HepxaBHuiA HayKoBo-AoOCNIAHUIA iHCTUTYT iHchopmaTM3aLil Ta moaenioBaHHA EKOHOMIKMN

P RIKO L
SIERIOGUIF B VIKRATR

36ipHMK HayKOBUX Npaub
No2 (249)

Kwvis 2022



MopmyBaHHA PUHKOBUX BigHOCUH B YKpaiHi: 36ipHUK HayKoBUX npaub
Bun. 2 (249). - K., 2022. - 193 c.

PekomeHnpoBaHo BueHoro paporo AHAOIIME
[MpoTokon Ne6 Big 29.12.2022 p.

36ipHKK cTaTen NpMCBSYeHO HayKoBUM 3006yTkam MONOAMX HAYKOBLB — acnipaHTiB Ta 3006yBaYiB HAyKOBYX CTYMNEHIB KaHaMAaTa Ta [JOK—
TOpa eKOHOMIHYHUX HayK. BiH oxonntoe LWmnpokui cnekTp npobnem i3 Takmx Hanpsmis:

— MaKpOeKOHOMI4Hi aCNeKTN Cy4aCHOi EKOHOMIKU;

— IHHOBALIMHO—IHBECTULINHA NOMITUKA;

— eKOHOMi4Hi NpobnemMun po3BUTKY rany3en Ta BULiIB EKOHOMIYHOI AifNbHOCTI;

— PO3BUTOK PerioHanbHOI EKOHOMIKM;

— couianbHo—TpyAoBi Nnpobnemu.
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EKOHOMIYHI MPOBNEMI PO3BTKY FANY3EN TA B/OIB EKOHOMIYHOI OIANTEHOCTI
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LOGOSHAR.V.
BRATKOVSKY O.A.

Marketing activities management system

The subject of the research is the theoretical principles of marketing management of agricultural
enterprises in Ukraine.

The purpose of the study is to determine the nature and role of marketing management in the
enterprise, to determine the stages of the marketing management system to increase the efficiency
and competitiveness of the enterprise.

Research methods. The system approach, dialectical method of scientific knowledge, analysis and
synthesis, method of comparison and generalization of data are used in the work.

Results of work. The article analyzes the modern approaches to defining the essence of
management, which allowed to clarify the concept of «enterprise management systemy. The study of
the elements of the system, which include the purpose and objectives, subsystems, functions, subject,
object, principles and support. The purpose of the marketing management system is to bring the
existing state of the system to the desired state.

Field of application. Marketing.

Conclusions. The content of functions and principles of the enterprise management system is revealed.
The definition of «marketing management systemy as a set of elements whose relationship is provided by
the purposeful action of the subject on the object, which is organized to provide the subsystem of marketing
management subsystem desired state, which differs from existing disclosure of the relationship of individual
elements marketing systems, taking into account the purpose, as well as complexity.

Key words: marketing, marketing activity, principles of marketing, management of marketing activity of
the enterprise, approaches to management of marketing activity, purposes of marketing activity.

JIOroLLA PB.
BPATKOBCBLKVIV O.A.

Cuctema ynpasJiiHH MapKeTUHroBoO

AiIANbHICTIO NIANPVEMCTB

MNMpeamerom gocnigXXeHHA € TeOPeETUYHI 3acanu yrpasBniHHS MapKeTUHrOBOK JiSNIbHICTIO arpapHmnx
nigrnpyemMcTB B YKpaiHi.

Meroro pocnigxxeHHs € B/U3Ha4YeHHS CYyTHOCTI Ta Posi yripaBriiHHA MapKeTUHIOM Ha NigrnpueMCTSI,
BU3HA4YEHHS €TarliB CUCTEMU MaPKETUHIOBOIr0 MEHEAXMEHTY A5 MiABULLEHHS €(DeKTUBHOCTI T8 KOHKY—
PEHTOCMPOMOXXHOCTI NiZNPUEMCTBA.

Merogu pocnigxeHHs. Y poboTi BUKOPUCTaHI CUCTEMHWIA MIAXig, JianekTu4YHUiA MeTon HayKoBoro
Mi3HaHHs, aHani3 Ta CYHTEe3, METO[ NOPIBHAHHS Ta y3aranbHEeHHS AaHVIX.

