibility of expanding the range of services
within the direction of Glovoapp Ukraine was identified
as an opportunity, and the strong positions of competi-
tors and their power in the city markets were identified as
threats.

Table 6. Comparison of service quality with the main competitors of Glovoapp Ukraine.

Source: compiled by authors

Area Value Zakaz.ua Glovo Crew service  Status
1. Speed of delivery In minutes 45 45 60 Neutral
2. Terms of the referral program ~ The amount of bonus UAH - 100-150 40 Weak

3. Price In UAH 35 20-60 40 Strong

Table 7. Microenvironmental factors

Concentration of consumers in large cities

High competition between delivery -

companies

High level of popularity among consumers of services
that combine several types of delivery

Additional competition from “sub-
stitute goods”

Ability to expand the
range of own service

Strong positions of competitors

Consumer rejection of the emer- -

gence of a new service
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Table 8. Data for verbal task formulation.
Source: compiled by authors

High level of service

Staff qualifications

Quality Timely delivery Courier congestion
Affordable price Delivery costs
Delivery under any conditions of cargo storage Delivery time is available
Reliability Geography of delivery

Efficiency of business processes
External factors (weather)

After analyzing the features of the company’s business
processes, it can be noted that as in many logistics compa-
nies, Glovoapp Ukraine gives a special place to the speed
and quality of services provided. Due to these priorities, it
is important for the company to maintain at the appropri-
ate level several key indicators that characterize both high
speed and quality of services and reliability (Table 8).

First of all, it is the speed of delivery, ie compliance with
the stated deadlines. Second, the delivery of the goods
must be carried out under all circumstances, so that the
customer is calm about whether the goods will be deliv-
ered and whether it will be intact. Obviously, these criteria
are bottlenecks, because they are influenced by external
factors such as the same geographical and weather condi-
tions, however, if you properly establish business processes
and digitize all possible errors, you can create a business
model related to with food delivery, pizza, which optimizes
the service process.

The highest uncertainty in the business processes of
Glovoapp Ukraine occurs at the time of delivery of the par-
cel to the driver after collecting the order. After that, the
entire burden of responsibility for the timely delivery and
storage of the parcel lies with the courier.

For this reason, it seems logical to implement a digital
model, based on the calculation of the courier’s choice of
assessment method, in real time. If inefficient units emerge,
management can take action to improve the efficiency of
each such organizational unit, thereby increasing the over-

all efficiency of the courier service (couriers operate inde-
pendently, ie no synergy effect is observed) and then the
entire logistics chain. Thus, the verbal formulation of the
problem of measuring efficiency for the digital model of
the logistics company Glovoapp Ukraine is as follows:

“Measure the efficiency of the courier service of Glo-
voapp Ukraine by data convolution analysis”

Hence the following important points: first, the scope of
performance evaluation has narrowed to the courier service,
ie the role of the studied objects (DMU) are couriers, and sec-
ondly, there is a space of variables in which to build efficiency
limit, as it is related to the operational efficiency of couriers.

It should be noted at once that different approaches are
required to select the input and output parameters for the
digital model. To get more reliable results, it makes sense
to find those initial parameters that are strongly correlat-
ed with the efficiency of the organization, high return on
capital and high customer loyalty, or simply agree with the
strategic goals of the company. This direction can be the
basis for a separate study, for example, the formation of a
sample of enterprises that are effective in terms of the DEA
method and finding the relationship between their various
indicators (ratios). In this case, it is obvious that the source
variables should reflect the set of factors that affect the
quality and reliability of services. The following set of initial
parameters was proposed (Table 9).

Speaking of the initial parameters, first of all it should
be noted that the high number of parcels delivered on time

Table 9. Data set for the model.
Source: compiled by authors

Node Variable Name

Exit Number of deliveries until 13:00 Before
Number of deliveries after 13:00 After

Entrance Number of parcels delivered on time Intime
Number of parcels not delivered the first time Postponed
The distance covered by the courier Distance
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obviously increases customer loyalty and confirms the high
quality of services provided. It is clear that this figure can be
considered to objectively reflect the efficiency of the entire
courier service.

The high number of untimely pizzas delivered is a direct
sign of low efficiency of the company and loss of customer
loyalty, which leads to a decrease in market share. Thus, we
can say that this indicator reflects the undesired variable
(undesired), i.e. efficiency will be achieved by reducing it.

The same parameter is followed by the distance param-
eter covered by the courier for delivery of a certain amount.
It is logical to assume that the less the courier travels, the
less it consumes fuel, depreciates cars, and therefore re-
duces the company’s costs more. Thus, this indicator also
requires rationing by formula.

To select the appropriate input parameters, it is rather
important to assess which variables have the strongest ef-
fect on the model outputs. In this case, it is necessary to im-
mediately build a logical connection between the error-free
delivery of goods on time and the resources available to
the studied units to achieve this. At once there is a question
of the existence of such data that is considered in more
detail at the end of the subparagraph. Looking ahead, it
should be said that the choice of input parameters was lim-
ited to those measurements that were present in the com-
pany's information systems. As it turned out, the most suit-
able were: the number of deliveries made by courier. This
parameter is directly related to the number of delivered
and undelivered goods, as the number of undelivered and
delivered on time increases with the number of deliveries.

The only nuance is that, depending on the nature of the
logistics chain, couriers often receive orders that arrive late
or that arrive in the afternoon. Thus, the probability of their
delayed delivery increases and gives an advantage in effi-
ciency to those who receive “late” orders less. For the pur-
pose of getting rid of the influence of this factor, it was pro-
posed to divide the entire volume of parcels into two vari-
ables — received before 13:00 and received after that time.
The entire set of incoming and outgoing parameters with
variable names in the model can be evaluated. The prob-
ability of their delayed delivery increases and gives an ad-
vantage in efficiency to those who receive "late” orders less.

Finally, it is worth noting some of the difficulties that an
analyst may face when selecting variables for a data con-
volution model. First, even if you can narrow the field of
performance to a comfortable size, where it would seem
that all the relationships are easily accessible for review, it
is not a fact that the company will have the necessary data
measurements. Therefore, an important observation aris-
ing from the study is the addition of the stage "Estimation
of the space of measurable indicators” in the sequence of
application of the DEA method to assess the effectiveness
of not only logistics companies. At this stage, the analyst
should take a picture of the data that are stored in the or-
ganization, or which can theoretically be obtained from
various documents or records in information systems.

