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AHOTALIS

JumiomHa po0OoTa MpHCBSIYEHA  JOCTIPKEHHIO  MPOOJEMHHUX  acCIeKTIB
YIAOCKOHAJIEHHS  KOHKYPEHTOCIPOMOXHOCTI,  poO3poOlll  MPOMO3UIIA  II0J0
YIAOCKOHAJIEHHS KOHKYPEHTOCIPOMOKHOCTI Ta OIIHI[l E€KOHOMIYHOI €(eKTUBHOCTI
HaBEJCHNX Mpomo3uiliii Ha 0a3i ToBapucTBa 3 0OMEXKEHOIO BIAMOBIAATBHICTIO
«KOMITAHIA «EHEPI'TA BOAN».

VY BcTymi  BU3HAQYEHO AaKTYaJIbHICTh Ta MPAKTUYHY I[IHHICTb OOpaHOi TeMH
JOCHIJKEHHSI, OCHOBHY METY Ta 3aBJaHHs JOCIIDKEHHS, 3a3HA4eHO HOro mpeaMer Ta
00’€KT, BKa3aHO HAyKOBI METO/X JIOCIIIKEHHSI.

[lepmuit  po3ail  NPUCBAYEHO TEOPETUYHUM  OCHOBAM  CYTHOCTI — MOHSITTS
KOHKYPEHTOCHPOMOXKHICTb. v HBOMY PO3IIISIHYTI Ba)KJTUB1 aCIIeKTH
KOHKYPEHTOCTPOMOXKHOCTI, SIK-OT CYTHICTb, OCHOBHI MIPUHIUIN
KOHKYPEHTOCHPOMOKHOCTI MIANPUEMCTBA, HaJlaHa XapaKTEPUCTUKA PI3HUX (OPM PUHKIB,
a TaKkoX PO3MVIIHYTI OCHOBHI TEHJEHIT MIABUIIEHHS KOHKYPEHTOCIIPOMOXKHOCTI
MANPUEMCTBA.

Y npyroMy po3nuli  HaBeleHAa 3arajbHa XapaKTEPUCTHKA  JOCHIKYBaHOTO
MiAMPUEMCTBA, MPOBEJCHO aHaNi3 WOro (hiHaHCOBO-EKOHOMIYHOI AisTbHOCTI. Takox Oyio
MPOBEJCHO aHaNi3 Cy4aCHOro CTaHy 1 €(eKTUBHOCTI 30BHIIIHROCKOHOMIYHOI AiSTTBHOCTI
MANPUEMCTBA.

VY TperboMy po3ALUT BKa3aHi OCHOBHY XapaKTEPUCTUKY KOHKYPEHTHOTO CepeOoBHUIIa
MIANPUEMCTBA,  TMPOBEJAEHO  OLIHKY  KOHKYPEHTOCIIPOMOXXHOCTI  JIOCHIJIKYBaHOTO
MIAMPUEMCTBA, PO3POOJIEHO MPOMO3ULIlT OO0 MIJABUIIEHHS KOHKYPEHTOCHPOMOMKHOCTI
MiANPUEMCTBA Ta IPOBECHA OLIIHKA €()eKTUBHOCTI MPOTO3UIIIi.

VY BUCHOBKax Ta MPOMO3UIIISX y3aralbHEHO PEe3YIbTaTH TOCI1KEHHSI.

KiarouoBi cjI0Ba: KOHKYPEHTOCIPOMOXKHICTh, KOHKYpPEHT, IMIOPT, peKiiama,

IJTaHyBaHHA, MCHCI’KMCHT.



AHHOTALMS

JumiiomHass  paboTa  TOCBAIIEHA  MCCICNOBAHUIO  MPOOJEMHBIX  aCIEKTOB
COBEpPIIICHCTBOBAHUS  KOHKYPEHTOCIIOCOOHOCTH,  pa3palOTKe  MPEJIOKEHUN  TI0
COBEPIIIEHCTBOBAHUIO KOHKYPEHTOCTIOCOOHOCTH U OIIEHKE SKOHOMHYECKOU 3(PPEKTUBHOCTH
YKa3aHHBIX MpeayiokeHnit Ha ©O0aze OOmiecTBa C OrpaHMYEHHOM OTBETCTBEHHOCTBHIO
«Kommanus «K 9HEPT'UA BOJIBI ».

Bo BBeneHuM oOmpeneneHbl akTyalbHOCTh M MPAKTUYECKYIO IIEHHOCTH TEMBI
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YKa3aHO Hay4YHbIE METO/IbI UCCIIEIOBAHUS.

[lepBblit pa3men TMOCBSIIEH TEOPETHMYECKUM OCHOBAM  CYIIIHOCTH  TOHSTHS
KOHKYPEHTOCIIOCOOHOCTh. B HEM paccMOTpeHbI BaXKHBIE aCMIEKThI KOHKYPEHTOCIIOCOOHOCTH,
HanpUMeEp CYIIHOCTb, OCHOBHBIE MPUHIUIIBI KOHKYPEHTOCIOCOOHOCTH MIPEINPUATHS, TaHa
XapaKTEPUCTUKA PA3TUYHBIX (POPM PHIHKOB, & TAKkKE PACCMOTPEHBI OCHOBHBIE TEHJICHIIUH
MOBBIICHHUS] KOHKYPEHTOCIIOCOOHOCTU MPEAIPHUSTHSL.

Bo Bropom pa3gene mpuBeneHa oOIIas  XapaKTEPUCTHKA  HCCIIETYEMOTro
MPEINpPUATHUS, TIPOBEJCH aHAINU3 €ro (PUHAHCOBO-IKOHOMHUYECKON NesSTeNbHOCTH. Takxke
ObLI MIPOBEJICH aHaIIN3 COBPEMEHHOTO COCTOSTHUS u 3¢ deKkTUBHOCTH
BHEITHEIKOHOMUYECKON EATEIbHOCTU PEAIPUSITHSL.

B TperbeM pa3nene yKa3aHbl OCHOBHbIE TPU3HAKH KOHKYPEHTHOW CpEIIb
MIPEPUATHS, MPOBEJEHA OIIEHKa KOHKYPEHTOCIIOCOOHOCTH HCCIIEIYEMOrO MPEANpUsITHUS,
pa3paboTaHbl MPEAJIOKEHUS] MO TMOBBIINICHUI0 KOHKYPEHTOCIIOCOOHOCTH MPEANPUSTHS U
MPOBEZICHA OlIeHKA YPPEKTUBHOCTH MPEITIOKEHHA.

B BbIBOJIaX M MpeAnoxKeHUsIX 0000IICHBI pe3yIbTaThl UCCIECIOBAHMUS.

KiroueBble c¢JjI0Ba: KOHKYPEHTOCHOCOOHOCTh, KOHKYPEHT, HMIIOPT, peKiiama,

IIaHUPOBAHUEC, MCHC/DKMCHT.



ABSTRACT

Thesis is devoted to the study of problematic aspects of improving competitiveness,
development of proposals for improving competitiveness and evaluation of economic
efficiency of these proposals on the basis of the Limited Liability Company "WATER
ENERGY" COMPANY".

The introduction identifies the relevance and practical value of the chosen research
topic, the main purpose and objectives of the study, indicates its subject and object, indicates
the research methods.

The first section is devoted to the theoretical foundations of the essence of the concept
of competitiveness. It considers important aspects of competitiveness, such as the essence,
the basic principles of enterprise competitiveness, provides a description of different forms of
markets, as well as the main trends of increasing the competitiveness of the enterprise.

In the second section the general characteristic of the investigated enterprise is
resulted, the analysis of its financial and economic activity 1s carried out. An analysis of the
current state and efficiency of foreign economic activity of the enterprise was also
conducted.

The third section indicates the main characteristics of the competitive environment of
the enterprise, the assessment of the competitiveness of the studied enterprise, developed
proposals to increase the competitiveness of the enterprise and evaluated the effectiveness of
proposals.

The conclusions and proposals summarize the results of the study.

Key words: competitiveness, competitor, import, advertising, planning, management.
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INTRODUCTION

The existing legislation of Ukraine has given economic entities more rights and
freedoms. At the same time, many companies have not been able to effectively use their
available funds and establish profitable activities due to the lack of quality, competitive
products (services) and lack of strategic thinking. This question is one of the most
difficult today. The experience of recent years has shown that not all domestic
enterprises are suitable for effective competition. Even the availability of competitive
products (services) does not allow many of them to realize these benefits due to the lack
of practice of using the whole set of measures. In this situation, it becomes necessary for
each company to analyze competitiveness and develop effective tools to improve it. In
this regard, this work, devoted to the range of issues concerning the competitiveness of
the enterprise can be considered relevant today.

Competitiveness is critical to commercial success in a market economy. This is a
multidimensional concept that means the conformity of the goods and services produced
by the company to market conditions, to the specific requirements of consumers, not
only in terms of their quality, technical, economic, aesthetic characteristics, but also in
terms of commercial and other conditions for its implementation.

The competitiveness of firms selling industrial and household goods is based on
the company's marketing activities. The degree of use of modern management methods
and principles based on the marketing concept is one of the factors that directly
determine the company's competitive position in the pumping equipment market.

A significant range of conceptual issues of forming the competitiveness of
machine-building enterprises and enterprises trading in industrial goods, taking into
account the world experience, remain poorly studied and require their further
development. The great theoretical and practical importance of solving these problems
has determined the relevance of the topic of the thesis.

Many factors can affect competitiveness, some of which are manageable and can

be changed by organizations.
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The substantiation of the concept and methods of competitiveness assessment is
revealed in the works of foreign researchers: J. Lamben, L. Martin, M. Porter, D.
Rowders, R. Fatkhutdinov. Various aspects of ensuring the competitiveness of the
relevant facilities are the subject of research and domestic experts, in particular L.V.
Balabanova, S.S. Garkavenko, B.D. Nemtsova, P.T. Sabluka and others.

In the course of studying the scientific literature on the problem under study, it
was revealed that there are many methods for assessing the competitiveness of an
enterprise, which made it possible to identify the recommended areas of its conduct:
assessing the competitiveness of products, the effectiveness of marketing activities and
the competitiveness of the enterprise as a whole on the example of the company
"WATER ENERGY" COMPANY "LLC.

The object of research in the thesis is the financial, economic and foreign
economic activity, marketing and competitiveness of the enterprise "WATER
ENERGY" COMPANY" LLC.

The subject of the study is a set of theoretical, methodological and practical issues
of competitiveness of enterprises.

The purpose of the masters thesis is to analyze the competitiveness of the
"WATER ENERGY" COMPANY" LLC and develop recommendations for increasing
the competitiveness of the organization.

To achieve this goal, it is necessary to solve the following tasks:

-to investigate the essence, tasks and basic principles of competitiveness of
enterprises;

-to define features of the organization and structure of competitiveness;

- to 1dentify and study the peculiarities of indicators of efficiency and methods of
estimation of economic activity of subjects of competitiveness;

- to provide the general characteristics of "WATER ENERGY" COMPANY" LLC
and to perform basic analysis of its economic activity;

- to investigate the financial state of "WATER ENERGY" COMPANY" LLC;

-to investigate the efficiency of foreign economic activity at the enterprise

"WATER ENERGY" COMPANY" LLC;
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-to develop a model of the company's competitiveness on the example of
"WATER ENERGY" COMPANY "LLC and to identify recommendations for its
improvement;

-to offer a practical mechanism for increasing the competitiveness of "WATER
ENERGY" COMPANY "LLC;

- to evaluate the effectiveness of the proposed improvement ways and projects.

In the process of research, the general-scientific dialectic method was used;
historical and systematic approaches to the study of the process of accounting, analysis
and control of enterprise incomes; classification methods; comparative characteristics;
scientific abstraction; legal and regulatory support; economic and statistical methods;
grouping method, graphical method and table representation of analytical data. Also, the
documentation of the "WATER ENERGY" COMPANY" LLC, in particular, the
financial statements for 2014-2019, the company's charter, etc., was used.

The practical significance of the thesis is that on the basis of the results of the
study, measures were taken to increase the efficiency of the competitiveness of the
enterprise "WATER ENERGY" COMPANY" LLC by expanding its activities in the
market of pumping equipment.

Structure and scope of work. The main content of thesis (introduction, three parts,
conclusions) 1s set out on 111 pages. Printed text containing 23 tables, 13 figures, 14
formulas. The list of used sources from 101 positions occupies 8 pages, 5 appendixes in

10 pages.
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PART 1. THEORETICAL BACIS OF INTERNATIONAL
COMPETITIVENESS OF THE ENTERPRISE

1.1. Fundamentals of international competitiveness of enterprises

Competition is an economic rivalry and a struggle between firms (competitors)
for the most favorable conditions of production and marketing of their products.

In economics, competition is a condition where different economic firmsseek to
obtain a share of a limited good by varying the elements of the marketing mix: price,
product, promotion and place. In classical economic thought, competition causes
commercial firms to develop new products, services and technologies, which would
give consumers greater selection and better products. The greater selection typically
causes lower prices for the products, compared to what the price would be if there was
no competition or little competition. Early economic research focused on the difference
between price- and non-price-based competition, while later economic theory has
focused on the many-seller limit of general equilibrium [34].

Competition is generally accepted as an essential component of markets, and
results from scarcity—there is never enough to satisfy all conceivable human wants—
and occurs "when people strive to meet the criteria that are being used to determine who
gets what." In offering goods for exchange, buyers competitively bid to purchase
specific quantities of specific goods which are available, or might be available if sellers
were to choose to offer such goods. Similarly, sellers bid against other sellers in
offering goods on the market, competing for the attention and exchange resources of
buyers.

A competitor is a natural or legal person or a group of rivals.

The competitive process in a market economy exerts a sort of pressure that tends
to move resources to where they are most needed, and to where they can be used most
efficiently for the economy as a whole. For the competitive process to work however, it

1s "important that prices accurately signal costs and benefits." Where externalities occur,
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or monopolistic or oligopolistic conditions persist, or for the provision of certain goods
such as public goods, the pressure of the competitive process is reduced.

In any given market, the power structure will either be in favor of sellers or in
favor of buyers. The former case is known as a seller's market; the latter is known as
a buyer's market or consumer sovereignty. In either case, the disadvantaged group is
known as price-takers and the advantaged group known as price-setters.

Competition bolsters product differentiation as businesses try to innovate and
entice consumers to gain a higher market share. It helps in improving the processes and
productivity as businesses strive to perform better than competitors with limited
resources.

The era of globalization and geo-economic stratification of the world has caused a
sharpening of competition in the world market. International competitiveness has
become one of the most complex phenomena of modern economic life and has become
one of the most important problems of economic science and practice in recent decades.

The current market environment is developing very dynamically and many
countries and businesses have been unprepared for civilized competition. This also
applies to some extent to Ukraine, whose competitive position in the world market has
sharply weakened. However, for Ukraine, enhancing the competitiveness of the
domestic producer and the national economy as a whole is of fundamental importance,
as only then it will be able to take a worthy place in the international division of labor,
integrate into the world economy, accelerate market transformation of the economy and
improve the standard of living and well-being of the population .

Competition is the objective economic law of advanced commodity production. It
1s a dynamic phenomenon, it is compared to a landscape that is constantly changing and
in which new products and services, new production processes, new market segments,
new ways of marketing are constantly appearing. Depending on the nature of
competition, perfect and monopolistic competition, oligopoly and monopoly are
distinguished [7].

Perfect (pure, complete) competition implies a large number of sellers and buyers

in the market. Sellers offer standardized products of the same quality. The share of each
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firm in the market is insignificant and no firm can dictate its terms and prices to the
consumer. There is no price control, the price is set by the market itself based on supply
and demand. Demand is very elastic (demand elasticity (price) is a change in the value
of demand for a particular product depending on the change in its price. Demand is
elastic in price if a 1% price change causes a demand change of more than 1%. Demand
is inelastic in price, if a price change of 1% causes a demand change of less than 1%),
there are no non-price methods of competition. There are no legal, technological or
financial barriers to entry [72].

Perfect competition is independent of state interference and monopolies. It is
most favorable to consumers as manufacturers try to attract them at low prices. Perfect
competition is a market structure that describes the idealized state of the market, when
individual buyers and sellers cannot influence the market price alone, but form it by
their total contributions to market demand and market supply. In other words, it is a
type of market structure where the market behavior of buyers and sellers is to adapt to
existing market conditions.

Perfect competition has two characteristics but, in real life, perfect competition is
rare. In perfect competition, individual consumers and firms cannot influence price
alone and take it for granted. At the same time, the collective behavior of all economic
agents leads to the fact that the changing price balances market demand and market
supply. The inability to influence the price alone is due to the fact that the volume of
supply or demand of each agent is small in comparison with the general market. In
addition, the product is homogeneous, easy to replace, and consumers know everything
about the price level of different firms. As a result, if the firm increases the price, then it
loses buyers, and if it decreases, then it loses profits. Therefore, there is no economic
incentive for firms to set an individual price that differs from the market price.

In the short term, firms can generate economic profits, but in the long term, they
are zero. Zero profits arise from the fact that firms are free to enter and exit any market.
Free entry and exit is possible due to the absence of barriers, as well as due to the free
mobility of factors of production. When the market price rises, signaling an increase in

profits, firms enter the market, increase their supply. An increase in supply leads to a
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decrease in prices, and a corresponding decrease in profits. Firms enter until profits
become zero.