PesynbraTtu pobortu. Y cTaTTi NpoBEAEHO aHani3 Cy4acHuX nigxoniB 4o BU3Ha4YeHHs CyTHOCTI yripaB—
NIHHS, WO [aro 3MOory KOHKPETHILLE AaTy YTOYHEHHST MOHATTIO «CUCTeMa yrpasBniHHS MigrnpueMCTBOMY.
[poBeneHo gocnigKeHHs eNeMeHTIB CUCTEMU, [0 SIKUX BIGHOCSTb METY Ta 3aBAaHHS, NIACUCTEMU, (hyHK—
uii, cy6’ekT, 06°€KT, npuHUMu Ta 3abesneyeHHs. MeTa cuctemu yrpaBiHHA MapKeTUHIOBO JiSNbHICTHO
rosnsrae B NPUBEAEHHI ICHYHO40ro CTaHy cUcTemu B baxxaHui cTaH.

Fany3b 3acrocyBaHHA. MapKeTuHr.

BucHoBKN. Po3KkpyTO 3MICT (hyHKUIA | NPUHUWIIB CUCTEMU YrpPaB/liHHA MignpUEMCTBOM. YTO4YHE—
HO BU3Ha4YeHHS MOHATTS «CUCTEMa YrpaBrliHHSA MapKeTVHIOBOK QiSNIbHICTION K CYKYIHICTb ereMeHTIB
B38EMO3B'I30K IKVX 3abe3neyveHunii LinecrnpsaMoBaHo0 gieto cyb’ekTa Ha 00'eEKT, Ska opraHi3oBaHa 3
METO HafaHHs nigcucTeMi YrpaBliHHA MapKeTVHIOBOO LiffbHICTIO 68XXaHoro CTaHy, Lo Bifpi3HAETb—
CA Bif] ICHYHOYMX PO3KPUTTAM 3MICTY B3GEMO3B 5I3KY OKPEMUX ENIEMEHTIB CUCTEMM MAPKETUHTY, Bpaxy—
BaHHSIM METU, 8 TaKOX KOMIIEKCHICTHO.
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Knro4oBi cnoBa: MapKeTuHr, MapKeTUHroBa JisanbHICTb, PUHLMITN MaPKETUHIY, YripaBiiHHS MapKe—
TUHFOBOK JiSNbHICTIO MIAPUMEMCTBA, MIAX0AW A0 YrpaBiiHHS MapKETUHIOBOK LiNbHICTIO, Uini MapKke—
TWHIOBOI [iAnbHOCTI.

JIOIroLUA P.B.
BEPATKOBCKVI AA..

Cuctema ynpaBsieHUs MapKeTUHroBown
AEeATesNIbHOCTbIO NpeanpuATLiA

lMNpeamerom nccnepgoBaHua sIBAOTCS TEOPETUHECKMNE OCHOBbI YrIPaBeHVs MapKeTUHIrOBOW [es—
TeNbHOCTbLIO0 arpapHbIX NPeAnpPUSATA B YKpauHe.

Lenbo nccnepgoBaHua sBnseTcs onpepeneHue CywHOCTU 1 Poii YrpaBrieHnss MapKeTUHIoOM Ha
npeanpusaTyAY, ornpeaeneHne 31arnoB CUCTEMbl MapKeTUHMOBOro MeHegKMeHTa /1 MoBbILLEeHNs 3¢h—
heKTUBHOCTW 1 KOHKYPEHTOCNOCOBHOCTY MPeAnpUsTUs. Criocobbl MCCReaoBaHus.

Cnocobbl nccnegoBarus. B pabote vcronb30BaH CUCTEMHbI MOAX0H, ANANeKTUYECKUA MeToa Ha—
YYHOI 0 MO3HaHWS, aHanM3 Y CUHTE3, MEeTO CPaBHEHVISI M 0606LLEHNS [aHHbIX.