If we talk about the return on a scale, ie whether there is
an effect of economies of scale, the most realistic situation
will naturally look at the variable return to scale (VRS). With
this orientation, the more parcels the courier has, the less
time it will take to deliver them to the addresses than if he
delivered each parcel, receiving it individually or in small
groups. Given the peculiarities of the delivery process, it
is obvious that the more the courier receives the parcel at
once, the less in total it will spend time and distance due to
the ability to combine.

As we can seeg, it all depends on the geography of de-
livery. The company does not have statistics of this kind
of information, so each parcel can be randomly assigned
to the courier, if it is in its area, and the courier can re-
ceive from several such parcels per day, up to several doz-
en. However, the company has some internal principle of
dividing couriers into zones, which implies approximately
equal distances.

Nowadays, food delivery has become a global market
worth more than $150 billion, having more than tripled
since 2017 [9]. Such amount of revenues was developed
due to threat of pandemic and desire to receive food bev-
erages contactless due to previously mentioned threat.
Another trigger of moving all most of restaurant and food
beverages to delivery was a closure of in-door restaurants
operations. Taking into account, that COVID-19 doesn't
reaches it's end, it is important not to understand cus-
tomer’s logic and other branches of motivation in terms of
purchasing good via food marketplace applications.

In order to find out the main reasons of ordering food
without attending restaurant, it is relevant to analyze cor-
relation matrix where main reasons of food ordering were
gathered. According to “Factors Influencing Customer
Decisions to Use Online Food Delivery Service during the
COVID-19 Pandemic” article [10] researchers divided mo-
tives as:

+ perceived usefulness;
+ perceived ease of use;
* enjoyment;

e trust;
e social influence;
e attitude;

* behavior intention.

Such division allows to proceed on survey and analyze
respondent’s attitude to food delivery as a whole. Survey
was built with responds division from “Strongly agree” to
“Strongly disagree”. The results that are represented further
are represented according to 450 responses. Respondents
were divided by 6 income-layers (Figure 6).

The correlation analysis results are represented below
(Table 10). Such approach will show interrelations between
drivers of food delivery usage that can identify appropriate
strategy for brand awareness development.

According to analysis we can emphasize rooms of de-
velopment that should be used by Glovo in terms of com-
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17%
$100,000 or more

12%
$80,000-99,999

20%
$60,000-79,999

I Fig. 6. Income profile of respondents.
Source: compiled by author out of reference (Quora, 2022)

11%
les than $20,000

22%
$20,000-39,999

18%
$40,000-59,000

Table 10. Correlation matrix of main drivers of food delivery usage.
Source: compiled by authors out of reference (Quora, 2022); (Statista, 2022)

Vi Usefulness  Emseof Use  Eoyment Trust  [HE - Attide 1 TR0
Perceived usefulness 1

Perceived ease of use  0.78 1

Enjoyment 0.64 0.48 1

Trust 0.80 0.72 0.68 1

Social influence 0.36 0.23 0.46 0.48 1

Attitude 0.81 0.64 0.73 0.80 0.47 1

Behavior intention 0.76 0.62 0.50 0.73 0.41 0.76 1

petition and general business development. Important to

mention, that no interceptions have negative correlation,

so we can claim that increase in any variable can cause an
increase in another variable.

In order to find out main points of development it is
needed to pay attention to interceptions that have high
correlation values.

1. Perceived ease of use <> perceived usefulness. Correla-
tion 0.78 shows that easiness in terms of application
usage makes customer consider it useful. The more app
is easy to use the more demand it has.

2. Trust <> perceived usefulness. Correlation 0.80 refers
to the fact that marketing campaigns and sustainability
positively affect the way how customers consider appli-
cation in terms of usefulness. Trust rate insights can be
gathered from reviews in social media and how compa-
ny handles bad reviews.

3. Behavior intention <> Perceived usefulness. Correlation
0.76 refers to logical conclusions — the more useful
product is the higher demand is followed by. Same can
be emphasized in terms of attitude and trust.
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Interceptions with low correlation should be considered
as well. Review and consideration can allow enterprise to
refuse from irrelevant decisions, that can lead to demand
and revenue decline. There are two variables that food-de-
livery companies shouldn't consider as main drivers of
business development:

* Enjoyment. Variables that intercept with this point don't
show high correlation if to compare to other values.
According to this, we can draw a conclusion, that cus-
tomers don't use food delivery applications in order to
enjoy the process. It refers to the fact, that it is mostly
considered as a tool for evading COVID-19 restrictions
or simple laziness that are common to human.

+ Social influence. The situation in this driver is worse than
in enjoyment interceptions. None of them exceed 0.50
that leads to the fact that customers don't use food-de-
livery applications in order to bring social impact. Cus-
tomers consider food delivery as a tool to manage their
personal needs rather than a tool that helps to fight
COVID-19 via decrease of personal contacts number.

According to correlation matrix, we can draw a con-
clusion that ease of use is the main factor that influences
customer’s desire to purchase product or service in food
delivery sphere. Product demand can be developed via
simplification of ordering process. Ease of use in this con-
text can mean:

+ taken efforts in terms of food ordering;

+ amount of time that customer is waiting till the order is
received from courier by an end-user;

+ absence of need to contact courier or customer sup-
port;

+ simple process of order receiving from courier.

In order to identify how easy it is to use an application
for customer, companies should follow KPI's. According to
feedback of former employee of “UberEats” [16], food de-
livery companies have following KPI's that are common for
every food delivery aggregator:

* Average delivery time. Metric refers to the time from
order creation till the final stage (delivery).

+ Customer satisfaction (CSAT). Is taken as average value
from all customer ratings. Can refer both to courier ser-
vices or meal that was ordered by a customer.

+ Contact Rate (Ratio). Calculation formula (1) is repre-
sented below.

Number of contacts initiated by customer

L

, (M

Total number of orders delivered

Due to the fact, that average Delivery Time and Contact
Rate refer to figures, that are used internally for operations
and user experience development, we will use comparison
of customer ratings in Apple Store and Play Market. This
will allow us to compare ratings of main Glovo competitors
globally and preferences of customers in terms of smart-
phones operational systems. For analysis were taken such
companies as “Raketa”, "Bolt Food"” and "Glovo"” as primary
example within master thesis. Data in Table 11 represents
raw data for benchmark.