Monopolistic competition is a type of imperfect competition market structure
where sellers of a differentiated product with market power compete for sales. This is
the most common type of market that comes closest to perfect competition.
Monopolistic competition is not only the most widespread, but also the most difficult to
study form of market structures. An exact abstract model cannot be built for such an
industry, as can be done in cases of pure monopoly and pure competition. Much here
depends on the specific details that characterize the product and the manufacturer's
development strategy, which are almost impossible to predict, as well as on the nature
of the strategic choices available to firms in this category.

Monopolistic competition occurs when there are a large number of businesses
that sell differentiated products (product differentiation is the separation of a firm's
products from the total mass of competing goods through certain advantages (prices,
quality, packaging, trademark, etc.). For example, "Coca Cola, Pepsi Cola, and Sprite
can all be sold at the same price, but different consumer groups will prefer different
drinks). The firm can control the price, but the range of this control is narrow. Non-
price methods of competition are used, the entry barriers to the industry are negligible
[72].

Oligopoly 1s a market with a limited number of large sellers concentrating the
supply of a particular product in their hands. Oligopoly exists when the number of firms
on the market is so small that each of them, having to change the price and other
policies, is forced to take into account the reaction of competitors, that is, depends on
them. The price control range is determined by the level of coherence of the enterprises'
actions, which is dominated by non-price competition. The obstacles to business are
great. Examples of oligopolies are passenger aircraft manufacturers such as Boeing or
Airbus, car manufacturers such as Mercedes, BMW.

The products that the oligopoly supplies to the market are identical to those of
competitors (for example, mobile communications), or have differentiation (for

example, washing powders). At the same time, price competition is very rare in
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oligopoly markets. Firms see opportunities for profit making in the development of non-
price competition. As a rule, it is very difficult for new firms to enter the oligopoly
market. The barriers are either legal restrictions or the need for a large initial capital.
Therefore, big business is an example of an oligopoly.

Of particular importance for the functioning of oligopolies is their awareness of
the market. Given the ability of competitors to expand production, each firm is wary of
rash actions that reduce its market share. Therefore, awareness 1s one of the
prerequisites for existence. The behavior of each firm in the market has a clearly
justified logic of actions and therefore is called strategic. Strategies can be adjusted over
time, but such changes are of a medium or long term nature.

Monopoly is a market in which there is only one company that produces unique
products. His product has no substitutes and the consumer has no alternative. He can
either buy the product from the monopolist or not buy it at all. Monopoly firm sets and
controls price in the market. She is a "price maker". Demand in the monopoly market is
inelastic, entry into the industry for other firms is blocked [57].

Profits from a dominant market position in the long run may outweigh losses
from a dumping strategy or other market capture strategies. At the limit, with the
capture of the entire industry of some good, the output of such a monopolist will be the
output of the entire industry, and the offer of this firm will be the supply of the entire
industry. Market control by a large monopoly company can be achieved due to the fact
that there are no longer companies with the same capital on the market, companies that
could produce goods and / or provide services in the same volume as the monopoly
company. Many countries have passed laws to protect competition and have established
antitrust services [54].

In table 1.1 you can see characteristics of different forms of markets.
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Table 1.1
Characteristics of different forms of markets [7]
Parameters Forms of markets
Perfect or Monopolistic Oligopoly Monopoly
pure competition
competition
Number of Many Many, but the Little (2-8) One
manufacturers product of each of
them has significant
differences
The power of Very high High Weak Absent
competition
Market shares Small Small High The whole
market
Market access Open Difficult Difficult Blocked
Pricing policy Based on the Based on demand It is determined Specified by
law of supply | and competitiveness by demand and manufacturer
and demand competitiveness (seller)
The role of Very high Very high High It is
quality in determined by
competition the situation
The role of High High Very high It is
advertising in determined by
promoting a the situation
product
Manufacturer's Small 2-8% 8-20% More than
profit margin 20%
(approximate)
Resource Very high High Middle Low
efficiency

The key success factors are the industry-specific list of factors that bring it

advantages over other industries, as well as one industry firm over another. These

factors are not constant, they vary depending on the characteristics of the industry, the

segments of the market that are being served, as well as the time and life cycle of the

industry and the firm.

Key success factors are based on: scientific and technical level of production and

product, levels of marketing, levels of management, organizational and technical level

of production processes, financial and economic level and staff level.

Each industry has its own specific requirements for the combination of the key

success factors. However, in an intra-industry evaluation, the advantage of any of these

factors can be an instrument of victory in competition [48].
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Key success factors shape the competitiveness of the research object (product,
production, firm, industry, state).

Most often, competitiveness is considered in two aspects.

The competitiveness of a product, ie the degree of its compliance at a certain
point with the requirements of the target groups of consumers or selected market in the
most important characteristics: technical, economic, environmental, etc.

Competitiveness of a firm is a level of its competence in relation to other
competing firms in accumulation and utilization of production potential.

These two aspects are closely linked, since competitive goods are the result of the
operation of a competitive firm capable of manufacturing them and providing the
required level of customer consumption.

Competition in the industry may be more or less intense. It depends on the
presence of the number of firms in the industry and the saturation of the market,
especially the functioning of the industry, the place of the industry in the economy [34].

The following factors can be used to characterize competitors:

e Market share served;

e Image, experience, presence of well-known trademarks;

e Financial position;

e Availability of advanced technology and production facilities;
e Availability of highly qualified personnel;

e Type and level of advertising and others.

However, a simple comparison of factors makes it impossible to take into account
all aspects of competition in the industry. As a rule, the comparison of factors allows
only to ascertain the better or worse level of activity of the firm. However, the most
important thing is understanding why a competing firm has achieved the best results and
taking appropriate action at their firm.

Let's highlight some factors that affect the competitiveness of the enterprise:

Dynamics of the scale of long-term demand. Fluctuations in long-term demand

levels - an increase or decrease - play an important role in deciding whether to invest in
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an enterprise that will increase production capacity. With an increase in long-term
demand, new enterprises enter the market, in the case of a decrease, on the contrary,
their outflow occurs;

Dynamics of the demand structure. These changes occur due to changes in certain
consumer requirements for the company's products and its activities in general, a change
in the assortment of a new product, the creation of new distribution channels, the
renewal of the industry's product affects production methods, effective production
scales, marketing costs, distribution channels;

Technological innovation. This factor can significantly change the requirements
for the number of enterprises that successfully operate in the market. If the enterprise
has a high tendency to introduce innovations, it provides itself with a high level of
investment, which guarantees it a stable level of demand for the long term;

Marketing innovation. Enterprises offering their products to the market using new
methods of increasing consumer interest and decreasing costs per unit of production set
in motion new forces that change the conditions of competition and the position of rival
firms;

Leadership dynamics. The tendency of changes in the positions of the leading
players on the market - the emergence of new key players;

Diffusion of achievements. The visibility of the new technology to competitors,
distributors, suppliers and consumers lowers the barriers to entry into the industry;

Dynamics of efficiency. In the event that new efficient scales emerge in the
industry that reduce unit costs, large enterprises can force other enterprises to follow a
"fixed growth" strategy;

Customer preferences. Here consumers believe that consumer goods bought at a
low price, in principle, can satisfy their preferences like similar ones, only at a higher
price;

State regulation of the market. This factor determines the importance of state
regulation of economic relations in the market, which can affect competitive conditions;

The growth of determination. Means reduced uncertainty and risk. New industries

are characterized by great uncertainty about market potential [48].
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The competitiveness of the organization, according to Mazilkin E.I. and
Panichkin GG, is determined by the following factors [56, p. 87]:

1) the quality of products and services;

2) having an effective marketing strategy;

3) the level of management and qualifications of personnel;

4) the technological level of production;

5) the tax environment in which the company operates;

6) availability of funding sources.

The competitiveness of enterprises characterizes the possibilities and dynamics of
its adaptation to the conditions of market competition and depends on a number of
factors, such as market capacity (number of annual sales), easy access to the market,
type of goods produced, market homogeneity, competitive positions of enterprises
already operating in this market, the possibility the use of technical innovations [32, p.
16].

The company can build its management based on different concepts - financial,
calculating the most optimal areas of expenditure and investment; competitive,
displacing a competitor from the market by any means; marketable, improving the
quality indicators of their products, and others. However, at present, the greatest effect
in management is provided by a marketing concept focused on clarifying and satisfying
the needs of consumers of a certain target market. Marketing is a market concept for
managing the production, marketing and scientific and technical activities of firms and
enterprises, aimed at studying the business environment, the market, specific consumer
needs and focusing on them the goods and services produced.

The goals of marketing are the formation and stimulation of demand, ensuring the
validity of management decisions and work plans of the company (enterprise), as well
as expanding sales, market share and profits. To produce what is sold, and not to sell
what is produced, is the main slogan of the marketing approach in the management of
scientific and technical activities, production and sales for any company. In other words,
before producing, the company must conduct a thorough study of the needs of specific

consumers, in accordance with the data obtained, modify and improve the product, and
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only then enter the market with this product. And not vice versa - to produce a product,
and then experience serious difficulties in relation to its sale.

Competition (from the Latin concurrere - to collide) is a mechanism of rivalry in
the goods market, the struggle of market structures for the right to find their buyer and
for the opportunity to sell their goods on the most favorable terms and, therefore, to
obtain the desired profit [44].

Competition should be orderly, within a certain framework, excluding unfair
methods of competition. This is a legal requirement.

Competition rivalry is an integral part of market activity. The presence of a
competitor on the market creates an element of competition: sellers fight for the right to
better satisfy the needs of the buyer, to make him their constant adherent. Competition
enlivens the market, has a beneficial effect on prices, brings to life new forms of
service, forces manufacturers to pursue an active innovation policy. In a sense,
competition is the engine of progress.

The market situation is largely determined by the state and results of the
competition. The intensity of competition and the forms of rivalry depend on the type of
market, on the degree of its saturation, on the number and capacity of competing firms,
on the technological, financial and trade-organizational capabilities of both the firm
itself and its competitors.

Competitive struggle is a set of actions of an organization that are aimed at
achieving a competitive advantage, at gaining a strong position in the market and at
ousting a competitor from the market.

Competition 1s developing between enterprises producing or selling similar
products, as well as products with similar properties to the same groups of buyers. Each
company strives to create a product with better properties than a competitor. In a sense,
competition is an element of scientific and technological progress, a kind of technology
war.

The forms of competition depend on many conditions, but its essence is
manifested in the desire to sell more goods than the competitor, and at a more attractive

price, to entice from the competitor some or all of the potential customers and,
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ultimately, to get that profit (or part of it) on which the competitor was counting on. In
other words, capture a larger market share than a competitor, or, if possible, push it out
of the market [44].

The purpose of the competition is to achieve a competitive advantage, 1.e. take a
stronger competitive position in the market. It is considered that when the share
occupied by an enterprise in the market equals or exceeds 65%, then its position is
unambiguously recognized as dominant. However, if its share fluctuates between 35%
and 65%, then the dominant position of the enterprise must be proved by the
antimonopoly services.

Competitive advantage is those characteristics, properties of a product or brand
that create a certain superiority for a company over its direct competitors. These
characteristics can be very different and relate both to the product itself and to
additional services, to the forms of production, marketing or sales, specific to the

company or product.

1.2. Methods for assessing the competitiveness of products of the enterprise -

the subject of foreign economic activity

Before starting to develop competitive strategies, quite scrupulously study the
environment of the enterprise, in particular competitive. After assessing the competitive
environment, begin to diagnose the competitiveness of the enterprise. But this can be
done only by pre-assessing the competitiveness of the enterprise. After all, the
competitiveness of products is the success of the enterprise in market conditions. And,
by the way, the problem of product competitiveness must be solved throughout its life
cycle until aging [7].

The main components of product competitiveness are:

The set of its properties that attract the consumer:

a) quality,

b) technical level,

c) design, packaging, etc.
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d) The price of goods and consumer costs for its operation.

e) The state of the market, its requirements, consumer preferences.

f) The difference between the product in terms of properties from similar,

produced by competitors.

g) Time and place of sale.

Competitiveness of the product, in our opinion, is its market advantages, provided
by attractive properties for the consumer, low relative price and operating costs, the
optimal combination of price-quality parameters, compliance with market conditions,
time of sale and consumer preferences, as well as differences in the best side of its main
characteristics from similar competitors [48].

Product competitiveness can and should be quantified.

Product competitiveness formula

In general, the competitiveness of products (Cp) is directly proportional to the
quality (Q) and inversely proportional to the price (P) and depends on market
conditions:

Cp = Q/P (1.1)

Parameters of quantitative indicators of competitiveness

Quantitative indicators of product competitiveness are calculated in terms of the
following parameters:

1. Technical parameters - include the following indicators:

a) the purpose of the goods;

b) reliability;

c) durability;

d) aesthetic characteristics (design);

e) ergonomic characteristics.

2. Economic parameters - the price of consumption, which includes the cost of
the consumer to purchase and use the product throughout the period of its consumption.
The economic parameter - the price of consumption (Pc) - includes the following
economic indicators:

P1 - purchase price;
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P2 - transportation costs;

P3 - costs of installation and adjustment;

P4 - you spend on operation;

P5 - repair costs;

P6 - maintenance costs;

P7 - staff training costs;

P8 - taxes;

P9 - insurance costs, etc.

Consumption price formula:

Pc=P1+P2+P3+P4+P5+P6+P7+P8+P9+Pn (1.2)

Consumption price (Pc), as we see, is greater than the purchase price (P1): Pc >
P1. Therefore, the lower the consumption price (Pc), the higher the competitiveness of
products (CP).

3. Regulatory parameters are valid in this market:

a) technical conditions;

b) standards;

C) norms.

Moreover, the regulatory parameters can have only two values: zero if the
product does not meet the regulatory parameters in force in this market or in the country
and one if it meets [34].

To objectively assess the competitiveness of products, it is necessary that the
manufacturer uses the same parameters as the consumer.

Before calculating the quantitative indicators of the competitiveness of the
product, you need to select a product-analogue, or product-sample, with which we will
compare the parameters of our product. When selecting a sample product take into
account:

a) that the compared products are from one phase of the life cycle,

b) that they are of the same class,

c) targeted at the same group of consumers

d) the sample must be the most widely available on the market.
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Product competitiveness is determined by comparing the technical and economic
parameters of the product with the corresponding parameters of the sample product.

The following quantitative indicators of product competitiveness are calculated:

Single - characterize the level of competitiveness on one of the parameters and
are calculated by relating the value of any technical or economic parameter of the
product of the enterprise to the value of a similar parameter of the sample product.

Group - combine individual indicators and characterize the level of
competitiveness for one group of indicators: economic, technical, regulatory.

Integral Productivity Competitiveness Indicator (Ci) - gives a numerical
characteristic of the competitiveness of goods and is determined on the basis of group
indicators:

a) technical (GIt);

b) normative (Gln);

c¢) economic (E).

Hence the formula of the integrated indicator of product competitiveness:

Ci=GIt (GIn/E) (1.3)

If Ci> 1, the product is more competitive than the sample, if Ci <1 - inferior, and
when Ci =1 - at the same level.

Analysis of product competitiveness is usually carried out by experts using expert
assessments. But this work can be done by specialists of the enterprise, with their high
training.

Methods of assessing the competitiveness of products:

Differential - based on the use of individual indicators of product competitiveness
(technical and economic). They are difficult to judge the competitiveness of products
unambiguously.

Complex - based on the use of group and integrated indicators.

Mixed - based on the joint use of single and complex indicators: a) the most
important indicators are used as single, b) other single indicators are combined into
groups, for each of which determine the group indicator, c) based on the obtained group

and unit indicators and assess competitiveness products.
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The process of assessing the competitiveness of products is shown in the diagram.
Since competitiveness in market conditions should be considered as the main condition
for profit and successful operation of the enterprise as a whole, so much
competitiveness should be learned to manage. The point is that it is laid at the stage of
product design and in the production process, throughout its life cycle optimize and
materialize the most important elements of product competitiveness: quality and cost[7].

Product competitiveness should be explored by studying the concept of "product
rating". This concept is associated with the degree of superiority of one product, one
model over others in the actual operation or use of the product by the consumer. This
indicator combines indicators of the technical level of the product, the quality of its
manufacture and efficiency in operation. The rating is based on a systematic approach to
the concept of product quality and its indicators. As you know, the indicators that
characterize a model are interrelated: the change of one indicator immediately affects
another. Thus, the improvement of the functional parameters of the car (eg speed) can
be achieved by increasing energy consumption or reducing material consumption
(product weight), increasing the time spent on debugging and adjusting or reducing
aerodynamic drag, and so on. The objectivity of the results achieved depends on the

indicators taken as a basis for comparison. Product rating is determined by the formula:

B.=1C.
[i@ (1.4)

where Pt - product rating; Qi - relative indicator of product quality; n- number of
quality indicators taken for evaluation.

The relative quality of the product is calculated by formulas

o-1
% (L.5)
or
_5
©= R
: (1.6)

where P1i is the unit quality indicator being assessed;

Pib is a single indicator of the quality of the base model.
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The first formula is used to assess those indicators, the increase of which
indicates an increase in product quality (capacity, productivity, resource, durability).
The second formula is used to assess the ratio of indicators, the reduction of which
provides an increase in quality (reduction of material consumption, fuel consumption,
energy consumption, measurement errors, etc.). Therefore, to determine the rating of the
product it is necessary to make a differentiated assessment of individual indicators, the
product of which will determine the overall quantitative characteristics of the

advantages of one product over another (Table 1.2).