Pe3ynbratel paborsl. B cTaTbe npoBeneH aHanm3 CoBPeMeHHbIX MOAXOA0B K OMPeAeneHuo CyLLHOCTU
YrpaBreHyisi, HTO NO3BONII0 KOHKPETHEE AaTb YTOYHEHWE MOHATUIO CUCTEMA yrpaBieHns MpeanpuaTyemy.
[poBeneHsb! viccrenoBaHvsi 3NeMeHTOB CUCTEMbI, K KOTOPbIM OTHOCATCSA Lenb W 3ada4qu, MNoAcUCTEMBI,
¢hyHKUMM, CYBBEKT, 0OLEKT, MPUHUMILI 1 0becreqenve. Liens cuctempl yripaBneHns MapKeTUHroBov Aes—
TEIbHOCTLH COCTOUT B NPUBEAEHUM CYLLIECTBYIOLLIEr0 COCTOSIHUS CUCTEMbI B XENIaeMoe COCTOSIHUE.

O6nacte npumeHeHus. MapkeTuHr.

BbiBoabl. PackpbiTo copepxaHne hyHKUMA 1 MPUHUMIOB CUCTEMbI YrpaBrieHUs npeanpusTUem.
YTo4YHEHO onpepeneHve noHsTHS «CUCTEMA YrpPaBieHVs MapKETUHIOBO AEATENNbHOCTLIOY Kak COBO—
KYMHOCTb 3/1EMEHTOB B3aMMOCBSI3b KOTOPbIX 06ecrneyvyeHa LeneHanpaBieHHbIM JEeVICTBUEM CyObekTa
Ha 06bEKT, 0PraHNM30BaHHAas C LEsbH MPefoCcTaBneHns NoACUCTEME YrPaBieHVs MapKeTUHrOBOV fes—
TENIbHOCTbIO XXENaeMoro COCTOSIHWS, OT/IMHaKLLErocs OT CYLLECTBYHOLLUMX PACKPbITUEM COAEPXaHUs
B3aMMOCBSI3U OTAESbHbIX 3NIEMEHTOB CUCTEMbI MAPKETUHIa, Y4eTOM LENeVi, @ TakXe KOMIMIIEKCHOCTbHO.

Knro4eBbie cnoBa: MAapKeTUHr, MapKEeTUHIOBad AeATelIbHOCTb, NPUHUWIbI MAPKETUHra, yripasrieHne
MapPKeTUHIroBovi 4eATesIbHOCThIO NPpearpuaTvud, nogxonb! K yrnpasrieHnto MapKEeTUHroBov AeATesibHo—

CThH0, Lenv MapKeTHroBovi AEATENIbHOCTU.

Formulation of the problem. One of the most
effective tools to influence the results of the enter—
prise is the management of marketing activities.
Given the changing business climate, characterized
by increasing competition, imperfect system of gov—-
ernment regulation, it is necessary to improve the
company as a whole and, in particular, its market—
ing component, which will enable them to increase
their competitive advantage in domestic and foreign
markets. Exacerbation of the competitive environ—
ment necessitates the search for new approaches
to ensuring high competitiveness of the enterprise.

The reason for the lack of profitability of enterpris—
es is an inefficient marketing management system.
A significant proportion of enterprises today need
timely adaptation to changes in the environment in
which they operate, in solving strategic tasks and
in maintaining a competitive position in the market.
This problem is increasingly faced by domestic en—

terprises, as most of them do not use or use at a
relatively low level of the marketing component as
one of the main elements of effective economic ac—
tivity. Thus, the study of improving the management
of marketing activities of enterprises and the devel-
opment on this basis of the necessary guidelines is
quite relevant in today’'s market conditions.
Analysis of recent research and publica-
tions. Research of problems of management of
marketing activity of the enterprise has been re—
flected in works of such scientists: A.V. Voychak,
M.V. Volkova, T.D. Girchenko, .M. Komarnytsky,
I.G. Klimova, V. Mosiychuk, A.\. Tkachenko,
.0. Shcheblikina and others. The question of as—
sessing the effectiveness of marketing activities
is reflected in the works of a number of domes—
tic economists, among which should be noted the
work of L.V. Balabanova, V.A. Shapovalova, N.V. Bu—
tenka, N.K. Moiseeva, A.F. Pavlenko, V.A. Parkhi—
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menko, T.E. Derevyanchenko, A. Reznichenko and
others. However, according to research results, in
the domestic scientific literature there is no com—
prehensive study of the management of marketing
activities in a competitive environment.