Rating breakdown with reference to the operation sys-
tem shows that:

» Android users are more interested in leaving reviews in
application platforms.

+ Increase in sample size of reviews leads to decrease in
rating of application within the platform.

Table T11. Initial ratings data per food delivery company.
Sources: [4, 2]

Company Raketa Bolt Glovo
Platform Play Market Apple Store Play Market Apple Store Play Market Apple Store
Rating (1-5) 4.4 4.8 2.7 4.3 34 4.8
Sample, thsd 59.6 64.5 20.6 0.9 667.8 186.3
Table 12. Number of customer app views on monthly basis.
Source: compiled by authors on basis of reference [17]
Number of views, thsd Growth, %
Company
Nov 21 Dec 21 Jan 22 MOM Nov - Dec MOM Dec - Jan
Glovo 6900.0 7200.0 7300.0 4% 1%
Rocket 13.3 1233 130.0 9% 5%
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Second point can be confirmed with correlation anal-
ysis of two arrays of data: ratings from all platforms with
sample size of reviews placed by consumers. Correlation
value = -0.25. Calculation shows, that rating negatively cor-
relates with sample size of reviews. Such correlation relates
to Glovo the most, because it has the most big share of
android users.

Customer Satisfaction is a representation of trust in
terms of demand. Coming back to the correlation matrix,
where interception between perceived ease of use and trust
has 0.72 correlation that is significant in terms of building
demand. Before we sum up the success of Rocket App, we
should identify how mentioned figures affect share of new
customers (Table 12).

There is a big deviation between numbers of views due
to the fact, that Glovo has bigger market share around
the world than Rocket App, still trends analysis shows that
Rocket gains demand and market share more aggressive-
ly than Glovo. Rocket uses opportunities that were given
by COVID-19 more efficient via understanding of customer
needs. Taking into account situation on the market, it is not
an excuse for Glovo to claim, that such deviation is due to
big scales of operations.

Issues with marketing department of Glovo should be
reviewed in terms of managerial approaches, that are used
for business development.

20t century is a century of rapid development of man-
agement and usage of authoritarian approaches in man-
agement can lead to the failure of business, because of lack
of flexibility. Strict rules and instructions don't let business
to manage itself in hard times.

The pressure of individuals with strict instructions af-
fect the team in a bad way and is followed by decrease
in productivity and efficiency, as a consequence. Pressure
decreases the employee’s motivation to develop the envi-
ronment where individual proceeds and due to this fact the
number of ideas that go through decision making process
decreases. Loss of options number decreases the chance to
force an uncertainty factor, that is relevant nowadays.

International companies should refuse from passing
down the instructions to the subordinates and absence
of feedback obtaining. Human relations among the team
members is a fundamental factor of an enterprise success.
Referring to Ukraine it is vitally important not only on the
level of enterprise, but on governmental level as well, be-
cause the way the work is managed for employee displays
the level of life of the individual.

The main challenge for the enterprises is a balancing
between the efficiency of an enterprise and a condition of
the team. In case the external factors don't have signifi-
cant influence on the processes within the company it is
better to accumulate the loyalty of an employees to use it
in hard times, when the processes are unstable. Enterpris-
es shouldn't always follow a scientific approach, but they
should fully refuse from it because it can threaten to a rap-
id decrease in productivity of employees and there will be

issues with a hiring process due to the fact that there are a
lot of ways to leave a feedback.

Mutual goals of the groups within the company should
be aligned. One of the ways to manage it is the setting
goals, that lead to a fulfilment and reaching the general
goal of an enterprise. Certain key performance indicator
targets for each department are better than one general
goal for all departments, because chain of targets gives an
opportunity to build a clear step-by step action plan.

Teleperformance company is an example of complicate
structure with strict rules and instructions. It's not always an
option to keep the processes under such strict supervision,
because the level of freedom for individuals is at low level.
This doesn't allow employees to be proactive in decision
making, because most of ideas are already restricted with
the existing statements in the policies.

Another point is the security policies that are imple-
mented in Teleperformance. Strict limitations of resources
that are used by employees make operations inflexible.
Definitely the security policies should be used in most of
international companies in order to prevent the fraud at-
tempts, but there should be frameworks that don't inter-
fere with the task that should be done. Such strict policies
positively affect the efficiency, because subordinates de-
vote more time to their job, but along with this the feeling
of constant supervision pursuits an individual. It can lead
to high level of attrition and as a consequence, high total
turnover costs that contain costs of hiring, onboarding and
costs of gaining the needed productivity of an employee.
Enterprises should prevent the attempts of fraud without
strict limitations on behalf of security.

Still, in large organizations and enterprises it is difficult
to promote a culture of involvement and interaction with
employees at the personal level, in addition, large teams
have a problem meeting different requirements, mostly
such processes take a long time due to the complexity of
organizational procedures. Mobile technologies are chang-
ing communications, transforming the structure of the
organization. Yes, the mobile phone screen has become
a natural and affordable way to attract employees to new
motivational programs.

In large companies, there is a problem of meeting dif-
ferent requirements, because due to the complexity of the
procedures of approvals and approvals, the processes take a
long time. Through the mobile application, the ordering pro-
cess becomes fully automated and reduces the time spent
by more than half, and the use of corporate chats in tech-
nical support allows you to quickly resolve employee issues.
One of the most popular functions in the organization —
operational communication with company managers.

Also, an open communication channel optimizes con-
tact with management, for example, a mobile application
allows you to most effectively solve problems. In turn for
management, this allows you to get information directly
from team members. Glovoapp uses such systems as Slack
and Jira for sharing an information within the team, but still
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these sources of information are not informal and won't
provide visibility to the whole team. Such issue leads to
miscommunication between all participants of an organiza-
tion and can lead to incorrect decision making. Here, Glovo
should take the same approach as Teleperformance uses:
1. Important information is shared only via official emails,
even if it is a fast update on procedures or current situ-
ation on the market.
2. Important information is shared only via secure chan-
nels of communication.

Second factor is a pain point for Glovo, due to the fact,
that on 29t of April 2021 third party managed to get access
to Glovo admin panel, that caused a huge information leak
and this situation affected Glovo reputation in a bad way,
decreasing the trust of an end-users and partners, that col-
laborate with Glovo directly.