Table 1.2.
Calculation of the rating of two types of products
Quality Unit of | Compara | Basic | Calculation | Relative | Rating
indicator measure | tive model, | formula quality
ment model, Pib indicator
Pi
Nominal content | g 50 30 P1/Pib 1,7 2,11
of coffee beans
Grinding time sec 50 30 Pi/Pib 1,7
Capacity W 150 130 Pib / Pi 0,87
Grinding % 95 90 Pi/ Pib 1,05
efficiency
Mass kg 1,0 0.8 Pib / Pi 0,8

This example shows that the rating is the simplest way to assess the technical
level of products. Its indicator can be considered the preliminary, most general
assessment of the competitiveness of the product.

Much attention should be paid to the economic content of the calculations to
determine the competitiveness of the product. In the broadest sense, the competitiveness
of a product is the possibility of its successful sale in a certain market and in a certain
period of time. At the same time, only homogeneous products with technical parameters
and technical and economic indicators that are identical to similar indicators of already
sold goods can be considered competitive. In order for a high-quality product to be both
competitive and competitive, it must meet the criteria for evaluating consumers in a

particular market at a particular time. It is clear that the time factor is very important
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here. What the consumer needs today may become completely unnecessary tomorrow
due to a change in fashion or due to the emergence of a new technical solution.
Therefore, the most reliable data for assessing competitiveness gives a study of
customer needs, market requirements. When buying something, the consumer finds the
necessary product among similar ones, ie chooses the one that best meets his needs. One
of the conditions for the choice of goods by the consumer is the coincidence of the main
market characteristics of the product with the conditional characteristics of the specific
needs of the buyer. Such characteristics are often considered regulatory and technical
parameters, as well as the purchase price and cost of consumption of goods [44].

Regulatory parameters characterize the properties of the product, regulated by
mandatory norms, standards and legislation of future markets. These are, for example,
environmental indicators, safety indicators. Thus, for a car, environmental indicators are
the content of harmful substances in the exhaust gases of gasoline and diesel engines,
the level of external noise. The safety indicators of this product are regulated by legal
requirements for structural safety (UNECE Regulations) [7].

The group of technical parameters used to assess competitiveness usually
includes indicators of purpose and reliability, as well as ergonomic and aesthetic
indicators. Sometimes these parameters are conventionally defined as "hard" and "soft".
They are regulated in more detail in the standards of quality systems of certain types of
goods. Consider, for example, the system of technical parameters of such a well-known
and popular (especially among young people) product as a slot machine. Indicators of
the purpose of this product are: the number of game programs; level of automation; the
level of interest in the game program; indicator of the level of performance of game
effects; the degree of suitability of the machine for the development of useful skills in
humans; time of preparation for work; time of continuous work; resistance to climatic
influences; resistance to mechanical impact; the number of people who can participate
in the game at the same time; availability of prizes; Overall dimensions. The reliability
indicators of the slot machine include: operating time before the first failure; average
service life; maximum service life; the average recovery time after failure. Ergonomic

indicators of this product are: noise level indicator; indicator of conformity of the
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automatic machine and its elements to the sizes of a human body; pressure on the
controls; an indicator of compliance with a person's ability to perceive (visual and
auditory), memorize and process information. The appearance of the slot machine is
characterized by aesthetic properties: an indicator of stylistic conformity; indicator of
functional and constructive fitness; an indicator of the integrity of the composition;
indicator of perfection of production performance [32].

Satisfying the needs, the buyer spends his money on both the purchase of goods
and its use. The size of these costs forms the price of consumption. It is calculated by

the formula

B, = S0 -3
=L+ 205, (1.7)

Where

Bi - the cost of purchasing goods of the i-th type in the property;
L1t - the price of the goods;

Q1 - consumption costs of the i-th type of goods;

1 - the number of types of costs for the time of use of the goods;

3v - the residual value of the goods.

The composition of the elements of the formula indicates that the consumption
price is much higher than the selling price. Therefore, a product that provides a
minimum price of consumption during its use by the consumer is more competitive. The
general indicator of competitiveness of the goods (K) taking into account useful effect

(E) and the price of consumption (Q1) can be defined by the formula

K=£emax.

(1.8)
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It should be noted that the most common definition of a product's competitiveness
using its two most important market characteristics (quality and price) does not fully
take into account purely marketing factors, which are mostly not subject to
formalization and mathematical calculation. These are, for example, the requirements of
the consumer to the scope of the transaction and the use of goods: prompt delivery;
provision of spare parts; service organization; reputation of the importing country or
specific manufacturer, etc. In each market, the weight of these criteria may be different,
so the assessment of competitiveness should be carried out for different markets
separately. It is clear that all the criteria for consumer assessment of the advantages of
the selected product over others when calculating competitiveness is very difficult to
take into account. In addition, even in the case of hypothetical implementation of such
calculations, the expected rather than real competitiveness would be determined. To
successfully sell a product, it is necessary that it be in the market where it is needed, in
sufficient quantities and in a timely manner. In addition, the consumer must be ready for
the appearance on the market of such goods, and the relevant marketing program is
protected from possible negative actions of competitors. Thus, the competitiveness of
products in today's market is, in essence, a combination of competitiveness of the
product itself and its marketing program. Under modern conditions, the product must
have certain additional properties that will distinguish it from competing products, ie a
certain additional utility for its consumption. In a saturated market, additional utility,
which more effectively solves the problems of the buyer, now "weighs" more than the
price, buyers agree to pay accordingly [32].

Assessment of the competitiveness of the product involves:

. market analysis and selection of the most competitive product-sample (for
comparison);

. determining the set of comparable parameters of both products;

. calculations of the integrated indicator of competitiveness of the evaluated

product.
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The sample (reference) for comparison must belong to the same group of goods
as the product under analysis, have the same indicators of use and functional purpose,
fully meet the regulatory requirements of the future market.

Taking into account the regulatory parameters for assessing competitiveness is
ensured by an alternative method. To do this, use an indicator that has only two values:

1 or 0. If the product meets the norm (for example, safety requirements), this
indicator is equal to 1, and if not - then 0. The group indicator of the whole set of
normative parameters is equal to the product of individual indicators of each of them.

Calculations are made according to the formula:

I = .
wr = 110 (1.9)

where In.r - group indicator of regulatory parameters;
Qni is a unit indicator of the i-th parameter;

n is the number of normative parameters to be evaluated.

The zero value of this index indicates the competitiveness of the product in this
market [32].

Determining the set of comparable parameters of product competitiveness, we
proceed from the fact that part of the indicators characterizes the consumer properties of
the product (consumer value), and the second - evaluates its economic indicators (cost).
Consumer properties of the product, which form its useful effect, have mostly purely
technical characteristics (indicators of purpose, reliability, safety, ergonomics), as well
as determined by its design (aesthetics, packaging). The multiplicity of indicators of
consumer properties of the product necessitates the establishment of a hierarchy of all
parameters that must be taken into account. First of all, the properties that have the
greatest significance (weight) for the consumer are studied. Determining the weight of
each parameter is entrusted to a group of experts, which is specially formed at the
enterprise. Mandatory requirements for members of such groups are competence,

professional interest, business acumen and objectivity. Expert groups mostly use a
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scoring system. To achieve reliable results, several rounds of the survey are conducted,
depending on the competence of the experts and the representation of the group as a
whole. For preliminary assessments, sufficient accuracy of results is achieved, as a rule,
after two or three rounds. Experts determine the weights of the parameters, which are
estimated in points or in fractions of a unit. A five- to ten-point scale is used for
evaluation. The obtained results are used to determine the arithmetic mean of the

weights of each parameter (A) by the formula

4 1§ =1
=—%a, i=1..,»
Nt (1.10)

where n is the number of parameters of the product;
N - number of experts;

aij - parameters of weight of the i-th indicator, determined by the j-th expert.

Normalized weights are calculated by the formula

|

g;=

P
o=

(1.11)

This satisfies the requirement
N

na;i=1 g >0

1=l

1.3 The main directions of increasing the competitiveness of the enterprise

One of the conditions for increasing the competitiveness of an enterprise is the
development of a strategy for its development, which is one of the main functions of

management, while the strategy refers to the way of organizational actions and
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management approaches used to achieve organizational objectives and goals of the
organization to increase the competitiveness of the enterprise.

There are seven facets of the manifestation of strategic management as an idea of
effective management of increasing the competitiveness of an enterprise [23]. The first
facet of strategic management of an enterprise's competitiveness can be defined as the
purposeful creativity of a competent and highly motivated team of managers (first of all,
top managers) and employees of the enterprise. The second facet can be imagined as a
philosophy of business and management, thanks to which an enterprise, based on the
laws of organization and self-organization, will be able to reduce chaos (entropy) and
increase order (synergy). The third facet of management of increasing the
competitiveness of an enterprise characterizes it as an evolutionary stage in the
development of the corporate planning system, which is naturally associated with the
evolution of the level of knowledge in management and includes elements of all
previous management systems.

The fourth facet is a dynamic set of interrelated management processes for
making and implementing decisions, in order to maintain the competitive advantages of
an enterprise in the long term, based on strategic management models. The fifth facet
characterizes the management of increasing the competitiveness of an enterprise as a
system of integrated intrafirm planning that ensures a balance between the strategic and
current orientation of the enterprise's activities based on the coordination of strategic,
medium-term and tactical plans.

The sixth facet is the ideas of competitiveness management based on a marketing
approach. The seventh facet is a set of procedures that ensure the functioning of the
strategic management system of an enterprise: the procedure for implementing the
planning process and the procedure for planning; the composition of the planning team;
schedule and content of planning meetings; a control system that should contain a
reporting system and a meeting structure.

Thus, management of increasing the competitiveness of an enterprise is such an
organization management that relies on the human potential of highly motivated

employees as the basis of the organization; strives for the all-round development of



35

relations with consumers in order to meet their needs through the production of products
and the provision of services close to the ideal; carries out flexible regulation and timely
changes in the organization, meeting the challenge from the environment and allowing
to achieve competitive advantages, which together allows the organization to survive
and achieve its goal in the long term [34].

Currently, the Ukrainian market is characterized by a fairly low level of effective
demand for the bulk of the goods offered. This is what caused the situation when the
company, even to simply maintain sales at the achieved level, not to mention their
increase, often lacks the capacity of previously conquered markets. One of the
acceptable solutions to this problem may be to enter foreign markets. The first stage of
the analysis of the need and possibility of the company to enter foreign markets should
be to determine the range of countries that are potentially attractive in terms of
penetration into their markets. At the same time, the company needs to carefully analyze
the state of the international marketing environment.

Analysis of the environment of international marketing includes the study of the
system of international trade, the economic environment of each of the countries of
interest, their political, legal and cultural environment. An enterprise that has decided to
enter a foreign market must take into account the existence of many restrictions and
obstacles in international trade - both in the country where it is going to enter the
market, and in its own. Such restrictions include: customs tariffs (fiscal and
protectionist), currency control by the state, a number of non-tariff barriers (systems of
national safety standards, quality, etc.). The study of the economic environment
involves an analysis of the economy of each country for its attractiveness as an export
market. To do this, it is necessary to assess economies on two characteristics. The first
of them is the structure of the economy, which determines the country's need for goods
and services, the level of employment and income and so on. Today there are four types
of economic structures: countries with subsistence economies; countries - exporters of
raw materials; countries where industry is developing; industrialized countries [7].

The author considers it expedient to single out another category of countries, the

typical representatives of which are most of the post-Soviet countries. Until recently,
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they belonged to the industrialized countries, but the current economic situation in the
former Soviet Union does not allow them to be classified in this category. At the same
time, their rather high and diverse scientific and industrial potential makes it possible to
place them at a higher level of economic development compared to countries that
belong to the category of industrial developing countries.

The second characteristic is the nature of income distribution in the country.
There are five main types of countries: countries with very low levels of family income;
countries with mostly low family incomes; countries with very low and very high levels
of family income; countries with low, medium and high family incomes; countries with
mostly average family incomes. It is possible to get an idea of the political and legal
environment as a result of the analysis of four main factors: the attitude of the country
to procurement from abroad; political stability; currency restrictions; state machine
(degree of assistance or counteraction to foreign enterprises by the host country). It is
equally important to analyze the cultural environment in the country whose market is
planned to enter. The cultural environment of the country should be understood as a
system of customs, rules, prohibitions, which are shared by a large part of the
population. Ignorance of the peculiarities of the cultural environment dramatically
reduces the company's chances of success in entering international markets. The result
of studying the environment of international marketing is information, the analysis of
which allows to make a decision on the fundamental expediency (or inexpediency) of
the company's entry into foreign markets [23].

All the above allows the author to draw the following conclusions about the
problem of Ukrainian enterprises entering international markets. Over the last decade,
the international marketing environment has changed quite dynamically. This is
especially true of Eastern Europe and the territory of the former Soviet Union, where a
number of new states were formed in a short period of time. Most of these old and new
states say they welcome the influx of foreign capital into their economies. However,
many of them are experiencing an increase in the number of trade barriers to protect
domestic markets from foreign competitors. The latter also applies to the economically

developed countries of Western Europe and America, and in this case the task is
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complicated by the fact that not every Ukrainian company can afford the costs
associated with promoting their products and displacing many competitors who have
long occupied and firmly hold positions. in a market with already divided and tightly
controlled spheres of influence.

In the described situation, I consider the best solution for a Ukrainian company to
enter the markets of neighbour countries.

Assessing the international competitiveness of the enterprise, take into account its
competitive advantages over other manufacturers of similar products. The elements that
form the competitive advantage of the enterprise in the foreign market are considered
below. Improving one, several or all elements of competitive advantage will mean
improving the international competitiveness of the enterprise and its products [23].

Competitive advantages show in which areas (in this case within the marketing
complex) the company has achieved higher results than competitors. Competitive
advantages allow you to properly develop a strategy for positioning goods and services
in the market, selecting target market segments and concentrate there the financial
resources of the enterprise. The following elements can be used to measure the
competitive advantages of Ukrainian enterprises:

 competitive pricing;

* advantages in production costs;

* quality of product / services;

* product design;

* packaging;

* product performance characteristics;

» after-sales service;

* speed of response to consumer requests;

« company / brand image;

* the offered range of products;

* net income per employee;

* number of employees;

* number of main competitors
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» contacts with suppliers;

 width of the distribution network;

* advertising;

* other components of the sales promotion complex;

* personal sales equipment;

 marketing information system;

 marketing researches.

Formation of competitive strategy: stages and components of the process

After conducting a grand analytical work, studying the environment above the
company and conducting a SWOT analysis, defining goals and developing a corporate
strategy of the company, proceed to the formation of a competitive or business strategy
for each strategic business unit (SBU). The formation of a competitive strategy is quite
a time-consuming process. It has its stages, its structure, its logic and dialectic. All
stages and components of the process are interconnected and interdependent [34].

When starting to form a competitive strategy of a specific unit (SBU), first
analyze its current and potential strategic management areas (SMA). In particular, they
scrupulously study the competitive environment in which subdivision operates and will
operate, study and predict the behavior of competitive forces in SMA: competitors,
suppliers, buyers, potential competitors, substitute goods, etc.

In addition, determine the possible prospects for growth and profitability, based
on the actual achievements of the most successful competitors in this area of business
(not necessarily achievable for our SBU). If such an analysis is made during the
development of a portfolio strategy, it can be used.

Moreover, analyzing the environment of SBU, ie its SMA, make a selection of
possible types of competitive strategies that in the next 5-7 years can ensure success in
this area of business. This can be either a cost leadership strategy, or a cost-optimal
strategy, or differentiation, or focus, or a bias strategy, and so on. However, the focus
should be on future success strategies, not on the traditional SBU strategy.

Having analyzed the environment of SBU, its SMA, diagnose its positions and

opportunities. In particular, determine the current competitiveness and current
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competitive strategy of the unit, specify the objectives of the SBU and take into account
the objectives of the enterprise as a whole, assess the strengths and capabilities of the
unit taking into account its weaknesses and environmental threats. This i1s about
forecasting the future positions of the SOB. When it turns out that the current
competitive strategy will be able to ensure success in the future, because in the
environment the break of frequent changes is not predicted, the future opportunities are
calculated by extrapolation.

Further analysis of the SBU environment and its position is combined. In the first
method of integration, the goals of the SBU are superimposed on the prospects of the
external environment to determine how attractive the chosen business area will be in
terms of achieving the goals of the SBU and the enterprise as a whole. In the second
method - compare the selected types of competitive strategies with the current strategy
of the enterprise. This i1s done to find out what the unit expects if the strategy and
capabilities are maintained. This method is presented as an extrapolated strategic
position, which has already been discussed. It should be noted that for the joint analysis
of the market and the position of the unit, to determine the competitive position and
alternative competitive strategies, you can successfully use known matrix methods:
BCG, McKinsey, ADL and others [34].

In conducting a joint analysis of the market environment and the competitive
position of the unit, are taken into account, in addition to the above, also materials
SWOT-analysis of the enterprise, current measures to maintain competitive advantage,
of course - already formed corporate strategy, as well as taking into account the
capabilities of functional services of the economy.

The result of the joint analysis should be the definition of an attractive
competitive position of the SBU and, finally, the formulation of the appropriate
competitive (business) strategy of the unit.

Since events in a competitive environment may develop in different scenarios
(optimistic, pessimistic, optimal), and, consequently, the effectiveness of the formulated

competitive strategy will be different, the next step should be modeling probable
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scenarios and assessing the competitiveness of SBU for each scenario. selected strategy.
The need for investment is determined here for each development scenario.