The purpose of the article is to determine the na—
ture and role of marketing management in the en—
terprise, to determine the stages of the marketing
management system to increase the efficiency and
competitiveness of the enterprise.

Presentation of the main material of the study. The
issue of ensuring the effectiveness of the manage—
ment system of marketing activities of the enterprise
(firm, organization) can be confidently identified as the
main task of economics in general. This situation is
based on many factors, among which are:

— enterprise (firm, organization) is one of the links
of the economic system and the main market player
in the state and it is from its efficiency, which is car—
ried out through an effective management system,
achieves sustainability of the economy as a whole;

— enterprises (firms, organizations) operate in
conditions of fierce competition in a market that is
oversaturated with enterprises of various forms of
ownership, and therefore each of them is interest—
ed in creating a competitive and efficient manage—
ment system;

— Almost all employees are members of a man-—
agement system, depending on their own employ—
ment or participation in business. This determines
the interest of almost market participants in the

quality and efficiency of the management system of
marketing activities of the enterprise.

The study of theoretical and practical aspects of
management is devoted to the work of many sci—
entists: some scientists study the theoretical and
organizational principles of management, others
— practical aspects, some scientists study foreign
experience and try to adapt it to national condi—
tions. taking into account the characteristics of a
particular enterprise. However, in our opinion, the
study of the theoretical basis of the outlined issue
needs the most attention, because the theoreti—
cal research is the basis of effective practical deci—
sions and results. Therefore, we focus on existing
definitions of management (Table 1).

As can be seen from table. 1, approaches to the
definition of «management» are sufficiently differ—
ent from each other, but more generally such ap-
proaches can be outlined as follows:

— management as a process of distribution and
movement of all resources;

— management as a purposeful action;

— management as an element, function of orga—
nizational systems;

— management as a process of planning, organi—
zation, motivation and control;

— control as a process of transferring the man—
aged system to a predetermined state.

The approach of treating management as a
process of resource allocation and movement is
somewhat legitimate, but it is more appropriate

Table 1. Modern approaches to the definition of kmanagement»

Author, source

Definition

Bolshakov A.S.
performance.

Management is the process of allocating and moving resources within an organization
with a predetermined goal, a pre—designed plan, and continuous monitoring of

Borisov A.B.
and get the desired results.

Management is a deliberate purposeful action by the state, economic actors on people
and economic objects, carried out in order to direct their actions in the right direction

Mocherny S.V.

Management is the process of planning, organizing, motivating, and controlling the
formulation and achievement of an organization’s goals.

Vechkanov G.S.

Management — an element, a function of organizational systems, which ensures
the preservation of the structure, support for the mode of operation, program
implementation, objectives. Management consists of two components: the ability to
organize, including the ability to delegate authority, and intuition.

Economic
encyclopedic
vocabulary

Management — conscious, purposeful action of entities on individuals, labor collectives
and wider communities, as well as on economic objects in order to achieve these goals
and ensure the stability and dynamism of the managed object. Management can also be
considered as a set of processes of planning, organization of coordination, motivation,
control and implementation of economic property relations in order to achieve the goals
set by the subjects.

Source: generated by the author according to [1—4].
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to define resource allocation as the process that
accompanies management rather than as a sub—
stantive feature of management itself.

Management as a purposeful action to some ex—
tent limits the essence of management due to the
fact that purposeful action only reveals the content
of the subject’s influence on the object [1, p. 149].

An approach that considers management as an
element or function of organizational systems re—
veals the content of the organizational system as
an orderly construction. [2, p. 451]. At the same
time, the essence of management in this approach
remains undisclosed.

Management as a process of planning, organiza—
tion, motivation and control reduces the essence
of management to a list of well-known functions
of management, which also generally narrows the
essence of the concept of management [31.

The most appropriate, in our opinion, is the ap—
proach according to which management is the
process of translating a controlled system into a
predetermined state [4, p. 1531.

This approach can be fully considered appropri—
ate and comprehensive, and therefore can serve
as a basis for clarifying the concept of «enterprise
management systemy.

Therefore, there is an objective need to consider
the principles of such a system.