Coming back to Contingency approach, that was men-
tioned previously, it is important to highlight the “Position
Power” factor, that stands for a tool for influence on em-
ployees. Taking into account the fact, that couriers that de-
liver on behalf of Glovo are not officially employees of the
company, it is hard to influence them with anything except
dismissal in case of not proceeding according to guidelines
and bonuses.

Glovo should review its approach to making couriers
provide the best services to an end-users. It is recommend-
ed to create an opportunity for courier to move to Glovo
office as an direct employee. Best couriers can be engaged
in logistics operations on customer support interactions.
Such actions will satisfy 3 needs from Maslow's hierarchy
of Human Needs:

+ Belongingness. Courier is aware of the fact that he is
a part of an organization and there are options to be
a part of company, but not only providing services on
behalf of that company.

+ Esteem. It is divided into two parts: self-esteem and
esteem by others. The second option is more logical
for application here, because self-esteem development
due to transfer depends on personality and it's percep-
tion of transfer.

+ Self-actualization. Former courier is aware of the fact,
that he is able to develop himself in food-delivery mar-
ket with minor knowledge of the sphere. Still, self-ac-
tualization of such employee should be followed up by
appropriate adoption of newbies in company.

The best way to facilitate the adaptation of new em-
ployees is to provide them with digital tools and central-
ized access to the company’s resources. The right applica-
tion with the help of introductory instructions, step-by-step
lists of tasks, training resources, as well as a channel for
feedback — will explain the daily processes of the company
and help to successfully get used to the new place.

One of the priority business tasks is the motivation and
involvement of staff. Working with the system of motivation

in the team requires a well-thought-out elaboration of a
structured approach to implementation. Mobile technology
is becoming a desirable form of communication between
employees and the organization, perceived by employees
on a more personal level, as something natural, convenient,
and comfortable. The smartphone can be used anywhere
and anytime, blurring the line between business and per-
sonal space. Moreover, the mobile application allows you
to adapt the interface to the specific tasks of the company,
timely communicate the necessary information and create
ease of communication for the entire organization.

Therefore, the corporate application must contain sev-
eral basic elements. The motivational part, designed to
create and maintain a high level of involvement: a system
of points, ratings, achievements, current indicators, and as
a goal — a bonus program that supports the competitive
spirit in the company. Here an important part is a commu-
nication at different levels. The information part includes
company catalogs, presentations, corporate news, reports,
and analytics, which allow the user “on the go” to see the
necessary materials (in preparation for a meeting or com-
munication with the client). And finally, the training part,
designed for employee development. Still, internal commu-
nication is not the only room for improvement in terms of
GlovoApp.

Comparing “GlovoApp” to “Teleperformance”, it is pos-
sible to identify, that Glovo is less structured, but still is
easier in terms of making decisions. Taking into account
marketing issues in Glovoapp, company experiences issues
with vision of employees on how task should be done and
how task fulfilment will contribute to the success of an
establishment in general. Fiedler's Contingency approach
mentions this issue, so that's why Glovo should pay atten-
tion to following issues in terms of managerial approach:

+ Develop organizational structure in order to provide
each branch with limited number of solutions for the
task, with restricting employees to fulfill the obligations
of another department.

+ Provide a full visibility to a leader on the task fulfilment,
showing the impact of fulfilled task on the business suc-
cess.

* Appropriate onboarding of new employees will provide
pool with needed knowledge on how tasks are man-
aged and let them understand a value of their work in
company in terms of business success.

Conclusions

In conclusion, we can claim that general development flow
of management as a science has changed intentions and
methodologies of entrepreneurs in terms of operations on
various markets.

The aim of the article was to analyze how application
of enhanced or basic managerial approaches has affected
and can affect competitive advantage and social wellbeing
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at times, when control over the market globally and locally
can be lost. After the analysis of management layers with-
in "GlovoApp”, we have identified main issue, that holds
a growth of an enterprise and relates to managerial ap-
proaches. Incorrect marketing strategy and lack of market
understanding to overcome rapid growth of competitors
is explained by incorrect goal setting and supervision on
subordinates.

We also identified that management process approach
is useful in case of big corporation with complicated orga-
nizational structure, but it affects the employee factor in a
negative way. Management process let's company to con-
trol all level of procedures and operations with full visibility,
without letting processes flow in insecure and inappropri-
ate way.

Tools that was described in the article are brilliant, but
still it should be redesigned with more empathy to employ-
ees in order to decrease possible attrition rate and decrease
costs for further recruiting process with decreasing a de-
mand for new candidates on outsourcing needs. As was
identified previously, attrition rate affects not only the rep-
utation within employee market but also it refers to percep-
tion of clients, that can potentially be in need of outsourcing
company to provide services on their behalf. Clients of out-
sourcing company can refuse from companies with high at-
trition due to not meeting Service Level and Customer Satis-
faction KPI's, because employees are not motivated enough
and are willing to leave outsourcing company.

But if one company has issues with holding a head-
count of an employees due to too strict rules of operation,
another company can suffer reverse issue — lack of control,
that leads to issues in food-delivery operations and work of
marketing in terms of brand visibility to potential market
share, that can be conquered.

Couriers — lack of operations supervision, that forces
company to proceed on price competition, but not the ser-
vice quality (delivery speed). As a result, such issues affect
customer satisfaction, which leverages were described in
third chapter of master thesis.

Employees — lack of leader supervision and goal-set-
ting, that leads to loss of market share. Issue refers both to
marketing and operations supervision departments.

Examples benchmark and their management approach-
es show that the managerial approach can turn weaknesses
into strength in terms of competitive advantage. Company
values that form organizational behavior, and consequent-
ly, the way how employees are proceeding. In theoretical
part this approach was identified as Human Relations ap-
proach and it concentrates on consideration of an enter-
prise from employee’s perspective. This point was contrib-
uted to Contingency approach, that's why it was a big step
in management as a science.

Teleperformance and Glovoapp still have a lot of chal-
lenges due to market uncertainty and the main challenge is
managing their stakeholders, that are different from com-

pany to company. Still, mutual challenges that are faced
by both companies helped to develop an action plan for
main object of research — “Glovoapp”. Action plan refers
to development of customer satisfaction for further options
to invest in dark-kitchens. Dark kitchens in this case will
positively impact sustainability of society and restaurant in
particular.