Finally, after assessing the formulated competitive strategy and the need for
investment in its implementation and support in different scenarios of the competitive
environment, make a final decision. If it is negative, return to the combined analysis and
begin re-work on the formation of business strategy. If the formulated strategy suits
everyone and everything, it is approved, on the basis of it and corporate strategy form
the functional divisions, and the competitive strategy is brought to executors and serious
work of managers on the organization of execution, control and adjustment begins ( if
necessary).

We called the competitive strategy business, considering these concepts identical.
However, in the economic literature one can find objections to this. In fact, everything
is simple: in terms of the goal of the strategy - to ensure competitive advantage - both
definitions are identical. But in terms of means to achieve the goal, there are some
differences: business strategy is a little broader than competitive, because it includes not
only how to organize competition, but also includes functional, organizational and other
strategies aimed at business success, high competitive advantage in the market [44] .

Identification of key success factors is one of the main priorities in developing a
strategy for managing an enterprise's competitiveness increase. They can serve as
cornerstones for building a strategy to improve competitiveness, but they can vary from
industry to industry. Typically, the industry is characterized by three or four such
factors, and of them one or two are the most important, and the task of the analysis is to
highlight them. The following are the types of key success factors and their constituents.

1. Factors related to technology: competence in scientific research (especially in
knowledge-intensive industries); ability to innovate in production processes; ability to
innovate in products; the role of experts in this technology.

2. Factors related to production: efficiency of low-cost production (economies of
scale of production, effect of experience accumulation); quality of production; high
return on assets; location of production, guaranteeing low costs; provision of an

adequate skilled workforce; high labor productivity (especially in labor-intensive
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industries); cheap design and technical support; production flexibility when changing
models and sizes.

3. Factors related to distribution: a strong network of distributors / dealers; the
possibility of income in retail; own sales network of the company; fast delivery.

4. Factors associated with marketing: a well-tried, proven sales method;
convenient, affordable service and maintenance; accurate satisfaction of customer
requests; breadth of product range; commercial art; attractive design and packaging;
guarantees to buyers.

5. Factors related to qualifications: outstanding talents; Know-how in quality
control; design experts; technology experts; ability to advertise accurately and clearly;
the ability to get new products from development in the R&D phase and quickly bring
them to market.

6. Factors related to organizational capabilities: first-class information systems;
ability to react quickly to changing market conditions; management competence and
management know-how.

7. Other types of KFU: favorable image and reputation; awareness of oneself as a
leader; convenient location; pleasant, friendly service; access to financial capital; patent
protection. Taking into account all of the above factors makes it possible to develop an
effective management strategy for increasing the competitiveness of an enterprise based
on increasing the influence of positive factors and reducing the influence of negative
factors on the activities of any organization [34].

When choosing ways to increase the competitiveness of a company, it is often a
very timely decision not to launch a new one, not to remove an obsolete one from
production, but to modify a product or service. The decision to modify the product is
made in order to meet the special requirements of the buyers in order to obtain more
profit. The development of such a direction of increasing the company's
competitiveness as the timely provision of a range of services related to the sale and use
of equipment and other products and ensuring their constant readiness for highly
efficient operation, that is, after-sales service, is also indisputable. With a skillful

organization, service is a decisive factor in increasing the competitiveness of a product.
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In solving the problems of increasing the competitiveness of products, the problem of
choice and development of new sales markets is becoming increasingly important every
year. In this regard, in any enterprise, analytical and search efforts in this area are very
important. New sales markets can decisively change the competitiveness of a product
and the profitability of sales activities. It is clear that by introducing a product to a new
market, it is possible to extend the product's life cycle. Seasonal fluctuations in demand
can contribute to the successful sale of the same product in different parts of the world.
And an increase in sales in new markets will reduce production costs per unit of
production, primarily through the use of cheap labor, fairly low levels of taxes and
customs duties, and a number of other factors in new sales markets [32].

In this regard, it is very important for the further development of the
competitiveness of a product (before moving on to a new one, its modification,
withdrawal from production) to try to enter a new sales market with it, if its domestic
competitiveness has fallen sharply. As a result of assessing the competitiveness of
products, the following ways of increasing competitiveness can be taken:

1) changes in the composition, structure of materials used, components and or
product design;

2) changing the order of product design;

3) change in the production technology of products; test methods, quality control
systems for manufacturing, storage, packaging, transportation and installation;

4) change in prices for products, prices for services, maintenance and repair;

5) changing the procedure for selling products on the market;

6) changing the structure and size of investments in the development, production
and marketing of products;

7) changes in the structure and volumes of cooperative supplies in the production

of products and prices for components and the composition of selected suppliers;
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PART 2. ANALYSIS OF FINANCIAL AND ECONOMIC ACTIVITY OF
LLC "WATER ENERGY" COMPANY"

2.1. General characteristics and analysis of the economic activity of the

"WATER ENERGY" COMPANY" LLC

The company "WATER ENERGY" COMPANY" was established in 2006 by the
founder Andriikevich Andrew. Having formed a team of like-minded people, only from
5 people the company began its rapid growth.

According to the charter of ""WATER ENERGY" COMPANY™" the subject of
the company's activities is:

° wholesale, retail, commission, external trade and barter operations with
production and industrial products of their own production, and purchased from other
legal entities and individuals;

o transport services;

. development, production, realization of building materials, execution of design
and construction and installation works, construction, repair and restoration of premises,
including residential, social, domestic, cultural and industrial objects;

o construction and operation of gas stations;

. car maintenance and repair works and services to Ukrainian, foreign physical and
legal persons;

o car parking organization;

o leasing of cars, agricultural machinery, machinery and equipment of the
processing industry;

o purchase and lease of premises and facilities for production and other purposes,
land plots; various equipment, including means of production;

o conduct of foreign economic activity in accordance with the current legislation;

o production, distribution, sale of advertising and promotional products;

° execution of intermediary services in wholesale and retail trade, logistics;
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. provision of services in the sphere of hotel industry and sanatorium and holiday
rest;
. providing Ukrainian and foreign citizens with the whole range of works and

services related to the organization of tourism and leisure on the territory of Ukraine and
abroad,;

o organization of work of various catering establishments, recreation and gambling
business, camping sites, etc .;

. exchange of the national currency of Ukraine to the currency of other countries in
accordance with the current legislation of Ukraine;

o Representative, agent and intermediary functions for Ukrainian and foreign legal
entities and individuals;

° realization of scientific and technical products, know-how, engineering, leasing,
brokerage, dealership and operations related to the sale and production of consumer
goods;

o Organization of training and training of Ukrainian and foreign specialists within
the framework of the respective schools, seminars, conferences, symposia in accordance
with the main activity;

° providing commercial, intermediary, expert, consulting, representative, service,
technical, household, social, medical, communal, marketing and other services to legal
entities and individuals;

. commercial activities in the field of advertising and information, as well as
participation in the creation of mass media and editorial publishing activities;

. organization, including, with Ukrainian and foreign legal entities and individuals,
charitable, sponsorship, recreational, environmental measures, organization and opening
of appropriate funds and organizations;

o realization of foreign economic activity in accordance with the current legislation,
including the implementation of consulting, publishing, advertising, intermediary
(brokerage, dealer, agency, commission, consignment), lease and leasing operations in

this area of activity;
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° organization of exhibitions-sales, auctions and lotteries, trading houses, salon
stores on the territory of Ukraine and abroad;

o research and development works, or participation in these works;

o provision of services related to the protection of state, collective and private

property, as well as protection of citizens;

o provision of financial services for financial leasing;

o Granting financial services;

. provision of financial services for the provision of loans with financial assets;
. other activities that are not prohibited by applicable law.

The company's goal is to be the leading Ukrainian manufacturer and supplier of
pumping equipment with European quality standards.

2008 was a turning point in the history of the company "WATER ENERGY" - it
became the official representative of the Italian TM DAB and the exclusive dealer of the
German TM HOMA in the territory of Ukraine.

The company "ENERGY OF WATER" provides a comprehensive solution to the
problems associated with water supply and sanitation. In this regard, in 2008, a service
service was created, which deals with installation, commissioning, equipment repair,
warranty and post-warranty service.

In 2014, the company "ENERGY OF WATER" registered its own trademark
"WE". Now under this brand a number of products are produced, namely: pumping
stations for fire fighting and water supply, sewage pumping stations, control cabinets of
various types.

Today the Company employs 20 people, each specialist of his business, who
firmly believe in the goals and ideas of the development of the industrial segment of
Ukraine. Also the Company conducts an active activity and deservedly bears the title of
a national producer of Ukraine.

The Company's staff took an active part in preparing the country for EURO 2012
by providing the central facilities of the European Football Championship (the
Olimpiysky National Sports Complex, the Chernomorets Odessa Stadium, the Boryspil
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International Airports, Lviv and Kharkov International Airports and others) the most
modern energy-saving pumping equipment.

To date, products produced by the specialists of the "WATER ENERGY"
Company have been installed at the most critical facilities in Ukraine, Belarus,
Kazakhstan, Russia, Georgia, Armenia.

Mission of the company "WATER ENERGY": revival of the industry of Ukraine.
The team of the company firmly believes that Ukraine needs a developed industrial
sector that contributes to improving the economic development of our country. To date,
the development of Ukraine's industrial sector is the only sure way to develop the
economy.

The goal of the company is to be a leading manufacturer and supplier of pumping
equipment with European quality standards. The company produces and imports
energy-saving equipment of European manufacturing plants for heating, water supply
and wastewater systems, which enables enterprises to reduce their own costs and have
less impact on the environment.

The main task: to solve the various levels of complexity of the problem and the
situation that arise with the supply and diversion of water into homes, residential
neighborhoods and entire cities. To achieve this "WATER ENERGY" it is possible at
the expense of own manufacture here, in Ukraine, on own industrial base. As a
production company, we make every effort to minimize the costs of consumers by
manufacturing and importing energy-saving equipment.

"WATER ENERGY" strives for the leading enterprises of Ukraine and the CIS to
have the opportunity to develop and output industry and municipal services to the
European level of quality of providing services to the population.

The principles of the company "ENERGY WATER":

1. To produce high-quality pumping stations

2. To offer the Ukrainian consumer products of the "premium" class of the best
European manufacturing plants.

3. Adhere to the company's existing quality control system, taking into account

international requirements.
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4.  Maintain the highest standards of customer service for the company.

5. Use reliable innovative technologies in production.

6. To carry out high-quality and timely service of equipment commissioned.
Company values are a set of specific rules that are considered the norm for a

particular organization. These principles largely depend on the relationship between
employees, and the nature of their communication with clients and partners of the
enterprise. When it comes to the most significant concepts from the point of view of
management, the main place is occupied by corporate principles.

Values of the "WATER ENERGY" company :

1. Individual approach to each client of the company - we learn the needs for the
near and long term and offer a reliable scheme for solving the problem - from the
supply of equipment to the modernization of large facilities.

2. Efficiency - we provide our customers with the optimal solution in terms of
investment, delivery time and ease of use.

3. Innovation - we are opening the possibility for manufacturing plants to make real,
direct and intellectual investments in order to continuously improve their
products.

4. Professionalism - we regularly provide individual training programs and conduct
technical seminars for the company's employees, thereby maintaining a high level
of professionalism in working with clients.

5. Responsibility - we are responsible for working with each individual client and
each employee of our company bears individual responsibility for the overall
result.

Business environment is the combination of internal and external factors that
influence a company's operating situation. The business environment can include factors
such as: clients and suppliers and its competitors.

For 10 years, the "WATER ENERGY" Company has been developing and
improving its work, guided by the main goal: to provide modern high-quality European

pumping equipment to the market. The company works only directly with



48

manufacturing plants. The company's suppliers are: DAB PUMPS SpA, TM HOMA
and MT SPAIN.

Established in 1975, the Italian company DAB PUMPS SpA, has been a leader in
the world pumping equipment market for 38 years. Production lines DAB PUMPS SpA
produce more than 1.5 million pumps a year. These pumps are reliable, convenient to
operate, allow saving energy. All DAB equipment has the necessary certificates. The
warranty period is 2 years.

History of cooperation:

In the beginning of 2007, between the "WATER ENERGY" Company and DAB
PUMPS S.p.A, an official distributor contract was signed, which initiated fruitful
cooperation. The Company specialists provide "WATER ENERGY" with technical
documentation, give detailed advice on the operation of DAB pumps, and also select
equipment in accordance with the requirements, strictly adhering to this specification.
The schedule, volume and quality of delivery, the system of acceptance of orders and
technical support in the company constantly increases its speed. Together with
representatives of DAB, clients regularly hold seminars, information about which can
be found in the section "News". To purchase pumping equipment «DAB», clients may
contact the company "WATER ENERGY". The specialists will provide them with the
necessary technical and marketing support.

For more than 65 years, HOMA has been manufacturing pumps for water supply,
drainage and sewage pumping stations. Having started once, in 1946 as a small
assembly workshop, HOMA is today a large enterprise of a global scale and has
representative offices in 60 countries.

Thanks to the newest automation system for the production of pumps and
pumping equipment, as well as to computer-controlled test stands and decades of know-
how in pump technology, HOMA pumps meet the highest technical standards. The
foundation of all actions is a constant quality control, certified according to ISO 9001.
The basis for success is the highest quality of products and the competence of
specialists. We are pleased to offer you the latest solutions and reliable pumps from the

world's leading pump manufacturer HOMA.
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History of cooperation:

Being the official and the only distributor of the German pumping plant HOMA
Pumpenfabrik GmbH in Ukraine since 2008, LLC "WATER ENERGY" company
carries out direct deliveries of pumping equipment from Europe, bypassing
intermediaries. This allows us to provide buyers with the manufacturer's prices for
pumps, as well as to attract to the complex projects directly manufacturers of pumping
equipment, ensuring the quality and correctness of the selection of pumps.

MT was established in 1994 to distribute flexible galvanized fittings in the
Spanish market. After expansion on the territory of the country, thanks to its storage
facilities and retail network, MT continues to supplement the catalog with other types of
products and from that moment all products are marked with the logo "MT" which
characterizes the close relationship with the plumbing sectors, construction and,
eventually, pumping liquids.

First, brass valves were created and further, copper installations for polyethylene
pipes, cast iron valves, PVC valves, pressure gauges, pressure reducers, thread sealing
tape, threaded brass fittings, threaded / welded adapter fittings for the iron pipe were
developed with their own drawings and molds. and other products for the agricultural
irrigation sector. The ultimate goal is to expand and fill positions, meeting the needs of
high quality products.

Over the past few years and with the business profile of the company, MT
Business Key, SL has crossed some boundaries in the search for new markets, and
today it 1s present in most EU countries.

The second group of factors of the company's environment is its micro-
environment, that is, factors that are not controlled by the firm and directly affect its
operation: suppliers, customers, competitors, intermediaries, so-called contact audiences
- institutions of market, public, state infrastructure contacted by the firm. (banks,
exchanges, mass media, public organizations, state bodies, etc.). It is the factors of the
microenvironment that is a peculiar driver of the influence on the firm of factors of the

macro environment.
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Consumers are potential buyers and customers. Customers influence the
environment by changing the structure of demand, presenting new requirements for the
product (quality, price, versatility, design, etc.) and establishing a certain price level.
The manufacturer, accordingly, can also influence the buyer by offering a new unique
product with perfect characteristics, improving the quality of service, and finally
reducing prices. Consumer - the subject that determines the development of the
enterprise. Therefore, modern organizations seek to find "their" consumer.

A clear definition of the client’s profile is critical to successful marketing, sales,
product development, and service delivery. A customer portrait is a collective image of
your potential customer, usually including the following characteristics:

e age

e marital status,

e income level

e place of residence (geography),

® sex,

e employment,

e position level

e typical problems associated with our specific work;
e needs, fears and desires

e and so on.

The company identified several types of customers. Their portraits are shown
below in Table 2.1.
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Table 2.1
Portraits of customers of "WATER ENERGY'" COMPANY" LLC
Trading Construction | Production Installation | Utility
organizations | companies companies companies companies
Sex Men Men / women | Men Men Men
Age 22-45 40-50 30-60 25-55 40-60
Places big cities Kiev, the big | cities and | cities and | big cities
cities suburbs suburbs
The informal direct people, | business free, not | imposing,
manner of | communicatio | love communicatio | business not open to
communic | n. communicatio | n, specifics, | communicati | communicat
ation n technical on ion
mentality
Find from the | from design | exhibitions, business Meetings,
company | agent, organizations | meetings, trips,  calls, | exhibitions
from business trip, | (from agents), | business trips | site
meeting, site | meetings,
business trips
Interesting | Circulating Pumping The  whole | Circulating Sewer
Products | pumps, stations  for | range of | pumps, stations,
domestic cold | pressure products centrifugal heating
water pumps, | increase, SPS, | (pumps and | pumps stations
domestic fire stations)

sewage pumps

extinguishing

Competitors are firms selling a similar product in the same markets. The rivalry

goes both for the market share, and for the consumer, for his “ruble”. The opinion was

that competitors were only rivals. However, in modern conditions, with a high

uncertainty of the external environment, only cooperation with competitors allows you

to adapt to the environment and achieve your goal.

The definition of competitors in the industry is based on the similarity of market

strategies '"quality-price" or "assortment-price" or '"quality-assortment" used by

enterprises. The closest competitors in the industry are firms belonging to the same

strategic group, i.e., adhering to the same or similar strategies. Naturally, the strongest

competition exists between firms that produce similar goods and sell them at close

prices.