The system is often interpreted as a set of cer—
tain elements and connections between them,
which are characterized by signs of integrity and
the presence of a common goal. The elements of
the system usually include the purpose and objec—
tives, subsystems, functions, subject, object, prin—
ciples and support.

Therefore, first of all, it is advisable to determine
the purpose and objectives of the marketing man-—
agement system.

The purpose of the marketing management sys—
tem can be most fully disclosed in the light of the
above considerations as follows: the purpose of the
marketing management system is to bring the ex—
isting state of the system to the desired state.

In this case, the main tasks of the management
system of marketing activities can be attributed [2,
p. 4541

— organization of sales of goods and services
taking into account consumer demand under the
influence of both internal and external environment
of the enterprise;

— transition to the use of highly qualified employ—
ees, skills that can think quickly and critically;

— incentives for employees through appropriate
working conditions and pay systems;

— identification of the necessary resources and
sources of marketing activities; — development of
enterprise development strategy (firm, organiza—
tion) and implementation of its marketing activities;

— definition of the purposes of development of the
organization by marketing activity;

— development of a system of measures to
achieve this goal;

— control over the effectiveness of marketing ac—
tivities of the enterprise (firm, organization).

This list of tasks facing the management system of
marketing activities can be considered fully exhaustive.

With regard to the subsystems of the enterprise
management system, in this context it is worth
noting that such subsystems are formed person-—
ally by each individual enterprise, but traditionally
such subsystems include [3]:

— financial management subsystem;

— production management subsystem;

— subsystem of marketing management;

— subsystem of internal services management;

— personnel management subsystem.

If we consider the functions of the management
system of marketing activities, it is appropriate to
assume that the management system performs
the same functions as management in general.

In turn, the main functions of management in the
well—known sense of planning, organization, moti—
vation, control.

Characteristics of the functions of the enterprise
management system are given in table. 2.

Regarding the subject and object of the marketing
management system, it is worth noting that this is
too individual a matter, which is determined by each
individual enterprise in accordance with the man—
agement structure, organizational structure of the
enterprise and the characteristics of the activity.

Management of marketing activities at the en—
terprise is carried out in three directions: the for—
mation of the marketing mix, management of the
marketing department, internal marketing.

Thus, the model of management of marketing activ—
ities of the enterprise is a set of certain subjects, ob—
jects, tools and methods of management, which in the
process of interaction are aimed at effective manage—
ment of marketing activities of the enterprise.
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Table 2. Characteristics of the functions of the enterprise management system

Function Characteristics of the function
The planning function determines the production objectives, norms and standards of
consumption of resources per unit of output, estimates of production costs in terms of
Planning production units of the enterprise, the financial results of economic activity. The strategy laid

down in specific plans, programs developed taking into account possible changes in economic
activity — the basis of successful management, and hence the survival of the enterprise.

Organization

Organization is a process that is aimed at the most optimal combination of resources —
material, energy, labor, financial, information in the production process. The effect of the
organization is manifested in the successful combination of all types of resources. Therefore,
much of the working time of the management staff is used to organize the production process.

Motivation, as an element of management, is aimed at making decisions and supporting
them with orders, instructions, guidelines on the use of living labor and material resources,

Motivation involves subordination and subordination between team members. To do this, employees are
endowed with administrative and executive functions.
In the general sense, control acts as a tool that provides all parts of the management
Control apparatus with information about the state of the object of management. Control activities

are to develop standards for the functioning of the system and coordination with planned
tasks, creating an information system and more.

Source: formed by the author according to [6, p. 44]

It should be noted that the growing role of mar-
keting in the activities of economic entities has
gradually been reflected in the construction of or—
ganizational and managerial structures and their
functions. As an economic function, marketing has
gone through four stages of development, such as
the distribution functions, organizational concen—
tration (concentration on sales functions), the al—-
location of independent marketing services and the
transformation of marketing into a general function
of enterprise management. Under such conditions,
the importance of internal marketing increases,
which is a tool to increase employee motivation,
and therefore can be considered as part of mar—
keting management. The main functional areas
that the company can use in the field of internal
marketing are the organization of trainings, lead—
ership and support, internal communications and
dialogue, external commmunications, planning, pro—
motion, use of technology, internal research.