The article content and conclusions are relevant, es-
pecially in COVID-19 realities, that require sharp reactions
and actions on coverage negative outcomes that it can
bring. Conducted research can help proprietors to pick
appropriate way of business handling and will allow not
to make same mistakes as GlovoApp does on current
stage.
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YaocKoHaneHHA OCHOBHUX MDKHapOAHUX YyNpaB/liHCbKUX MiaX0oAiB Ta IXHA peanisauis (3a
martepianamu TOB “InoBoann YkpaiHa”)

MaHaemia COVID-19 BnavHyna Ha Aitodi NiANPUEMCTBA Ta MOMUT CMOXMBaYiB. Hacaiaky Takmx

3MiH MO3HAYaroTbCA Ha YMPaBAiHCbKMX MiAxoAax, AKi BUKOPUCTOBYHOTb KOMMaHii, o6 BropaTtucs
3 HOBUMM BUKAMKaMU puHKy. Lis poboTta rmmboko aHasizye B3aEMO3B>A30K MiX yMpaBAiHCbKMMU
MiAXOAaMU Ta PiLeHHAMY, Lo MIATPVMMYHOTb KOHKYPEHTHY MepeBary Ha puHKy. B poborti byae nia-
KpecneHo, K MpaBWIbHO 0bpaHa ynpaBAiHCbKa METOAOJIOrNS MOXe BM/IMHYTU Ha CTauiA PO3BUTOK
CMOXMBAYiB Ha PUHKY, B AKOMY OMepye MiANPUEMCTBO.

Y i cTaTTi MM NpoaHanilyBanun KOMMaHito AocTaBku ixi “Glovo’, aka peanidye cepsic B OinbLu
HiXX 23 KpaiHax cBiTy. BoHa moyana npauroBatu B IcnaHii Ha nouatky 2015 poky. CtapTan 3acHyBau
ABa BnacHukn Oscar Pierre i Sacha Michaud. O6uaBa BaacHUKYM 3aiManmca TEXHONOTIYHO Ta Lind-
POBOIO Chepamy, LLO AOMOMOIO M BU3HAUMTL MaCLUTabu TEXHIYHUX pecypciB AN 3amnycky Baac-
HOro cTaptany. Y cTaTTi po3rasHyTo 3araibHy AiaabHocTi Glovo YkpaiHa 3 aHani3oM il KopnopaTuBHOT
CTPYKTYPW, KOHKYPEHTIB, AKi NPALLFOOTb Ha PUHKY AOCTaBKYW, | Te, AK KOMMaHIf MiATPUMYE O4YiKyBaHHS
KnieHTiB. OCHOBHOO Li/IIKO CTaTTi € BU3HAYEHHA TOro, Y/ € KOMMaHia Ta ii npoLuecn eGekTMBHUMM 3
TOYKM 30PY KOHKYPEHTOCMPOMOXHOCTI Ta KOMYHIKaLLl 3 KIHLeBMMUN KOPUCTyBaYaMu.

MeToro CTaTTi € BU3HaUYeHHA HallepeKTMBHILLIOro cnocoby, Akum Glovoapp YkpaiHa 3a A0NMOMOroto
iCHYrOYOI Bi3HEC-MOAENi A0CTaBKM i MOXE JOCATTU HAMBULLOI YaCTKW PUHKY MOPIBHAHO 3 KOHKYPEH-
Tamu. TeopeTnyHa iHGOpMaLLia BUKOPUCTOBYETLCA /19 BU3HAYEHHA MOTOYHOIO Ta PEKOMEHAOBAHOMO
CMocoby Aii. Takox B CTaTTi XPOBAEHO aKLIEHT Ha BM3HaYeHHI TOro, AK BUKOPUCTAHHA HEKOPEKTHOMO
YMPaBJIHCLKOTO MiAXOAY MOXeE BMANHYTW Ha KOHKYPEHTHI MepeBary OkpeMmx NifnpueEMCTB.

AKTyanbHiCTb AaHOI pOBOTU BU3HAYAETCA CTPIMKMM 3POCTaHHAM Bi3HECY, LLIO MPaLFoe Ha PUHKY
[OCTaBKW i, Ta yNpaBAiHCbKUMU PiLLEHHAMM, AKI BOHW NpUMatoTh. Taki pilleHHA GOopMyrOTb CTpa-
TErito CTaNoro PO3BUTKY Takmx MiANPUEMCTB, @ OTKe, BHECOK Y BOPOTLOY 3 Hac/iAKamu Ta 3arpo3amu
COVID-19.

Knrouosi cnoBa: COVID-19, ynpaBaiHCbKi MiAX0AM, KOHKYPEHTHa nepeBara, CTaavin po3BUTOK.
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Xbox: the Ultimate Strategic Management and Marketing

Survival Tools

The paper provides a review of theoretical and practical elements of strategic
and marketing aspects for international companies in business. For this purpose,
essence and characteristics of main ultimate strategic management and marketing
survival tools in international business were analyzed. Features and peculiarities of
ultimate strategic management and marketing survival tools in international business
including SWOT-analysis and PESTLE-analysis were suggested. Recommendations
of strategic and marketing aspects of international companies’ activities in business

were provided.

Keywords: marketing, strategy, strategic management, international business, sur-
vival tools, business promotion, SWOT-analysis, PESTLE-analysis.

Introduction

Today, the competitiveness of international companies de-
pends on many factors, including marketing and strategic
analysis. The methods of marketing and strategic analysis
allow fast-growing companies to monitor risks and chang-
es in the unstable external environment and adapt to them,
maximizing the positive results of their activities. Markets
such as PESTLE analysis, SWOT matrix construction, SPACE
analysis and BCG matrix construction, as well as ROl indica-
tor monitoring allow companies to timely identify trends in
consumer preferences and values, monitor tendencies and
trends in the external environment and directly influence
their competitiveness, invariably increasing it.

Thus, the purpose of this article is to determine the
main popular methods of strategic analysis and marketing

DOI 10.37659/2663-5070-2021-6-7-126-132

and to apply them to visually confirm their effectiveness in
the activities of specific international companies.

Literature Review

A considerable amount of literature has been published on
theory of founding, organization and management of stra-
tegic and marketing tools for international companies in
business, their competitiveness etc. Studies on main aspects
of strategic and marketing tools for international compa-
nies were suggested by such Ukrainian and foreign authors
as Kotler P., Keller K.L., Crowther D., Aras G., Kaplan R.S.,
Norton D.P., Thompson AJr., Strickland A.J., Nemtsov V.D.,
Dovgan L.E., Shershnyova Z.E. and others. However, despite
the presence of a significant scientific and practical base,
scientists still continue exploring this field.
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Results

The gaming industry has become one of the most profit-
able businesses to rise within our modern era and construct
such an elaborate strategic management system. For in-
stance, according to Statista.com, the global gaming audi-
ence or “gamers” have spent approximately more than 54
billion U.S dollars on video games and additional content
in the year 2020.