The main competitors of the company "WATER ENERGY™" are:
1. LLC "Istoki" - The official importer of Pedrollo, Calpeda, Zenit
2. LLC "Electromotor"
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Organizational structure is a schematic representation of the composition and

hierarchy of enterprise divisions. The organizational structure is established based on

the objectives of the activities and the units necessary to achieve these goals,

performing the functions that make up the organization's business processes.

The organizational structure determines the distribution of responsibility and

authority within the organization. As a rule, it is displayed in the form of an

organizational chart - a graphic scheme, the elements of which are hierarchically

ordered organizational units (units, job positions). Organization structure of "WATER

ENERGY" COMPANY" LLC is shown in figure 1.1.

COUNCIL OF
FOUNDERS

ADMINISTRATIVE

DEPARTMENT CEO
]
] ] ] ]
DEPUTY DIRECTOR DEPUTY DIRECTOR-
GENERAL FOR GENERAL FOR ACCOUNTING DEVELOPMENT
ADMINISTRATIVE TECHNICAL DEPARTMENT DEPARTMENT
QUESTIONS QUESTIONS
DEPARTMENT OF TECHNICAL
—] PERSONNEL AND — DEPARTMENT
COMMUNICATION
|| DEPARTMENT OF DEPARTMENT OF
PROMOTION QUALITY

Fig. 2.1. Organization structure of "WATER ENERGY" COMPANY" LLC
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The "WATER ENERGY" company is divided into 7 main departments.

The Administrative Department is an important part of our company. The main
function is the establishment and development of the corporate management system, in
order to improve the effectiveness of interaction and ensure the transparency of
management systems. The department consists of various groups that perform
administrative functions, as well as supporting the business units of the organization.

The main task in the work of the promotion department is to determine the
company's place in the market, searching for opportunities to achieve better positions
relative to competitors. As a result of the work of the marketing department, the sales
and revenue of the company should increase - the main parameters for assessing the
activity of marketers. In fact, the marketing department is responsible for the buffer role
between the company and the market, internal and external environment.

The technical department fulfills the functions of the technical equipment of the
enterprise, ensuring the efficiency of design solutions, the development and production
of technical drawings, the analysis of the need for a new tool and equipment, the
economic justification for the need for conversion, placing orders for new equipment in
third-party organizations.

The quality control department is the structural subdivision of which aims to:
control the quality of products produced and sold on the market, develop measures to
improve the quality of products (works, services), check material inputs (raw materials,
materials, semi-finished products, component parts), develop standards the quality of
products manufactured by the enterprise, the study of the causes of the production of
defective products.

The main tasks of the accounting department are to ensure the correct
organization of accounting and the execution of estimates. The Department monitors the
correct, economical expenditure of funds and their intended use; timely accrues and
pays salaries to employees, compiles and provides financial, tax and statistical reporting
in due time.

The Development Department is a structural subdivision of the company, which

is a division dealing with issues of public relations, establishing communications with
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authorities and management, target audiences, the media, as well as internal
communications.

The Personnel Department is a structural subdivision of the company, called to
manage the personnel of the enterprise. The Department of Personnel deals with the
admission and dismissal of candidates, the retraining of personnel, and also forms a
corporate culture.

Elements of the structure can be as separate employees, services and individual
links of the management apparatus, and the interrelations between them are supported
through horizontal and vertical links, which are linear and functional.

Within the structure of management is the management process (information
movement and management decisions), between the participants of which are
distributed tasks and functions of management, and accordingly - the rights and
responsibility for their implementation.

Relationship of management structure with such key concepts of management as
goals, functions, process, mechanism of functioning is evidence of how great the
influence of organizational structure on all aspects of management. That is why,
managers of all levels pay close attention to the principles and methods of forming
structures, the choice of type or combination of types of structures, studying trends in
their construction and evaluation in accordance with the goals and objectives.

Therefore, the organizational structure of "WATER ENERGY" COMPANY"
LLC fulfills the following functions:

- reflect the goals and objectives of the organization, subordinate to production
and change with it;

- reflect the functional division of labor and the scope of powers of management
personnel, which are determined by policies, procedures, rules, job descriptions;

- To establish the correspondence of functions and powers of an official on the

one hand and the level of culture on the other.



2.2. Analysis of financial and economic indicators of the "WATER

ENERGY" COMPANY" LLC
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Consider the changes in the main financial and economic indicators of the

enterprise (Table 2.2.), the data are taken from the company's annual report, in

particular, from the financial report No. 2 of the financial results for 2015-2019.
Table 2.2.

Analysis of indicators of financial and economic activity of "WATER

ENERGY" COMPANY" LLC for 2015-2019, thousand UAH

Year
Article 2015 2016 2017 2018 2019
Net income 26451,1 27585,4 |26186,2 | 16775,3 | 27235,6
Other operating income 870,0 665,6 71,7 971,4 110,5
Other income 258.3 - - - -
Total Income 27579,4 28251,0 |26257,9 | 17746,7 | 27346,1
Cost of sold products 22694,5 24526,6 |22330,0 | 14905,8 | 23752,6
Other operating expenses 4054,9 2813,8 3453,6 |2813,0 |2924,0
Other expenses 9,5 - - 23,8 -
Total cost 26758,9 27340,4 |25783,6 | 17742,6 | 26676,6
Financial result before tax 820,5 910,6 4743 4,1 669,5
Income tax 147,7 163,9 85,4 0,7 120,5
Net profit 672,8 746,7 388.9 3.4 549,0

As can be seen from Table 2.1., the company's performance indicators increased

during 2015-2016, began to fall from 2017 and started to grow again from 2019. The
net profit was 549 ths. against 3.4 thousand UAH. in 2018, and 388,9 thousand UAH.

in 2017. This situation is related to the conflict that arose due to the leakage of

information from the company and the subsequent replacement of an important part of

staff, including sales managers, accountants, etc in period of 2017-2018 years. The

average number of employees of the company has decreased from 27 people to 15. But

as was predicted company's indicators started to grow again in 2019 because of

termination of information and employees problem.

According to these data, we can construct a schedule of changes in net profit by

years (Fig 2.1.).
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Fig. 2.2.Schedule of changes in net profit of "WATER ENERGY" COMPANY"
LLC by years, thousand UAH

However, other operating revenues increased from 71.7 thousand UAH. in 2017
to UAH 971.4 ths. in 2018, and on UAH 110.5 ths in 2019. Non-operating income is the
portion of an organization's income that is derived from activities not related to its core
business operations. Non-operating income can include such items as dividend income,
capital gains and losses from investments, gains or losses incurred by foreign exchange,
asset write-downs, and other non-operating revenues and expenses. Other operating
income includes: income from the sale of foreign currency; proceeds from the sale of
other current assets (except for financial investments); operating lease income; Income
from operating exchange differences in foreign currency transactions; the amount of
fines, penalties, penalties and other sanctions for violation of economic agreements,
which are recognized by the debtor or in respect of which the decisions of the court,
economic court have been received regarding their collection; Income from the write-
off of accounts payable, the expiration of the limitation period; repayment of previously
written off assets (receipts of debts written off as hopeless); the amount of free

circulating assets received and subsidies; other operating income.
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Table 2.3
Balance of "WATER ENERGY" COMPANY" for 2015-2019, thousand UAH

Assets 2015 2016 2017 2018 2019
I. Non-current assets
Incomplete capital investment ] ] ] ] ]
Fixed assets 154,8 18327 1 660,5 1 847,0 1 852,0
initial value 542,1 2 446,6 2 446,6 2 803,0 2739,0
wear and tear 3873 6139 786,1 956,0 887,0
Long-term biological assets - - - - -
Long-term financial investments - - - - -
Other non-current assets - - - - -
Total for Section | 154,8 1 .832,7 1 660,5 1.847,0 1 852,0
I1. Current assets
Stocks 7378,0 9 087,7 12 149,0 | 150203 | 14 520,8
including finished products | 6 870,5 7931,7 11317,0 12977,5 | 13 069,7
Current biological assets - - - - -
Accounts receivable for products, goods,
works, services 821,9 1127,5 1128,7 1234,6 1213,1
Accounts receivable on settlements with
the budget - - 18,8 4,6 -
including income tax - - - - -
Other Current Accounts Receivable 2703,4 291,3 174,4 189,9 165,5
Current financial investments - - - - -
Money and their equivalents 476,1 300,8 -694,7 -529.3 160,2
Costs of future periods - - - - -
Other current assets 261,5 285.,3 292.0 160,3 152,3
Total for Section 11 116409 | 11092,6 | 13 068,2 160804 | 162119
II1. Non-current assets held for sale
and disposal groups - - - - -
Balance 117957 | 129253 | 147287 179274 | 180639
Liabilities
1. Equity
Registered (share) capital 1 560.,5 1 560,5 1 560,5 1 560.,5 1560,5
Additional capital - - - - -
Reserve capital - - - - -
Retained earnings (uncovered loss) 4 536,0 5020,3 4 697,0 66344 6985,2
Unpaid capital 150,0 - - - -
Total for Section I 5946,5 6 580.,8 6 257.5 8194,9 8545,7
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Table 2.3 (continuation)

I1. Long-term commitments, targeted

financing and provision - - - - -
I11. Current liabilities

Short-term bank credits 170,0 - - - -
Current payables for:

long-term liabilities - - - - -
goods, works, services 2 540,6 3299,2 4138,1 5850,7 5176,5
calculations with the budget 49,0 126,9 114,5 47,6 6.4
including income tax 23,1 23,0 53,8 41,7 -
insurance calculations 7.9 1,6 - - -
payroll calculations 18.4 17,5 22,6 32,0 19.4
future revenues - - - - -
Other current liabilities 2 883,8 2 404,0 2 069,3 2 540,9 4530,2
Total for Section III 5669,7 5 849,2 6 344,5 8471,2 9732,5
IV. Liabilities related to non-current

assets held for sale and disposal groups - - - - -
Balance 96723 117957 | 129253 14728,7 | 179274

For further analysis, let's look at the table 2.3., where balance of "WATER
ENERGY" COMPANY" LLC for recent years is shown. The assets of an enterprise
consist of non-current and current assets. Therefore, the most precise general structure
of assets 1s characterized by the ratio of turnover and non-current assets. Analyzing the
indicators of the analytical balance of the enterprise, we can say that in the assets over
the past five years, the largest share in the general structure of assetd occupy current
assets (99%, 86%, 89%, 90% and 90% respectively), others 1 , 12, 10, 9 and 9% hold
non-current assets.

Also, it should be noted that at the end of 2019, current assets tended to increase
by 131.5 thousand UAH in comparison with the previous year.

Existing economic assets of the enterprise are formed at the expense of both own
and borrowed funds, or, as is commonly said, sources of florming of economic assets,

which are divided into 2 groups: equity and liabilities.
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Equity is part of the assets of an enterprise remaining after deducting its
liabilities.

Liabilities 1s an enterprise debt that arose as a result of past events and whose
recovery in the future is expected to lead to a reduction in the resources of an enterprise
embodying economic benefits.

During 2015-2019, the main share in the general structure of liabilities was
almost equally shared by equity and current liabilities.

The share of equity in 2018 amounted to 46% or 8 194,9 ths., And in 2019 it
increased to 47%, or 8 545,7 ths., That is, it increased by 350,8 ths. And the share of
current liabilities to creditors for goods, works and services in 2019, on the contrary,
decreased from 54% to 53%, or from 9 732,5 to 9 518,2 thousand hryvnias.

For a visual representation of the results obtained, reflecting changes in the

balance of the enterprise, we shall present the graphs (Fig. 2.2. and Fig. 2.3.).
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Fig. 2.3.Dynamics of current and non-current assets "WATER ENERGY"
COMPANY" LLC for 2014-2019, thousand UAH
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Fig. 2.4. Dynamics of liabilities "WATER ENERGY" COMPANY" LLC for
2014-2019, thousand UAH

Consequently, by examining the indicators of the financial and economic status of
WATER ENERGY" COMPANY" for 2015-2019, we can note that the company has
small volumes of production, as indicated by the indicators of gross income and
indicators of the number of employees, but not with standing This, the enterprise's
business from an economic point of view can be considered satisfactory. After all, at the
end of 2018, the company had in its assets a profit of 3.4 ths. And in 2019 it gained 549
ths. UAH. Company starts to recover this is a positive phenomenon, because today,
industrial, in particular, machine-building, enterprises of the Kiev region are not going
through the best times. WATER ENERGY" COMPANY" has suffered a lot of
expenses, due to the replacement of personnel, the leak of information to competitors
and the difficult political situation in the country.

We can also argue that the presence of profitability indicates the possibility of
further expansion of production activities and an increase in the number of employees
as the main type of activity - production of pumping stations and foreign trade activities

in 2019, and most likely such a possibility will appear somewhat later.
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To study the financial condition of an enterprise, information is required on the
economic resources that it controls, its financial structure, liquidity and solvency, as
well as the ability to adapt to changes in the environment in which it operates.
Therefore, the next step of our study will be to analyze the indicators of liquidity and
solvency of the company, because their results show how efficiently used their financial
sources enterprise. To carry out such operations, the funds that an enterprise can receive
by transferring the most liquid part of its mobile stocks or having enough money in the
bank or at the cash desk is required.

The liquidity of an enterprise is its ability to quickly sell assets and receive money
to pay for its obligations. The liquidity of the enterprise is characterized by the ratio of
the value of its highly liquid assets (cash and cash equivalents, market securities,
accounts receivable) and short-term debt.

The analysis of the liquidity of the balance is to compare the articles of the asset
with the articles of the liability. In the balance sheet, assets of the enterprise are grouped
by the degree of growth of their liquidity, in liabilities liabilities placed with the
reduction of terms (increase, increase maturity) of their repayment. If such a comparison
of assets 1s enough, then the balance sheet is liquid and the enterprise is solvent and vice
versa.

When analyzing liquidity, it is advisable to assess not only the current amounts of
liquid assets, but also future liquidity changes. The unsatisfactory state of liquidity of
the enterprise will be evidenced by the fact that the company's need for funds exceeds
their actual receipts. The analysis of liquidity is carried out on the basis of comparing
the volume of current liabilities with the availability of liquid assets. The results are
calculated as liquidity ratios according to the information in the relevant financial

statements (Table 2.4.).
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Table 2.4.
Analysis of liquidity indicators of the "WATER ENERGY" COMPANY"
LLC for the period 2015-2019

Deviation 2019 to
2015
Ne Indicator 2015 2016 2017 2018 2019 +,- %
Cash liquidity
1 ratio 0,08 0,05 0,00 0,00 0,02 -0,06 -79%
Quick liquidity
2 ratio 0,73 0,32 0,11 0,11 0,18 -0,55 -76%
Current
3 liquidity ratio 1,99 1,75 1,54 1,65 1,70 -0,29 -14%
Net working
4 capital 5791,7 | 4748,1 | 4597,0 | 6347,9 | 6693,7 902,00 16%
Ratio of
5 | working capital 0,99 0,75 0,54 0,65 0,70 -0,29 -29%
The coefficient
of
maneuverability
of its working
6 capital 0,97 0,72 0,73 0,77 0,78 -0,19 -20%
Cash flow
7 maneuver 0,08 0,05 0,00 0,00 0,02 -0,06 -77%
Share of
working capital
8 in assets 0,99 0,86 0,89 0,90 0,90 -0,09 -9%
Share of
inventories in
9 working assets 0,63 0,82 0,93 0,93 0,90 0,26 41%
The ratio of
receivables and
10 payables 0,25 0,27 0,19 0,24 0,25 0,00 1%

The dynamics of liquidity indicators indicates an increase in the value of the
current ratio. The dynamics to increase is considered positive. Current Ratio - shows the
ratio of current assets and current liabilities. Current assets are an average and highly
liquid part of the assets of the enterprise. The feature of current assets versus non-
negotiable is that they can be converted into cash within one year (if the period of one
production cycle is higher than one year, then during one production cycle). The
indicator of current liquidity is an indicator of the company's ability to meet current
liabilities through current assets. The indicator shows how much the company has in

hryvnia working capital for each hryvnia of current liabilities. Normative value is within
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the framework of 1-3. In 2019, the coverage ratio was 1.7, that is, it was normal.
Indicator below normative indicates the problem of solvency, because current assets are
not enough to respond to current liabilities. This leads to lower credibility of the
company by lenders, suppliers, investors and partners. In addition, solvency problems
lead to an increase in the cost of borrowed funds and, as a result, to direct financial
losses.

The amount of own working capital is also growing, and in 2019 it amounted to
6 693.7 thousand UAH. Own working capital - an indicator of financial stability and
liquidity of the company, which represents the amount of cash remaining after the
exclusion of the firm's liabilities from their current assets In other words, it is the sum of
its own current assets, which is available for the daily operations of the company. When
analyzing an indicator, it is necessary to compare its value over a long period of time. A
company can increase production and sales or reduce it.