In general, the subject can be described as a con—
trol subsystem, and the object — the controlled sub—
systems of the enterprise management system.

In this case, the influence of the subject on the
object is carried out through the purposeful action,
which was discussed above.

The principle is the basic, initial position of the
theory, the rule of activity of the organization in any
sphere, or the rule of behavior of the person.

The initial point in building an enterprise man-—
agement system is the formulation of principles of
marketing management. The following basic prin—

ciples of enterprise management system can be
identified [6—931:

1. The principle of reproduction of the life sup—
port system. The functioning of the enterprise as a
management system should ensure the preserva—
tion of the ecosystem, resource—saving reproduc-—
tion of all components of the system.

2. The principle of social orientation of the enterprise.
The ultimate goal of the enterprise should be the pro—
duction of goods and services necessary for society.

3. The principle of legal regulation of manage—
ment. Economic and legal regulation of enterprise
management processes in compliance with regu—
lations governing the legality of management.

4. The principle of scientific validity of the man—
agement system involves taking into account eco—
nomic laws and laws of thought in the formation
of the system, as well as the use of scientific ap—
proaches that help increase the stability of the
management system.

9. System approach to management. This ap-—
proach involves the consideration of the enterprise
as a system, a set of interdependent elements
(subsystems), the relationship with the external
environment. The systems approach allows to take
into account all the necessary relationships and in—
teractions in the management system, and when
setting goals — to comprehensively weigh all the
factors and direct management mechanisms to
achieve goals.

6. The principle of orientation of the enterprise on
an innovative way of development.
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To increase the competitiveness of the enter—
prise, its economic development must focus on in—
vesting in innovation (mainly in new technologies
and management).

7. The principle of maintaining and developing
competitive advantage. ldentifying the strengths
and weaknesses of the enterprise allows you to
form a strategy based on their forecasting, to gain
a competitive advantage in the production of goods
(services).

8. The principle of unity of theory and practice
of management. Any management decision must
comply with the logic, principles and methods of
management, solving one of the practical tasks.

9. The principle of comparability of options for
management decisions in their choice. Options for
management decisions are presented in compa-—
rable form by the following factors: time, quality,
level of development, method of obtaining informa-—
tion, risk factors and uncertainty.

The list of principles is not clearly declared, so the
list, number and content of the principles of the en—
terprise management system may vary depending
on the overall mission and objectives of each indi—
vidual enterprise.

Given the above justification of the essence of
management, taking into account the general—
ized management system of marketing activities,
we can propose a refined definition of «marketing
management system» as follows: marketing man—
agement system is a set of elements whose rela—
tionship is provided which is organized in order to
provide the subsystem of marketing management
of the desired state.

The proposed definition differs from the existing
ones by disclosing the content of the relationship
between the individual elements of the marketing
system, taking into account the purpose, as well as
complexity.

At the present stage of development of market
relations, no company can function properly with—
out the use of marketing to determine its market
position, analyze their capabilities, study the mar—
ket environment, determine development strate—
gies and more. Therefore, marketing activities are
a recognized feature of modern successful enter—
prise management.

An important step in improving management
is a radical change in the entire planning sys—
tem. Based on in—depth market research, sales

system, consumer characteristics of goods, and
competitiveness, advertising, economic analysis
of costs, profits, prices and other indicators, mo-—
tivational analysis should be planned marketing
strategy. This strategy in the form of the formed
purposes, the set tasks, a certain sequence of ac—
tions finds concrete execution in the marketing
program.

Conclusions

The main task of marketing management is to
synchronize the process of managing the elements
of the marketing complex in such a way that each
of them, fulfilling its functional purpose, while im-
proving the efficiency of other elements and thus
increase the synergistic effect.

A marketing management system is a set of el-
ements, the relationship of which is ensured by
the purposeful action of the subject on the object,
which is organized in order to provide the market—
ing management subsystem of the desired state.
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TKAYYK CB.
CTAXYPCbKVIV B.O.