This single data alone proves the variable that the gam-
ing industry shouldn't be taken naturally, but rather to
embrace it as a force which shouldn't be reckoned with.
Yet, the majority of society believe stereotypes that those
companies operate in the basement producing small proj-
ects for limited quantity of people, yet Xbox which is one
of the leading gaming industries decided to use strategic
management tools such as Pestle, SWOT, and Porter’s Five
forces analysis to become the dominant force in producing
hardware and software in the video game industry (Fig. 1).

The first questions which will arise with major part of
society is “who and what exactly is Xbox corporation?”.
Well, Xbox is a video game brand which was created by Mi-
crosoft which provides services and products such as vid-
eo game consoles, applications (videogames), streaming
services, online Xbox service, and development of games
by “Xbox Game Studios”. Before we start with the various
types of analysis that Xbox company has used to become
a prominent player on the market, we first have to identify
what is strategic management and how it can be imple-
mented into any business such as the video game industry.

Originally, strategic management is most commonly
defined as an Art & Science of formulating, implementing,
and evaluating various cross functional decisions that en-
able an organization to achieve its objectives. This definition
alone already proves that the gaming industry can qualify
to implement strategic management into defining certain
variables and factors which have to be achieved in the sim-
ple three values. However, Xbox is a global enterprise which
means that they function differently compared to other
relative business globally, yet strategic management also
addresses a specific definition for enterprises. For example,
strategic management in enterprises are commonly defined
as a multi-stage behavioral process which is aimed at de-
veloping and implementing decisions and measures of the
enterprise, considering changes that arise in its external en-
vironment. We can clearly portray the picture that strategic
management is suitable for any type of business format no
matter the scenario and can even address enterprises which
are unique compared to other industries.

The first type of analysis that Xbox corporation uses to
project growth and their major downfalls which could hin-
der them is Pestle which consists of factors such as political,
economic, social, technological, legal, and environmental
factors. For political factors Xbox decided to take an ap-
proach where they benefit from policies such as the US-Chi-
na trade which gives an upper-hand because as a video
game brand it allows the company to be favored and bend
even certain political party’s/candidates’ ideologies/views.

For economic factors Xbox is known as a luxury item
brand which doesn't form a part of the basic needs for

Implementation of
contemporary video game
developments

Evaluating risks and
market shifts of the new
concept implementaiori

for mass consumption

b {:10)¢
STRATEGIC
MANAGEMENT
IMPLEMENTATION

Constructing modem
video game platforms

CYCLE

Tweaking features into
development of the
final service/product

M Fig. 1. Xbox strategic management implementation cycle.
Source: made by author using [2, 3, 6]

A dressing technical
capability obstacles
for mass consompution
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Table 1. Xbox PESTLE analysis.
Source: made by author using [2, 3, 6]

THE STATE OF FACTOR TRENDS (FUTURE TENDENCIES) INFLUENCE
Political (Political trade policies)
The factor is a positive factor as it can increase the Development of nations economic relations, prod- +3
level of trade and economic welfare for nations who  uct diversity, exponential increase in GDP, political
are within the agreement. stability.
Economical (Price to Class differentiation)
This factor in general has a mediocre negative im- Segregation of classes results in most cases in -2
pact as it segregates economically certain social minimal sales and loss of brand awareness as the
classes which results in decreased Sales & Revenue product availability is limited only to certain social
for the Xbox industry. economical classes.
Social (Age, Demographics)
The factor is one of the most hindering factors as The limitation in age demographics creates a -3
it can produce unwanted obstacles for most video segregation as one part of society doesn't want
game industries. certain categories of games available for the gen-
eral public, whereas the other part of the "gamer”
community will be enraged because of segregation
for video game titles.
Technological (Development of competitive hardware technologies)
The development of competitive hardware technol- ~ The future tendencies in this segment usually in- +3
ogies can be considered as Xbox industries major cludes: diversity of features, revolutionary technol-
variable as it can become a major game changer ogies, brand awareness, and community bonding.
between gaining a competitive advantage or be-
come major downfall for the brand.
Legislative (Copyright law)
The factor in general would be considered as a Through copyright laws businesses are forced to =1
negative drawback for Xbox, however not a major abide the laws which culminates in technological
hurdle which could limit the whole progress of the breakthrough as companies are forced to think
conglomerate. outside of the box without plagiarizing other com-
panies works.
Environmental (Sustainability)
This variable for Xbox is mainly a positive factor as Sustainability factor develops certain movements +2

it can produce various results without harming the
brand.

within the eco-friendly communities which stim-
ulates awareness about global environmental ca-

tastrophes prevalent within our modern society.

most of suburban middle-class houses meaning that it's
not available for all incomes. That's why the brand decided
within the recent years to focus on customizing the hard-
ware and focusing on political aspects of pestle with China
to make their products cheaper and more sensibly afford-
able to the general public.

In social factors Xbox still to this day is impacted by the
youth at an exponential rate that's why it's crucial for them

to maintain this status quota and attempt to expand oth-
er horizons with various demographics. For instance, more
than 51% of women are an involved in video games and
people over the age of 35 are also a major contributor that's
why following the stereotypes that video games are only for
young males will limit the growth of Xbox corporation.

Yet, for technological aspects that's where Xbox shim-
mers brightly because Microsoft decided to invest expo-
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nentially major funds into perfecting the products for future
sales. The issue is that for technological factor “PlayStation”
has been a major competitor that's why staying stagnant is
unreasonable for Xbox which means that new features and
services have to be launched to attract various consumers
into the Xbox family.

Legal factors which Xbox had to face as a video game
business is staying updated and in touch with various inter-
national patents, copyrights, and even legal restrictions. The
issue with modern games today is that it's easy to plagiarize
games which have similar mechanics or gameplay which
could result in lawsuits from other companies who own the
rights of the original game. Not to mention, age restrictions
are also a major issue for most gaming companies as not
abiding those rules could result in nations to prohibit the
brand and hinder the sales of that specific nation.