Next we will analyze and evaluate the indicators of financial sustainability and
stability of the enterprise. Financial sustainability is a certain state of the company's
accounts, which guarantees its constant solvency. Knowing the limiting boundaries of
changes in the sources of funds to cover capital investments in fixed assets or
production stocks allows you to generate such areas of business operations that lead to
an improvement in the financial condition of an enterprise, to an increase in its stability.
A managerial approach to the financial sustainability of a company derives from the
principle of value maximization for shareholders at an acceptable level of risk, using the
best combination of investments and available sources of financing. The financial
sustainability of the enterprise implies that the resources invested in entrepreneurial
activity should be repaid at the expense of cash flows from the management, and the
profit received should ensure self-financing and the independence of the enterprise from

external sources of asset formation involved. Values are given in the table 2.5.
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Table 2.5.
Analysis of indicators of financial sustainability "WATER ENERGY"
COMPANY" LLC for 2015-2019

Deviation 2019 to
2015
Ne Indicator 2015|2016 | 2017 2018 2019 +,- %
1 Debt ratio 0,50 | 0,49 0,58 0,54 0,53 0,03 6%
Equity to Debt
2 Ratio 1,02 | 1,04 | 0,74 | 084 | 0,90 0,12 | -12%
The coefficient
of financial
3 independence | 0,50 | 0,51 0,42 0,46 0,47 -0,03 -6%
The ratio of
liabilities and
4 equity 0,98 | 0,96 1,35 1,19 1,11 0,13 13%
Equity
5 coefficient 0,50 | 0,51 0,42 0,46 0,47 -0,03 -6%
The coefficient
of financial
6 dependence 198 | 1,96 | 2,35 2,19 2,11 0,13 7%
Coefficient of
maneuverability
7 of own funds 0,97 | 0,72 0,73 0,77 0,78 -0,19 -20%

Table 2.5 data show that the company is financially independent, it shows the
coefficient of autonomy, which was in 2016 - 0.51 in 2019 - 0.47, the standard value
within 0.4 - 0,6, the greater the value of this coefficient, the less the enterprise's
dependence on external sources of financing. The indicator of financial autonomy is one
of the most important coefficients of financial sustainability. It is equal to the ratio of
the company's equity to all financial resources. The value of the indicator indicates what
part of its assets the company is able to finance at the expense of its own financial

resources.
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The value of the financing factor (the ratio of borrowed and own funds) indicates
that the company over the last two years was highly dependent on external financing, a
negative indicator indicating an unstable financial situation. This indicator complements
the coefficient of autonomy and shows how much borrowed funds per unit of equity. In
our case, for the period 2017-2018, its values were respectively 1.19 and 1.11%. As
with the indicator of financial autonomy, to increase the value of the indicator, it is
necessary to attract funds from owners or investors, reinvest profits in the company's
work, etc.

The ratio of the availability of own working capital indicates how much
enterprise has its own funds for 1 hryvnia of all funds. Normative value is 0,1 and
higher. Of great importance is the financial sustainability of the company and the ability
to conduct active activities, even in the absence of access to borrowed funds and
external sources of financing of the company. Conversely, the significance below the
normative point indicates a significant financial dependence of the enterprise on
external creditors. In the conditions of deterioration of the market situation, the
company, in this case, will not be able to continue its activities. The negative value of
the indicator indicates that all equity and long-term sources are aimed at financing non-
current assets and the company does not have long-term funds to form its own working
capital. In 2019, this ratio was equal to 0.47; this is a rather high figure, so it can be
argued that there is no threat of insolvency.

The coefficient of maneuverability of the equity shows the ratio between its own
current assets and equity of the company. Thus, the value of the indicator indicates what
portion of equity can be used to finance current assets, and which part is aimed at
financing non-current assets. Normative is considered to be 0.1 and higher. At the
investigated enterprise, in the period of 2015-2019 the value of the indicator of
maneuverability is rather high and is 0.97, 0.72, 0.73, 0.77 and 0.78 respectively, which

indicates a steady state and sufficient financing of working capital.
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Business activity of the enterprise in the financial aspect manifests itself, first

of all, in the speed of turnover of its funds. The analysis of business activity

consists in studying the levels and dynamics of various coefficients of turnover, the

main of which are:

e Asset turnover ratio;

e Turnover factor of working capital;

e Turnover rate of accounts receivable;

e Turnover rate of accounts payable;

e The coefficient of turnover of inventories;
e The coefficient of turnover of fixed assets;

e Ratio of equity;

Table 2.6.
Indicators of business activity "WATER ENERGY" COMPANY" LLC for

2015-2019
Deviation 2019 to
2015
Indicator 2015 2016 2017 2018 2019 |+, - %

2.1 Asset turnover 2,46 2,23 1,89 1,03 1,51 -0,95 -38,58
2.2 Turnover rate of working
capital 2,51 2,43 2,17 1,15 1,69 -0,82 -32,79
2.3 Period of one turnover of
working capital 143,44 | 148,34 | 166,08 | 312,77 | 213,42 69,98 48,79
2.4 Reserve turnover rate 3,26 2,98 2,10 1,10 1,61 -1,65 -50,70
2.5 Period of one stock
turnover 110,37 | 120,84 | 171,19 | 328,09 | 223,87 113,50 102,83
2.6 Turnover rate of
receivables 34,64 | 28,30 | 23,21 14,20 | 22,25 -12,39 -35,76
2.7 Repayment period of
receivables 10,39 | 12,72 | 15,51 | 25,36 | 16,18 5,78 55,66
2.8 Turnover rate of accounts
payable 9,06 7,42 5,24 3,04 5,45 -3,61 -39,80
2.9 Payout period 39,74 | 48,53 | 68,66 | 118,32 | 66,02 26,28 66,12
2.10 Return on equity 5,32 4,40 4,08 2,32 3,25 -2,06 -38,81
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Let's turn to the analysis of indicators of business activity. The calculation of
business activity is shown in Table 2.6.

This group of factors indicates the effectiveness of using the assets of the
enterprise, the sequence of policies for managing inventories and stocks of finished
products, etc. Increasing the intensity of using key assets is a positive trend, since
the released part of the financial resources may be directed in other directions. In
general, the study of this group of indicators is important in the analysis of the
financial and economic state of the enterprise.

Indicators of profitability are the relative characteristics of financial results and
the efficiency of the enterprise. They characterize the profitability of enterprises from
different positions and are grouped in accordance with the interests of participants in the
economic process and market exchange.

Indicators of profitability are important for the characteristics of the components
of the formation of profits and income of the enterprise. When analyzing production,
profitability indicators are used as an investment policy and pricing tool. They are more
complete than profit, characterizing the final results of management, because their
magnitude shows the relation between available and used resources.

So, let's turn to the analysis of the indicators of profitability of the enterprise and
determine whether these indicators have a positive trend (Table 2.7.).

The analysis of profitability indicators indicates a negative tendency to decrease,
as at the end of 2018 there was a decrease in the indicators of Profitability of assets,
return on capital, profitability of production assets, profitability of sales, and cost-
effectiveness. This decrease was due to a decrease in net profit by 99.13%, due to the
replacement of personnel and the difficult situation in the company's internal
environment. That is why we can observe the growth of all these indicators up to 2016.
And starting from 2019 this situation was a little bit fixed.

Reducing profitability rates indicates a decline in the efficiency of LLC
"Company ENERGY WATER", but at the same time note that the activity of the

company was not unprofitable, as at the end of 2018, and in 2019 its indicators grew



and situation has tendency to normalize.
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Table 2.7.

Indicators of profitability of "WATER ENERGY" COMPANY" LLC for
2015-2019, thousand UAH

Indicator

2015

2016

2017

2018

2019

Deviation 2019 to
2015

+ —

b

%

3.1
Profitability
on profits

6,9559

7,0451

3,2202

0,0229

3,7063

-3,2496

-46,72

3.2 Return
on equity
(assets) at
net profit

5,7038

5,7770

2,6404

0,0190

3,0392

-2,6646

-46,72

3.3 Return
on equity

11,3142

11,3466

6,2149

0,0415

6,4242

-4,8901

-43,22

34
Profitability
of
production
assets

8,9316

6,8377

2,8162

0,0202

3,3531

-5,5785

-62,46

3.5
Profitability
of realized
products on
the profit
from sales

2,5436

2,7069

1,4851

0,0203

2,0157

-0,5279

-20,75

3.6 Cost-
effectiveness

116,5529

112,4714

117,2691

112,5421

114,6637

-1,8893

-1,62

3.7
Reinvestmen
t factor

94,2033

84,8801

162,9725

18641,1765

115,4484

21,2450

22,55

3.8 Capital
recovery
period

17,5323

17,3099

37,8727

5272,7647

32,9039

15,3716

87,68

3.9 Payback
period of
equity

38,8384

8,8132

16,0903

2410,2647

15,5662

6,7278

76,12

The analysis of profitability indicators indicates a negative tendency to decrease,

as at the end of 2018 there was a decrease in the indicators of Profitability of assets,
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return on capital, profitability of production assets, profitability of sales, and cost-
effectiveness. This decrease was due to a decrease in net profit by 99.13%, due to the
replacement of personnel and the difficult situation in the company's internal
environment. That is why we can observe the growth of all these indicators up to 2016.

Reducing profitability rates indicates a decline in the efficiency of LLC
"Company ENERGY WATER", but at the same time note that the activity of the
company was not unprofitable, as at the end of 2018, the company's net assets are net
profit of 3.4 ths. which enables the company to pay on time its obligations and indicates
the prospects for its development. And this gave company an opportunity to increase its
positions next year, in 2019. All indicators became more optimal comparing with 2018.
And the

Profitability is an integral indicator that reflects the efficiency of an enterprise
that seeks to generate revenue in the short term and which points to the quality of
management decisions that relate to the financial, operational and investment activities
of the enterprise. In this definition, it is emphasized in which cases the profitability is
really a criterion for the economic efficiency of the enterprise, and it is also taken into
account that different indicators of profitability can testify to the effectiveness of
different areas of management work.

At present, the economy is experiencing complex crisis processes. In such
circumstances, it is extremely important to look for available margins to increase
profitability, which will allow business entities to perform uninterrupted activities, to
carry out simple and expanded reproduction. High cost of borrowed funds, rapid
depreciation of the value of the national currency, small domestic market - all these
factors contribute to increasing the relevance of the research aspects of managing the
profitability of the company in order to ensure its effective work.

Profitability of an enterprise is formed under the influence of a large number of
interconnected factors, which influence the results of the enterprise's activity in a
different direction: one is positive and the other is negative. Moreover, the negative

influence of some factors can reduce or even diminish the positive effects of others.
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2.3. Analysis of foreign economic activity at the "WATER ENERGY"
COMPANY" LLC

Foreign economic activity (FEA) is a combination of methods and means of trade
and economic, scientific and technical cooperation, monetary and financial relations
with foreign countries. The most important part of foreign trade is foreign trade, which
is defined as entrepreneurial activity in the sphere of international exchange of goods,
works, services, information and results of intellectual activity. Being a participant of
foreign trade activities, an enterprise must have clearly defined objectives of activity,
which are defined in its constituent documents. The goals and objectives of the foreign
economic transaction should not conflict with what is defined in the charter or other
constituent documents of the enterprise.

Foreign economic activity distinguishes between export, import, re-export and
counter transactions.

Export is the shipping of goods from the customs territory of the country abroad
without an obligation to re-import them and the possible provision of services by
foreign persons and rights to the results of intellectual property.

Import - the purchase of goods from a foreign seller, its import into the customs
territory of the buyer's country.

Re-export - the purchase of goods from a foreign seller, its importation into the
territory of the buyer's country, the resale of this product in its original form abroad to a
foreign buyer.

Reimport - purchase and import from abroad of domestic goods that were not
processed there. Re-import goods include goods not sold at auctions, returned from
consignment warehouses, rejected, etc. Return from abroad of domestic goods
temporarily exported to exhibitions, fairs, etc., is not included in reimport.

Countertrade (counter transactions) are organizationally linked export-import
transactions, where the exporter undertakes to accept, in payment for the value of his
goods, all or part of the value of the buyer's counter imports. An example of counter

transactions is barter cooperation based on barter.
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In the company "WATER ENERGY" the head of the foreign economic activity
department is subordinated to the deputy general director for technical issues. But, in
addition, the 10th divison is a part of the 4th department. That is, the head of the foreign
trade department should voice his plans and results to the working department 4 (both
for planning production, and for informing the advisory council on foreign economic
affairs matters).

The manager on foreign trade activities is a specialist who manages the export or
import of foreign goods. The manager for foreign economic activity also organizes the
transportation of goods, actually performing the functions of a logistician. He decides
on which transport and which route the products are more convenient to deliver. FEA
manager manages and contacts with customs. He develops customs schemes for import
or export, interacts with the customs broker (representative of the organization at the
customs). At the same time, the foreign economic expert tries to organize the process as
rationally as possible, i.e. without extra costs. This manager deals with all sorts of
documentation. It includes contracts with foreign partners. A specialist is required to
know foreign legislation in order to conclude contracts that are as profitable as possible,
but at the same time satisfying partners. The manager for foreign trade activities also
deals with the preparation of all kinds of permits (for example, environmental permits,
hygienic conclusions).

The goals of the manager of foreign economic activity in the company "WATER
ENERGY":

1. Ensure the production and sales department of equipment from FEuropean
manufacturing plants on time and at an optimal cost.

2. Ensure the logistics of goods from production to the customer.

3. To organize quick and productive correspondence on equipment issues between
European partners and technical departments.

4. Work with invoice.

5. Constantly monitor the market of carriers

6. To communicate at work with English-speaking employees in English.
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Invoice (English Invoice) is a document in international commercial activity,
provided by the seller to a foreign buyer. Invoices are indicated by: goods, their
quantity, price and terms of delivery, product characteristics (color, weight, etc.),
supplier information and buyer information. The fact of an invoice statement indicates
that the buyer is obliged to pay the goods in accordance with the specified conditions
(of course, if the goods are not delivered on  prepayment).
This type of document is used only when international supplies of goods. Invoice is
issued and sent to a foreign buyer simultaneously with the shipment of goods. If the
contract involves an advance payment, the exporter must issue a proforma invoice. This
document contains virtually the same data as a commercial invoice. The difference is
that some data in the proforma invoice are preliminary ones.

Valuable final product of the post: Warehouse, timely and fully provided with
finished products for the production of high-quality products from the leading European
manufacturing plants.

For 10 years, the "ENERGY OF WATER" Company has been developing and
improving its work, guided by the main goal: to provide modern high-quality European
pumping equipment to the market. The company works only directly with
manufacturing plants. The foreign suppliers of the company are: DAB PUMPS SpA,
TM NOMA and MT SPAIN.

The import program of the Company "Water Energy Company" is as follows
[86]:

e Electrical equipment:

e Pumping station control cabinets
e Frequency converters
e Pumps:
e Pumps TM MT (Spain)
e Pumps TM DAB (Italy)
e Pumps TM HOMA (Germany)

e Hot and cold water tanks:




e Broad tanks TM CIMM (Italy)
e Shutoff valves TM MT (Spain)

TM CIMM membrane tanks (Italy)

e Automatics TM Fantini Cosmi (Italy) [86]
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We will analyze the dynamics and structure of import of this products for 2016-

2019 years (Table 2.8.).

Table 2.8.

ENERGY'" COMPANY" LLC 2016-2019, thousand UAH

Analysis of dynamics and structure of import of products of "WATER

Imported, thousand UAH

Specific weight of imports, %

Product
type 2016 2017 2018 2019 2016 2017 2018 2019
Pumps:
14495,99 13801,23 8751,03 | 12552,50 | 92,94% 97,19% | 92,32% | 87,45%
Pumps TM
DAB 13633,69 12321,78 8145,46 | 12334,53 87,41% 86,77% | 85,93% | 85,93%
Pumps TM
HOMA 862,30 1479,45 605,57 217,98 5,53% 10,42% 6,39% 1,52%
Tanks for
cold and o o o o
hot water: 691,39 167,97 427,77 1125,75 4,43% 1,18% 4,51% 7,84%
™ CIMM
membrane
tanks 59,23 149,06 54,00 81,78 0,38% 1,05% 0,57% 0,57%
Broad
tanks of
T™ CIMM 632,17 18,91 373,77 1043,97 4,05% 0,13% 3,94% 7.27%
Shutoff
valves TM
MT 289,46 149,93 125,68 229,07 1,86% 1,06% 1,33% 1,60%
Automatics
TM Fantini
Cosmi 120,11 80,95 174,42 446,41 0,77% 0,57% 1,84% 3,11%
100,00 100,00 100,00
Total 15596,95 14200,09 9478.89 | 14353,72 % | 100,00% % %
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So, as we see, the company imported only in 2019 products worth 14353,72
thousand UAH.
The structure of imports during the investigated period remains approximately the

same:

So in 2019, 87,45% of imported products are pumps, Tanks for cold and hot
water — 7,84%, 1,6% are Shutoff valves and 3,11% are Automatics.
The company imports these products from the following countries: Spain, Italy

and Germany.

"WATER ENERGY" COMPANY" LLC has the following indicators for import

activities for the period from 2016-2017 by partner countries:

Table 2.9

Structure and dynamics of imports by partner countries "WATER

ENERGY'" COMPANY" LLC 2016-2018, thousand UAH

Imported, thousand UAH Specific weight of imports, %
2016 2017 2018 2019 2016 2017 2018 2019
Country
12570,7
Ttaly 14445,19 0 8747,64 | 13906,68 92,62% 88,53% | 92,29% | 96,89%
862,30 1479,45 | 605,57 217,98 5,53% 10,42% | 6,39% 1,52%
Germany
Spain 289,46 149,93 125,68 229,07 1,86% 1,06% 1,33% 1,60%
14200,0 100,00 100,00 100,00
15596,95 9 9478,89 | 14353,72 | 100,00% % % %
Total

So, as the data shows, the company imports most of the products from Italy. In
particular, in 2019, products were imported at 13906,68 thousand UAH. This represents
96,89%% of imports this year.