Mpo6nemn chopmyBaHHa paxepen chiHaHCYBaHHA
npv NPOEKTHOMY iHBECTYBaHHI nignpuemcTB
Ta LWAAXU IX BUPILLEHHA

AKTyanbHicTb AOCAIAXEHHSN. I[HBECTULIVIHA OiSNIbHICTb BUPOBHNYOro NignpUeEMCTBA € CTPaTErNYHOH
T8 TaKTVYHOO BIPOAOBX BCbOr0 MOro XUTTEBOIO LMKITY i PaKTUYHO 3BOAUTLCS A0 CYKYMHOCTI LMKITIYHO
30iMCHIOBAHMX PIBHOMAaHITHUX MPOEKTIB 334715 3abe3ne4YeHHs1 OCHOBHOI fisinbHOCTI. EchekTviBHa peani—
3auis byab—sKOro NPoEKTY 3aeXNUTb 30KpeMa Bif (hiHaHCOBWX PECYPCHVX MOXMBOCTEN. ToMy 0gHO—
4acHO 3 BMBOPOM CTpAaTeriYHNX HanpsMKIB IHBECTULIVIHOI OisinibHOCTI HeobxigHO nogbatu Npo ¢hopmMy—
BaHHs1 (hiHAHCOBWX [pKeper A/ CTBOPEHHS IHBECTULIVIHUX PECYPCIB.

Meroro gocnigxeHHs1 € OKpecrieHHs 0CHOBHYIX MPobemM (hopMyBaHHS AxXepern hiHaHCyBaHHS npu
MPOEKTHOMY IHBECTYBAHHI MIANPUEMCTB Ta LUAAXIB iX BUPILLEHHS.

Meroau pgocnigxeHHs: cvctematn3auii, IHAYKUIl Ta Ae[yKUil, y3aranbHEHHS.

Pesynbratu pgocnigxeHHsa. CchopmoBaHi OCHOBHI Migxoav [0 BUPILLIEHHST npobriem (hopmMyBaHHS
[xepen hiHaHCyBaHHs rMpu NPOEKTHOMY IHBECTYBaHHI MiANPUEMCTB.

Fanysb 3acrocyBaHHA pe3ynbTartiB: pe3ynbTaTy JOCIXKEHHS MOXYTb 3aCTOCOBYBATUCK Y Chepi
(hiHaHCOBOro MPOEKTHOro 3abe3neyYeHHs IHBECTULIMHOI Ta 3aranbHoi fisnbHOCTI MigNpUEMCTBA.

BucHoBkun. B ocHoBsi pauioHanizauii iHBECTULIVIHOI HQiinbHOCTI Ta eeKkTUBHOro MporHO30BaHOro
hopmyBaHHS | BUTpa4YaHHS thiHaHCOBUX pecypcis Mae byTv iHBECTVLIIHA cTpaTeris nignpueMcTsa, ka
I'PYHTYETBLCA Ha CTpaTEriYHOMY BUOOPI H8 TOMY Y/ IHLLIOMY eTarli XUTTEBOro UMKNY. IHBECTULINHY Risifb—
HICTb NIANPUEMCTBAE BAPTO PO3rNSfaTv K CYKYHICTb PIBHOMACLLTAOHWUX IHBECTULINHUX MPOEKTIB PISHO—
ro NPU3HaYeHHs, NPy LibOMY Pi3HOMAaHITTH MPOEKTIB [OLIIbHO NPUBECTY Y BIAMOBIAHICTL A0 eTaniB XuT—
TEBOro UKy MigrpueMCTBa: NPOEKTM 3ano4aTkyBaHHA BI3HECY, MPOEKTY MIZTPUMKN (OYHKLIOHYBaHHS,
MPOEKTU 3POCTaHHSA, MPOEKTN PO3BUTKY. [1paKTUHHO yCi MPOEKTU MaroTb MO3ULIOHYBaTUCh K IHHOBA—
LiviHI, 30Kpema ue MoxXyTb byt cTapTanu, abo IHHOBaLivHI MPOEKTM 3 ambidisvu ctaptany. CyKyrHICTb
PI3HVX MPOEKTIB 3aN1EXHO Bif eTary U1Ky Mae cBoto crieyngpiky thiHaHcysaHHs. [py ubomMy MaroTe ByTn
3afisiHi MexaHi3aMu nonepesHboro Ta 3anobixXHoro chopmyBaHHs (30Kpema HakonuyYeHHs) gxepen ¢i—
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