Lastly, for environmental factors Xbox decided to just
focus on sustainable future such as limiting emissions by
more than 75% and even address reducing resource con-
sumption by 20% by the year of 2030. The solutions that
the corporation has been implementing to solve those sta-
tistic is "Xbox Cloud Gaming” which allows any hardware to
play any types of video games without having the neces-
sity to purchase top of the line equipment by saving the
environment and even addressing a market niche which is
commonly gamers with limited resources. According to Ta-
ble 1, we can in detail observe the major aspects of PESTLE
analysis and how those factors ca drastically impacts each
other within the Xbox company.

To summarize PESTLE-analysis, it must be noted the im-
plications for the company (results of these factors influ-
ence) and possible actions of the company

For political factors. If political trade relations will be
implemented into the nation’s economy than the growth
and progress of the country will boom instantaneously as
companies won't be limited to certain resources allowing
to maximize the most of the trade policies benefiting the
general society with factors such as cost efficiency, labor
availability, and product diversity appearing within the do-
mestic markets. The actions which Xbox could take from
this political factor is by using its full potential and diver-
sifying its general commerce outside of United States of
America into foreign markets improving the overall devel-
opment and even production of Xbox consoles/gaming
services. For instance, the free trade China policy allows
Xbox to drastically expand its business frontiers and pro-
duce the general goods at a lower cost rate meaning that
the availability of the hardware for the general public will
become more cost efficient than ever before.

For economic factors. In most instances the result of
price to class differentiation is negative reputation or lack
of brand awareness for the company as people can't pur-
chase the product meaning that there is a limited quan-
tity of personas purchasing the product. In addition, the
lack of sales can also spiral in drastic decrease and possibly
additional expenses to maintain the brand infrastructure.

The ideal scenario towards resolving this factor is by find-
ing alternative methodologies towards decreasing the cost
of the main product to establish affordability the general
consumer which will develop for Xbox a community aware-
ness within the video game industry. By making it cheaper
through suppliers, labor, and even raw materials consum-
ers will do the marketing for Xbox as the product will be
available in every household for every “gamer” to consume.

For social factors. The age demographics results in neg-
ative impact for companies as it requires additional costs
and resources to produce video game which are appro-
priate to age categories meaning that targeting all demo-
graphics with a single video game title can become a major
struggle towards addressing the demand. Not to mention,
with video games which break unethical social boundaries
can become a major social issue as it can consequently re-
sult in negative press for the Xbox conglomerate. The only
recommendation which can be provided for Xbox industry
is to develop the competitive hardware and focus solely
and forcing the competitors to take radical movements
which could hinder their performance. Correspondingly,
Xbox company should focus also on being on their toes
and ahead of the game in technological movements as be-
ing behind in the hardware development could become a
major downfall for the brand.

For technological factors. Development of competitive
technologies in hardware can affect the business positively
as it can become the major component which differenti-
ates between the competitors. If this factor will become
the major priority for Xbox company, then this will allow
them to maintain their aggressive position within the video
game industry as they have the competitive advantage and
resources such as hardware to force competitors to take
other positions such as defensive or conservative. The only
recommendation which can be provided for Xbox industry
is to develop the competitive hardware and focus solely
and forcing the competitors to take radical movements
which could hinder their performance. Correspondingly,
Xbox company should focus also on being on their toes
and ahead of the game in technological movements as be-
ing behind in the hardware development could become a
major downfall for the brand.

For legislative factors. The factor is considered as a
double-sided coin because on one hand it limits most
brands towards producing works, however it also protects
the brands from other companies plagiarizing their works
which could impact the sales of the company. Identically,
even though copyrights laws can become an obstacle, it's
also an opportunity for brands to produce new ideas with-
out having to steal or copy others creations which culti-
vates industrial competition within the video game indus-
try. Xbox company should just concentrate on abiding the
copyright laws and finding methodologies towards adapt-
ing this policy with minimal collateral damage.

For environmental factors. Overall, the results of this
factor can upbringing positive changes to various seg-
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ments such as economical, legislative, and even social vari-
ables without major sacrifices. For instance, by addressing
environment Xbox will be capable of increasing its sales as
their products can become more ecologically friendly for
people who are social aware about the environment and
at the same time establish social awareness through mar-
keting as an environmentally friendly brand who are aware
about their ecological footprint. The possible actions which
Xbox company can take is by focusing on sustainability on
how to improve their products for the environment and
at the same time develop a subtle marketing campaign
which motives people to acquire products without being
enforced unwillingly. For instance, by implementing stealth
marketing with the combination of sustainability Xbox will
be capable of captivating other consumers rather than only
targeted clientele.

After discussing about PESTLE, it in necessary to focus
on Xbox SWOT analysis which consists of: strengths, weak-
nesses, opportunities, and threats. The thoughts which
come to manager’'s mind is what SWOT analysis could a
video game corporation address if they don't have any ma-
jor restrictions, however Xbox did face issues which have
to be resolved that's why they focused on SWOT analysis.
For instance, for strengths that Xbox emphasized on greatly
was the brilliant games, deep resource pockets, high-res-
olution games, controller design superiority, and even
competitive pricing compared to “PlayStation” and even
“Nintendo”. For weaknesses, Xbox without any mercy knew
that they had to address issues which included high pricing
of video games, minimal upgrades, "PlayStation sales” and
taking over dominant Japanese video game company “Nin-
tendo” which took over most of major markets because of
the all-time classics they maintain. However, Xbox also de-
cided to address their opportunities they have compared to
any other gaming brand which is their online game, exclu-
sive games, subscription, and constant sales, yet the threats
they have to take into consideration the mature markets,
constant competition as other competitors also implement
same strengths, and console sales. We can already envision
that even though the SWOT analysis isn't a major strategic
management statistic which gives detailed information it's
still highly valued and used constantly to address certain
factors which could be sometimes in plain sight, that's why
Xbox isn't taking any risky chances by addressing them in-
stantaneously. For instance, if we take a look at Table 2, we
can distinctly picture the influence of the SWOT analysis
and its capabilities such as identifying the synchronicity
between various variables, the influence of factors within
Xbox company, and even segments of SWOT analysis which
impacts the Xbox within the video game industry.