From Germany, the company imported products in the amount of 217,98
thousand UAH, which is 1,52% in 2019. This indicator for the investigated period
decreased by 387,59 thousand UAH in comparison with 2018 (Figure 2.5, 2.6).
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From Spain, products were imported at amount of 229,07 thousand UAH. It is
about 1,60% of imports.

Imported in 2019

217,98 229,07

H ltaly
B Germany

[ Spain

13906,68

Fig. 2.5. Structure of imports of "WATER ENERGY" COMPANY" LLC by
partner countries in 2019, thousand UAH

Imported in 2018

605,57 125,68

H ltaly
H Germany

= Spain

8747,64

Fig. 2.6.Structure of imports of "WATER ENERGY" COMPANY" LLC by
partner countries in 2018, thousand UAH

Determining the effectiveness of foreign economic operations determines the
degree of interest of the company in entering the world market, it allows to justify

separate proposals for the purchase and sale of certain goods. The obtained data can be



used in the development of plans of export and import of the enterprise, when assessing

the structure and directions of foreign trade turnover.

We will conduct an analysis of absolute and relative indicators of the efficiency

of the foreign economic activity of the enterprise (Table 2.10, Figure 2.7).

Table 2.10

Analysis of absolute and relative indicators of the efficiency of foreign

economic activity of "WATER ENERGY" COMPANY" LLC for 2015-2019,

thousand UAH
Indicator 2015 2016 2017 2018 2019
the cost of imported
products on the domestic
market 18750,07 | 21566,98 |20185,3 12546,91 | 19321,35
expenses for the
purchase of imported
products 14705,94 | 15893,13 | 14469,75 | 9658,90 | 14626,30
Cost of production 14431,88 | 15596,95 | 14200,09 |9478,89 | 14353,72
Customs and customs
duties 216,4782 |233,9542 |213,0013 | 142,1834 | 215,3059
Transportation costs 31,75013 | 34,31329 |31,24019 |20,85356|31,57819
Loading and unloading
costs 15,87507 | 17,15664 | 15,6201 10,42678 | 15,7891
Warehousing costs 2,742057 | 2,96342 2,698016 | 1,800989 | 2,727208
Other expenses 7,21594 7,798474 | 7,100043 | 4,739446 | 7,176862
Import Efficiency: 1,275 1,357 1,395 1,299 1,321
indicator of the economic
effect of imports 4044,13 5673,85 5715,55 2888,01 |4695,04
Efficiency of foreign
economic activity 27,5% 35,7% 39,5% 29,9% 32,1%

According to the calculations, the effectiveness of the foreign trade company in
2019 was 32,1%, the positive is that, as compared to 2018, it increased by 2,2%, which
indicates a increase in the volume of foreign trade operations for almost a quarter.

The effectiveness of foreign trade has increased due to the fact that the profit

from import operations was more than in 2018 by UAH 1807,03 thousand. or 62,6%.
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Fig. 2.7. Comparison of imported profits and costs of "WATER ENERGY"
COMPANY" 2014-2019, thousand UAH

Having analyzed the foreign economic activity, we can conclude that the
company has a fairly stable position on the foreign economic background. Problems
within the company have affected foreign trade in general, in particular import, to a
much lesser extent than, for example, production. The ten-year history of cooperation
with European suppliers, good personal relationships with key consumers, stable
relations with carriers and a fairly high demand for imported pumps in the Ukrainian

market played a big role in company's recovery in 2019.
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PART 3. DEVELOPMENT OF PROPOSALS FOR IMPROVING THE
COMPETITIVENESS OF THE LLC "WATER ENERGY" COMPANY"

3.1 Assessment and analysis of the pumping equipment market and

"WATER ENERGY" COMPANY" LLC positions on it

To assess the competitiveness of "WATER ENERGY" COMPANY "LLC, you
first need to analyze its state. The quality of the analysis will be high when it is carried
out from the standpoint of a systematic approach. Its feature is the establishment of
strategic and tactical factors to increase the competitiveness of the services provided,
the efficiency and stability of the company in the market.

Let's consider the main indicators of the competitiveness assessment of "WATER
ENERGY" COMPANY "LLC table 3.1.

The indicators of competitiveness listed in table 3.1 are the maximum possible for
"WATER ENERGY" COMPANY" LLC. As you know, the competitiveness of a
product or service is a relative concept, that is, it can only be talked about when
comparing with another object. As for the competitiveness of the "WATER ENERGY"
COMPANY™" LLC, the indicators considered are the same result that can be analyzed.
Indeed, if the sales volume is positive, then in most cases the economic parameters
indicate a good state of affairs for the company. We will evaluate the competitiveness of
"WATER ENERGY" COMPANY" LLC using a Complex assessment method, which
we considered in the theoretical part of the thesis. The Complex method of assessing the
competitiveness of "WATER ENERGY "COMPANY" LLC allows us to study the
competitiveness of the entire market of these services, that is, compare the
competitiveness with the products of all competing firms in the given market, and not
relative to one competitor, as it is suggested to do in most methods; easy to use; is based
on open data, therefore, less expensive than other methods used today; takes into
account the opinion of consumers.

Complex includes:

1) determination of criteria (requirements) of consumers for the product;
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2) an assessment of the expected competitiveness of a product based on consumer
criteria;

3) assessment of the competitiveness of the marketing activities of the company
relative to competing firms;

4) conclusions about the real competitiveness of the product and the
determination of points of application of forces to increase it.

The following sources of primary information were used: a questionnaire survey,
own practical observations and calculations. Before proceeding to the methodology for
assessing the competitiveness of "WATER ENERGY" COMPANY" LLC, it is
necessary to determine what type of goods the product under study belongs to. We
propose to use a typology of goods based on the hierarchy of needs of A. Maslow.
Pumping equipment and sanitary ware according to the presented typology of goods are
considered as industrial goods that satisfy the needs for safety, convenience of existence
and movement.

Let us determine the criteria (requirements) in terms of their importance by
polling consumers using the services of "WATER ENERGY" COMPANY "LLC. For
this, in May - June 2018, a sociological survey of the preferences of 100 consumers who
applied to" WATER ENERGY "COMPANY" LLC was conducted. The survey results

are shown in (table 3.1).

Table 3.1
Priority of consumer criteria when evaluating services

Criterion name The degree of importance in points (1-5)

Price policy 5
Service quality 3
Breadth of service offer 2
Range of customers 2,5
Advertising policy 2,5
Office location 2
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The assessment of the importance of each criterion was calculated as the
arithmetic mean for the collected number of questionnaires. Analysis of the data
obtained as a result of a survey of 100 clients of "WATER ENERGY" COMPANY
"LLC indicates that the most elastic consumer demand for the pricing policy chosen by
the company. 60% of respondents answered that the price component is very important,
12% - important, 28% the quality of services was ranked first, and when answering the
question about the frequency of using the company's products, 30% noted that they use
them once a quarter, 25% - once every six months, while the majority (40%) - quite
rarely. The main companies providing pumping equipment were: "WATER ENERGY"
COMPANY" LLC (85% of respondents), LLC "Istoki" (40%), LLC "Electromotor"
(25%) (several answers were allowed). (90%) noted that foreign materials are more
reliable, and on a positive note, 80% of the respondents are satisfied with the quality of
the service provided by WATER ENERGY COMPANY LLC. Convenient location of
the company was noted by 60% of clients. The survey of consumers' opinions revealed
that it is the price factor that is the most important and has the highest coefficient of
significance.

Among the factors influencing the decision to contact a certain repair and
construction company, respondents in almost 100% of cases named the quality of
services and materials used, in second place was the price, but its importance was
disputed by half of the respondents - the cost is important, but if the differences are
insignificant and the price will correspond to the income, then the cost will not be paid
attention to first of all.

When deciding to use the services of "WATER ENERGY" COMPANY "LLC,
respondents first of all seek advice from specialists or acquaintances, then look for
information through Internet resources and databases. There is little trust in advertising
and personal experience. Hence, we can conclude that the main emphasis when
promoting services, it is necessary to do not for advertising in the classical sense of the
word, but for gaining the trust of specialists and working with them - concluding
contracts for advertising the name of the company, for example, at various construction

forums and seminars. Competitive firms are an important subject of study.



81

A competitor is a person, business, team, or organization that competes against
you or your company. Competitors not only make similar products but also sell them at
similar prices. For example, in the car market, Ford is a competitor of Toyota. In fact,
Toyota and Rolls Royce are not competitors. Even though they both make and sell cars,
they are not targeting the same customers. They sell their cars at vastly different prices.
Competitors form a vital part of a free-market economy. Their presence in an industry
helps drive down the prices of goods and services.
Evaluation of the competitiveness of the marketing activity of the firm relative to
the competing firms. Competing firms are an important subject of study. If the study of
the consumer helps the firm to win new customers, then the study of a competitor gives
an idea of its position in the market, knowing the strengths and weaknesses of
competitors, you can assess their potential and goals, present and future strategies. This
will allow the company to strategically focus its attention precisely on the direction
where the competitor is weaker. In this way, you can expand your own competitive
edge. Istoki LLC and Electromotor LLC were identified as the main competitors of the
WATER ENERGY COMPANY LLC.
The main competitors of the company "WATER ENERGY" are:
1. LLC "Istoki" - The official importer of Pedrollo, Calpeda, Zenit
2. LLC "Electromotor"

The reason for choosing these particular companies is that they:
1) are located in territorial proximity to the investigated firm;
2) provide consumers with a comparable set of services;
3) adhere to a comparable pricing policy.

Expert assessments for each competing firm are presented in table 3.2. When
considering competing firms and defining an expert assessment, the experts were
guided by the following arguments. Prices for services in most areas of the "WATER
ENERGY" COMPANY "LLC and LLC" Istoki "are almost identical. The prices of
LLC" Electromotor "are higher by an average of 5%, which is quite significant for the

pumping equipment market.
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Table 3.2
Assessment of the competitiveness of companies providing pumping and

sanitation solutions

Expert review

"WATER
Characteristic | ENERGY"

Characteristic importance COMPANY" | "Istoki" "Electromotor"
Price policy 0,29 5 5 4

Service offer breadth | 0,18 5 4 4

Range of customers | 0,12 3 4 4

Service quality 0,15 5 4,5 3.8
Advertising  policy | 0,15 3 5 3

(brand development)

Speed of  order| 0,12 5 4 4

execution

TOTAL 1,00

When assessing the breadth of the offer of services, both the range of offers in
individual areas of activity and the range of offers within each area were taken into
account. Discounts are provided by the firms "WATER ENERGY" COMPANY "LLC,
LLC" Istoki "and LLC" Electromotor ". This applies to regular customers with whom
contracts for service are concluded, the discount is expressed in 3-5% of the cost of the
service. In terms of the advertising component, the most LLC "Istoki" and, especially,
LLC "Electromotor" are competitive.The main tools of their advertising work are
advertising in newspapers.

From the point of view of speed of order execution, the most competitive is
"WATER ENERGY" COMPANY" LLC. The reason for this is the need of industrial
enterprises (mainly private firms) in fast implementation of projects. LLC "Istoki" is

located quite far at the end of the city which is inconvenient for speed of services, LLC
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"Electromotor" is located in a suburban area, which is also not very convenient for
consumers of the service.

Range of customers means types of customers to whom products and services are
sold. "WATER ENERGY" COMPANY" LLC mostly works with firms that deals with
building, construction, sanitation and agricultural quastions. To a lesser extent, the
company works with retailers and distributors. "Istoki" and "Electromotor" have better
situation in this regard. "Istoki" is the official importer of Pedrollo, Calpeda, Zenit
companies and the sell products among both consumers and business. LLC
"Electromotor" distributes: Aquarius, Grundfos, Wilo, Polesyeelektromash, Eldin,
Magnum, Kik Motor, Motor Sich, Forte and Rosta production, also among different
groups of clients.

Conclusions about the real competitiveness of the company and identification of
points of application of forces to improve it. The complex indicator of the firms under
study is:

1) "WATER ENERGY" COMPANY "LLC - 4.47 points;

2) LLC "Istoki" - 4.51 points;

3) LLC "Electromotor" - 3.82 points.

The comparison of firm’s results you can see at figure 3.1.

4,60

4,40 -

4,20 -

4,00 -

3,80 -

3,60 -

3,40 -

"WATER ENERGY" COMPANY" LLC "Istoki" LLC "Electromotor"
LLC

Fig. 3.1 - Composite indicator of the surveyed firms
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The conducted research revealed the presence of competitors to "WATER
ENERGY" COMPANY "LLC. Based on the construction of the competitiveness table
of firms, 1t was determined that" WATER ENERGY "COMPANY" LLC ranks second
after LLC "Istoki", yielding in two main positions: range of customers and advertising
activity. Analysis of the situation in the consumer market indicates the need for changes
in the behavior of commercial firms. This primarily applies to firms providing plumbing
services.

The conducted research allowed the management of "WATER ENERGY"
COMPANY "LLC to identify the main directions for improving their activities. First of
all, this relates to improving sales promotion (providing discounts to regular customers)
and enhancing communication policy. The need to create a comprehensive methodology
for assessing the competitiveness of products was dictated by the need to improve
marketing the policy of "WATER ENERGY" COMPANY "LLC. The competitive
situation on the repair and construction services market is difficult. Experts note that
today there are already symptoms of "overstocking" of the market for plumbing services
and pumping equipment. The enterprises are equally focused on a wide range of repair
and construction services and on various volumes of work. According to corporate
customers, the overwhelming majority of them are only "partially satisfied" with the
quality of work performed, timing and cost. The assessment of the competitiveness of
"WATER ENERGY" COMPANY "LLC using an integrated method allows us to draw
the following conclusions:

1) The main competitors of the WATER ENERGY COMPANY LLC are Istoki
LLC and Electromotor LLC.

2) the investigated company "WATER ENERGY" COMPANY "LLC ranks
second after LLC" Istoki ", yielding in two positions: range of customers and
advertising activities.

3) the study allowed the management of "WATER ENERGY" COMPANY "LLC
to identify the main areas of improvement of their activities. First of all, this relates to
improving sales promotion (providing discounts to regular customers), enhancing the

communication policy and increase the circle of consumers of the company's products.



85

4) the sales promotion system can be useful both for attracting consumer firms
based on the provision of discounts for the volume of purchases, and for attracting
individual customers.

5) with a high degree of probability, we can say that the real competitiveness of
"WATER ENERGY" COMPANY" LLC is higher than that of "Istoki" LLC. In order
for the real competitiveness of "WATER ENERGY" COMPANY" LLC to be higher
than that of "Istoki", it is necessary to improve the efficiency of marketing, sales
management and Public Relations to the level of this firm.

I decided to use GE McKinsey Method and to compare Water Energy company
with major competitors and to visualize the information.

GE multifactoral analysis, or GE McKinsey Method is a technique used in brand
marketing and product management to help a company decide what product(s), business
units or brands to add to its product portfolio and which opportunities in the market they
should continue to invest in. It is conceptually similar to BCG analysis, but somewhat
more complicated. Like in BCG analysis, a two-dimensional portfolio matrix is created.
However, with the GE model the dimensions are multi factorial. One dimension
comprises nine industry attractiveness measures; the other comprises twelve internal
business strength measures. The GE matrix helps a strategic business unit evaluate its
overall strength [98].

Each product, brand, service, or potential product is mapped in this industry
attractiveness/business strength space. The GE multi factorial was first developed
by McKinsey for General Electric in the 1970s. This model aims to evaluate the existing
portfolios of strategic business units and to develop strategies to achieve growth by
addition of new products and businesses to this portfolio and further, to analyze which
business units to invest in and which ones to sell off.

Advantages of GE McKinsey Method:

o Helps extract information about a business unit's strengths and weaknesses

and to devise strategies to accelerate and improve performance.
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o Aids the business in growing and in providing information about potential
market opportunities.

o It is more complex in comparison to the BCG matrix.

Limitations of GE McKinsey Method:

. There is no set rule to 'weight' factors and this process may be subjective
across different business unit's. For example, the weight given to a factor by one
business may be different to the weight/importance given to it by another.

. The formulation of a GE matrix is very expensive and time consuming.

o Investment strategies are often not implemented in an accurate and proper
manner [98].

The GE matrix is constructed in a 3x3 grid with Market Attractiveness plotted on
the Y-axis and business strength on the X-axis, both being measured on a high, medium,
or low score. Five steps must be considered in order to formulate the matrix.

We have already estimate competitiveness against major rivals in table 3.2. So
now we have to estimate Industry Attractiveness for each business unit.

In table 3.3 I took 5 important industry factors, estimated their weight, and have

performed ranking by companies.

Table 3.3
Industry Attractiveness

Indicators Weight | "WATER

ENERGY"

E[?(ljv[ PANY "Istok1" "Electromotor"

Rating | Score [ Rating| Score | Rating Score
Industry
growth rate 0,35 5 1,75 3 1,05 4 1.4
Industry size 0,2 4 0,8 4 0,8 4 0,8
Industry
profitability 0,2 3 0,6 4 0,8 2 0,4
Industry
structure 0,08 3 0,24 3 0,24 2 0,16
Trend of
prices 0,17 2 0,34 4 0,68 2 0,34
Total: 1 3,73 3,57 3,1
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Next we have to determine the position of the units on the matrix. Once we have
the weighted scores of the units, we can plot the units on the matrix. On figure 3.2 you
can see McKinsey matrix of "WATER ENERGY" COMPANY" LLC and it's
competitors, where: "WATER ENERGY" COMPANY" LLC — A, "Istoki" — B,

"Electromotor" — C.