The last statistic which isn't very common in the man-
agement sphere, yet is highly valued for its information val-
ue is Porters five forcers analysis. For instance, Xbox Threats
of new entrant’'s addresses aspect such as economies of
scale, the product differentiation within the industry, capi-
tal requirements, government policies, and even access to

distribution network were all variables that Xbox decided
to focus on when attempting to maintain the multi-million
business. The way they used this data was by taking ad-
vantage of the economies by forcing out most of the com-
petitors from the industry and focus mainly on constant
innovation to differentiate products from any new entrants
which results in maintaining powerful brand recognition.

By implementing this strategy this gives consumers an
opportunity to identify the games easily without any has-
sle. Any common factor in Porters analysis is the bargain-
ing power which mainly focuses on suppliers which Xbox
took the most advantage of. For example, the brand decid-
ed to purchase raw materials from multiple suppliers at a
low price which gives them unlimited possibilities towards
constant growth of supply over another brand video game
brand.

However, bargaining power of buyers is not exception
where Xbox also looked into in depth focusing mainly on
the quality, income, product differentiation, and significant
threats. Yet, the one statistic that Xbox still struggles to
maintain even today is the threat of substitute products/
services as they focus greatly on providing greater qual-
ity in products and differentiation, as yet there are many
alternatives such as consoles and PC gaming which dras-
tically hindered Xbox sales globally making this a valu-
able informative asset to Xbox. Lastly, even rivalry among
existing firms which contains the number of competitors
and fixed pricing was another statistic which Xbox grasped
firmly without allowing any movement. For instance, with
the data provided they decided to focus on differentiat-
ing actions between competitors, grow their power within
the industry, and even conducting R&D to understand the
supply-demand curve within the industry to minimize over-
production.

Conclusion

Overall, we can see that Xbox industry in itself isn't just a
simple mini-entrepreneur brand which produces entertain-
ment, but rather a whole enterprise conglomerate which
as any other video game company focuses on strategic
management tools such as Pestle, SWOT, And Porters Five
analysis. Xbox as an industry was capable of proving that
stereotypes about gaming shouldn't limit the potential of
any company by redefining the gaming industry forever
through constant implementations of new products/ser-
vices which drastically changed lives of various market seg-
ments globally. The major reason why PESTLE and SWOT
analysis are crucial within strategic management is because
those are tools which allow to analyze data in depth from
various perspectives for a certain business model no mat-
ter the circumstances. For instance, by implementing the
SWOT-matrix analysis we could clearly identify what type
of factors have exceptional synchronicity or which type of
variables hindered the performance between each other.
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Table 2. Xbox SWOT matrix.
Source: made by author using [2, 3]

EXTERNAL OPPORTUNITIES THREATS
ENVIRONMENT ) ) .
Low inflation rate. Age maturity market.
INTERNAL New consumers from various online channels.  Minimal upgradability.
ENVIRONMENT Environmental policies. Limitation of counterfeit and low-quality
products.
STRENGTHS SO ST

Unique video game titles/
Exclusives

Deep resources/Capital
Reliable suppliers

1. Focus on strengthening the capital during
the low inflation rates within domestic
market.

2. Analyze the overall consumer behavior
and their preferences or the behavioristic
segment of demographics.

3. Take advantage of the deep resources and
initial capital to advantage when address-
ing environmental policies.

1. Concentrate on attempting to make con-
tent which is appropriate for age maturity
and inclusive to major part of society.

2. Expand various video game titles through-
out various segments of the video game
community to force out the competition.

3. Expand the market to limit the movement
of counterfeit market with sales, titles, and
developments of in-game-features.

WEAKNESS

Steep pricing for video
game titles

Limited upgradability
Minimal Investment into
Research & Development.

wo

1. Invest more resources into Invest more
resources into R&D while the inflation rates
within the domestic markets are low as it
will allow further movement and potential
higher ROI (return on investment). R&D
while the inflation rates within the domes-
tic markets are low as it will allow further
movement and potential higher ROI (re-
turn on investment).

. Address the overall investments into hard-
ware which has potential minimal upgrad-
ability as it will promote purchasing of
official first party accessories during crisis
or the flourishment of low inflation rates.

3. Adapt towards the environmental policy

changes with minimal investment research
& development as it can cause a major
potential breakthrough within the video
game industry.

N

WT

1. Overcome the weakness by minimizing the
steep pricing category and attracting var-
ious age demographics without breaking
the bank or budget.

2. Reduce the threat of rigid competition
through the development of limited up-
gradability or offer unique options for
consumers to decide upon their purchases
of the hardware proposed by Xbox corpo-
ration.

3. Converge on maximizing the potential of
research and development to dominant
the market and force out the general com-
petition within the video game industry
production.

So, whenever you envision a video game industry, remem- 2.
ber that it's not only a small-time business, but rather a
conglomerate corporation which uses all strategic resourc- 3.

es and tools to forge a future for gaming and shift people’s
hearts through video games.
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Xbox: HaliKkpaLyi IHCTPYMEHTU cTpaTeriyHoro ynpas/liHHA Ta MapKeTUHTY

Y poboTi MofaHO Ornaj TEOPETUYHMX | NPAKTUYHUX eNeMeHTiB cTpaTeriy-
HUX | MapKEeTVHrOBMX acmekTiB ANA MIXHAPOAHWX KOMMaHili y Bi3Heci. 3 Ljieto
METOI0 MPOaHasi30BaHO CYTHICTb Ta XapaKTEPUCTUKN OCHOBHMX iHCTPYMEHTIB
CTpaTeriyHoro MeHeAXXMEHTY Ta MapKeTUHTY B MiXKHapOAHOMY bBi3Heci Ha npu-
KNaZi KOHKPETHOI KoMMaHii. 3anponoHOBaHO XapakTepUCTUKL Ta 0CoBAMBOC-
Ti IHCTPYMEHTIB CTpaTeriyHoOro MeHeAXMEHTY Ta MapKETMHrOBOrO aHahily B
MiXXHapoaHoMy bi3Heci, Bkatodatoun SWOT-aHanis ta PESTLE-aHani3. HagaHo
pekoMeHAaLii LLLOAO CTPaTEriyHMX Ta MapKETUHIOBMX aCMeKTIB AifNbHOCTI Mix-
HapOAHWX KOMMaHIW.

KnrouoBi cnoBa: MapKeTWHr, CTpaTeris, CTPaTEriuHMn MEHEAXMEHT, MiXHa-
POAHWI Bi3HEC, IHCTPYMEHTU BUXMBAHHA, MPOCyBaHH:A 6i3Hecy, SWOT-aHanis,
PESTLE-aHaniz.
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