»
»

o

Industry attractiveness

Strength of Business unit

Fig. 3.2. GE McKinsey matrix of "WATER ENERGY" COMPANY" LLC and

it's competitors

3.2 Development of recommendations to improve the competitiveness of

"WATER ENERGY" COMPANY" LLC

The research results revealed a number of factors of the internal and external

environment that negatively affect the competitiveness of the enterprise. This confirms
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the need for a number of transformations in "WATER ENERGY" COMPANY" LLC,
that is, the need to develop and implement a strategy of competitive advantages.
Development of this strategy should be consistent with the corporate mission of the
enterprise - the general goal of its creation and functioning. Mission "WATER
ENERGY" COMPANY" LLC is to be a leading Ukrainian manufacturer and supplier of
pumping equipment with European quality standards at prices lower than those of
competitors; provision of discounts to regular customers and activation of
communication policy.

At the moment "WATER ENERGY" COMPANY "LLC is not coping with the
implementation of its corporate mission as efficiently as it could. The implementation of
the strategy of competitive advantages will improve the situation. Let's consider some
areas of increasing the company's competitiveness in more detail.

The company "WATER ENERGY" COMPANY" LLC 6 years ago created a
trademark and under this brand a number of products are produced, namely: pumping
stations for fire extinguishing and water supply, sewage pumping stations, control
cabinets of various types, as well as pumps for water supply and irrigation and related
devices.

The company's partners also manufacture a fairly wide range of products. DAB
pumps are manufactured in three factories in Italy. The company has its own plant with
an iron foundry, which increases control over the quality of materials and contributes to
their continuous improvement.

For 30 years, the company has been producing high-quality, but easy to install
and use pumps for a wide range of purposes: from domestic circulation to industrial
centrifugal pumps [95].

The German company HOMA was founded over 60 years ago as an electric
motor repair shop. Today it is a working company that produces over 30,000 pumps at
its pumping plant in the outskirts of Cologne and has around 60 subsidiaries and
representative offices around the world. The pump plant HOMA Pumpenfabrik GmbH
manufactures pumps for all areas, with different motors, different voltages and

frequencies, and also produces custom-made pumps for various applications [97].
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At the moment, "WATER ENERGY" COMPANY "LLC provides its services
mainly to enterprises, companies and business in general. The company is trying to look
for partners and clients who will not only buy large quantities of goods but choose
industrial goods. The company works closely with construction, agricultural and
industrial enterprises, but from the description of the partners and the trade mark, we
can conclude that the range of products allows attracting customers of a much wider
spectrum.

Business companies are not interested in equipment for cottage owners such as
watering pump, or pump for garden irrigation. So in my opinion it will be quite
perspective to sell such domestic products directly to consumers. Because from my
experience in garden water is one of the most important things. There is an opinion that
people who spend their time in garden are people who are quite old for market research
and they buy things from market, but I guess that for this people children and relatives
buys all the stuff.

B2B sales - business to business - this means that a company or division of a
company sells its goods / services to corporate clients, that is, to other companies. As a
result, something (goods / services) is sold, with the help of which other companies do
their business in the B2C market.

B2C sales - business to customer - means the sale of goods / services by
companies to individuals. Thus, B2C companies are at the forefront of communication
with the end consumer, and the B2B segment is always in the middle of the food chain.
That is, in their work, B2B companies should focus on the needs of other businesses.

B2C and B2B marketing are significantly different. Understanding these
differences makes business campaigns more relevant and effective. Let's see the main
differences.

For the most part, these concepts coincide, but there are also discrepancies. Take
the construction market, for example. Half of the goods on them are purchased by
shabashniki or private traders who provide repair services to other people. That is, an
individual buys a product, but in order to use this product in the process of creating

another product.
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Table 3.4

Differences between business to business and business to customer sales

B2C Marketing

B2B Marketing

Sells directly to the end customer.

Focused on a company or business.

Customers are impulsive and want to know
all the information about a product at once.
They rarely do research to find out more
about a product.

Customers prefer to do additional research
before purchasing and compare the product
with competing options.

Aims at creating an emotional connection
with the product.

Focuses on the features and values of the
product.

Works around benefits and desires.

Built on logic and characteristics

The goal of potential buyers is self-
improvement.

The goal of clients is to meet the needs of
the business.

Distributes small quantities of goods to a
large number of consumers.

Sells products for personal use.

Consumers make purchases immediately
after viewing a product advertisement or
within a very short time. They are looking
for instant results.

Large-scale sales. There few
customers, but the volume of purchases is

large.

are

From table 3.4, we can see that business to business and business to customer

sales differ significantly. The distinctive features of B2C marketing include the

following:

Short sales cycle. Unlike B2B marketing, which has a much longer sales cycle,

B2C customers don't spend a lot of time researching and comparing each feature. B2C
customers usually buy products that their friends have recommended, so the sales cycle
is much shorter and less stressful for both buyer and seller.

The predominance of emotions over rationalism. B2C customers seek instant
solutions to their problems based on their desires. They rarely think strategically about
buying, hence looking for a quick solution that meets their needs here and now. If the
brand manages to provide them with this solution, they will definitely return to the same

emotional experience.
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Working with the end user. B2C companies usually deal directly with the
consumers of their products. This makes it easier to convince a person, find the right
words and use special techniques. In B2B, the seller has to negotiate with several
decision makers who make decisions on behalf of the entire company.

The priority of social networks. Today, work with the end consumer 1s impossible
without investment in SMM. When choosing a product, people look for reviews from
other buyers. They research every channel they know to make the right decision.
Besides looking for reviews, customers prefer Facebook and Instagram chatbots to
communicate with the brand. Thus, companies create chatbots to provide customers
with 24/7 support, collect feedback, share updates, and launch retargeting campaigns to
attract new customers and maintain relationships with them.

B2C marketing has been around for a long time and relies on different
communication channels to better attract potential buyers. With the growth of
technology, the number of distribution channels has increased. The most important B2C
marketing channels are: Email Marketing, Mobile Marketing, Web Push Marketing,
Social Media Marketing, SEO and Messenger & Social Media Chatbots.

The "WATER ENERGY" COMPANY" LLC already has a website and social
media accounts that are constantly updated and filled with content. Social media
marketing is the promotion of a brand, services or goods on such platforms as
Facebook, Instagram, and others. Using these channels brands can not only send
promotional mailings, but also service notifications. Social networks for B2C
companies - a channel to reach a wide audience of potential buyers and loyal customers.
It turns out that "WATER ENERGY" COMPANY" LLC uses a tool to attract
consumers in order to work with business partners.

I propose to actively use social networks and Internet resources to promote goods
among consumers. This method is not very effective for promotion among firms, but
among people, it should justify itself. I consider the Facebook social network to be the
main tool for promoting among consumers. Given the huge number of people who are
registered on this social network, it simply cannot be ignored as a tool for promoting a

business.



92

There are a number of universal advantages that marketing on this social network
provides:

1. Access to a large audience. I would even say huge. Moreover, here you can
"reach out" to those users who can hardly be reached through contextual advertising in
AdWords;

2. Low threshold of entry. If you take such a format of advertising on Facebook as
promoting posts, then sane results for the test can be obtained even with a budget of $
10-15 for 3 days;

3. Detailed targeting. Facebook knows a lot about its users, if not everything. And
all this information is available to advertisers to customize the targeting of
advertisements - gender, age, geography, language, interests and many other interesting
things;

4. Audience retention. In addition to receiving direct user transitions to the site
pages, you can also work on increasing the number of subscribers to the company's page
/ site, which allows you to gradually reduce costs in the future and generate repeat
purchases;

5. Potential for organic distribution. If you launched a promo of a really interesting
post from your page, the target audience can pick it up and, using the "shares", attract a
huge amount of traffic to your site for free.

To get the maximum profit, it is advisable to use not only paid advertising, but
also to actively work with the community, increasing the number of subscribers,
involving them in interacting with the content of the page.

There are three main work strategies that involve the use of Facebook advertising
as an online marketing tool:

e Just buying clicks to the site;
e Creating a page, building an audience and stimulating the transitions of
subscribers to the site;

e Conducting remarketing campaigns.
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The first option, in fact, will simply drain the budget to the wind. Most likely,
clicks are even more expensive than with AdWords, while differing in lower conversion
rates.

The ideal option is a combination of the first two methods: creating a company
page on Facebook, filling it with interesting content, reposting publications from the
site, promoting them among the target audience, collecting a database for remarketing,
working with it, and so on. It turns out a complex strategy, which, although it will be
much more costly in terms of time and budget, but, at the same time, will allow you to
get a much greater return.

In order to start collecting a base for remarketing, you need to install a special
Pixel from Facebook on the site. This is a special code that collects data about site
visitors who are users of this social network. Then, based on this data, you can create
custom audiences that consist of people who have already visited your site.

Information about new services provided by the company should be disseminated
through the media, both through simple announcements and advertisements. Along with
advertising, an important place in promoting the services of "WATER ENERGY"
COMPANY" LLC on the pumping equipment market is sales promotion - the
development of measures, various kinds of innovations to accelerate the perception of
the product by potential consumers. The analysis of the competitiveness of "WATER
ENERGY" COMPANY" LLC made it possible to identify the main directions of
improving their activities. First of all, this refers to the activation of advertising policy,
as well as the improvement of sales promotion.

The following methods are included in the program of improving the sales
incentive system "WATER ENERGY" COMPANY "LLC:

1)  free demonstration of products that meet the needs of individuals;

2)  mailing out information materials, offers of discounts information about
company and production by mail;

3)  distribution of information materials and offers for discounts through social
networks and usage of its advertisement potential;

4)  formation of a package of several services at a discount;
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organization of contests and lotteries for potential consumers.

In table 3.5 the advantages and disadvantages of the main methods of promoting

services on the market are shown.

Table 3.5

Assessing the Advantages and Disadvantages of Promotional Marketing

Techniques
Method Advantages Disadvantages
free  demonstration  of | Overcoming insensitivity to a | Difficult and expensive to
products that meet the needs | new, unusual product. | organize and conduct.
of individuals; Formation of a new product | Time consuming. Reach
a narrow circle of
consumers

mailing out information
materials, offers of
discounts information about
company and production by

mail;

Very high selectivity and
good consumer sensitivity to
the product. Opportunity to
catch consumers in a familiar
environment for product use

It takes a lot of time to
get tangible results. High
dependence on the
quality of the written
information message to
consumers

distribution of information
materials and offers for
discounts through social
networks and usage of its
advertisement potential;

Fast and easy to use. Taking
into account the peculiarities
of working with numerous
clients.

Increasing work with
people who are not
clients. Careful planning
required

formation of a package of
several services at a

discount;

Promotes a rapid increase in
sales. Clear and easy to use

Low selectivity for pre-
selected consumer
groups. May undermine

brand prestige

organization of contests and
lotteries for  potential
consumers.

Promotes increased brand

confidence

Costly to use. Limited
customer participation

Another marketing option is to use a branding or coupon system. With their help,

the consumer can receive a certain discount in case of repeated contact to "WATER

ENERGY" COMPANY "LLC. Thus, the company has the opportunity to feel the

reaction of consumers to its services. Thus, we found out that the services of' WATER
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ENERGY "COMPANY" LLC competitively capable and in demand among consumers.
The company's management is doing everything to ensure that consumers have an
image of a company offering high quality services at a reasonable price.

It should be noted that the organization of the above improvements does not
require overcoming high entry barriers, the risk of "WATER ENERGY" COMPANY
"LLC 1is reduced to a minimum, the organization technology is also simple, and the
result will be high.

"WATER ENERGY" COMPANY "LLC needs to improve control over
competitiveness, while the strategic approach to management becomes the basis for the
formation of the company's competitiveness, predetermined by the competitive
advantages and positions of the company in the industrial pumping equipment market.
Key success factors play an essential role in determining competitive advantages. , that
is, the strengths of the enterprise, discussed in the previous chapter of this thesis. With
the appearance of some competing objects on the pumping equipment market, the
competitive position of the studied enterprise decreased. However, "WATER
ENERGY" COMPANY "LLC remains one of the leaders in terms of its market share.
The company's appearance must correspond to the spirit of advertising, the image that is
to be maintained. You should not get carried away with certain forms and methods of
advertising or measures to promote services on the market. A system of discounts
should be introduced for certain service packages, seasonal promotions with a gift-for-
purchase mechanic, all kinds of lotteries and contests aimed at increasing
competitiveness and attracting both existing and potential customers. It will be natural
to improve the work of the marketing service. At the same time, the cost of the services
of "WATER ENERGY" COMPANY "LLC will be formed not only in terms of the
costs of their provision, but also reflect the real needs of buyers.

This will allow us to study the needs of customers and, on the basis of this,
develop an effective product, price, sales and competitive strategy.

The analysis of the competitiveness of "WATER ENERGY" COMPANY "LLC
has revealed that there are prospects for increasing its efficiency. To more actively

attract consumers of services, elements of the communication complex should be used -
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advertising, public relations, personal sales and sales promotion. advertising is
becoming an increasingly stringent necessity for manufacturers and sellers. Lack of
advertising or even its insufficiency leads to serious losses. In this regard, the use of
elements of communication (and primarily advertising) is one of the most important
reserves for increasing the efficiency of commercial activities, and hence
competitiveness.

The combination of direct and indirect advertising will make it more targeted and
effective. To optimize the costs of an advertising campaign, you should actively use
promotion through mail ("direct mail"); refuse one-time ads (ineffective because of their
transience); apply a pulsating schedule (placing requests within a time period) - in the
form of concentrated advertising "attacks". In parallel, "WATER ENERGY"
COMPANY "LLC should take care of a public relations (PR) program, the purpose of
which was to create and consolidate a positive opinion about the company, thereby
increasing it. The proposed implementation of the advertising campaign" WATER
ENERGY "COMPANY" LLC consists of four stages. Let's consider them in more
detail.

The first stage is preparatory. At this stage, information and analytical studies
should be carried out to identify new types of consumers; consumer preferences;
develop an advertising strategy, advertising budget; to start work on creating a video
clip, text and illustration materials; as well as prepare pages and accounts of social
networks, and advertising spaces on sites. You may need to use the services of a
company conducting marketing research. It is worth paying attention to postal
advertising: to compose information letters for potential consumers of the company's
services. It is also worth preparing the content of social media pages aimed at new
consumers.

The second stage is a massive impact. After we have received information about
the market situation and the goals that the company faces, we can proceed to the second
stage of the campaign. It begins with the first advertising "attack": from February 15 -
the "launch" of indirect advertising on a commercial basis on social networks and on

Internet sites, as well as the first weekly publications on social networks about the
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company's new products. From March 1, "direct mail" is connected: distribution of
information letters to potential customers.

The third stage is intensive informing new consumers about the firm's activities:
preparing for the second advertising "attack". The media continue to publish
announcements. In addition, at this stage, you should start a new mailing of information
materials to potential consumers of plumbing services and pumping equipment.

The fourth stage is the repeated massive impact of advertising. The expected
result of the advertising campaign - the authority of "WATER ENERGY" COMPANY
"LLC will significantly increase, the client base will increase. End consumers are
informed about the products that will satisfy their needs. The company will become one
of the leaders in sales of pumping equipment in Ukraine.

Coming up with the campaign, I hoped that it would run for two months. But
while doing my research I decided to make an advertisement for two month, and to
include more time for preparing of materials, market research and results assessment. It
1s quite hard to count the time that is needed for that new technologies pay off. In next
chapter of the work I will substantiate my conclusions.

The implementation of all stages will lead to an increase in the number of clients.
To deal with this increasing it is recommended to create a chatbot. A chatbot is a
program that simulates a real conversation with a user. Chatbots allow you to
communicate using text or audio messages on websites, instant messengers, mobile
applications, or by phone. Chatbots use machine learning to identify communication
patterns. Through constant interaction with people, they learn to imitate real
conversations and respond to verbal or written requests, helping to find answers. Usage
of such technology will reduce the number of calls and thus reduce the burden on
operators and sales managers. So usage of this modern technologies will not only open
the gate to consumers to "WATER ENERGY" COMPANY" LLC, but also will help to
deal with problems that may arrise with maintenance of result of our campaign, to save
the result.

Together with the advertising campaign of "WATER ENERGY" COMPANY

"LLC, it is desirable to establish an accounting of the effectiveness of advertising. This
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will provide information on the advisability of advertising and the effectiveness of its
individual means, to determine the conditions for the optimal impact of advertising and
absolutely accurately determine the effectiveness of individual advertising media.

The stages of implementation of the advertising campaign "WATER ENERGY"
COMPANY "LLC are shown in Figure 3.3.

4 )

Stage One - Preparatory

Information and analytical research to determine consumer preferences, develop an
advertising strategy, determine the advertising budget.

Second stage - Massive impact.

Launch of commercial indirect advertising on social media and on Internet sites, as
well as the first weekly social media posts about the company's new products.

The third stage is intensive informing new consumers about the company's
activities and new products

Preparation for the second advertising "attack". The media continue to publish
announcements.

Fourth stage - Final

Repeated massive exposure to advertising. Evaluating the economic effect
of advertising exposure and strategy. Summarizing.

Fig. 3.3 Stages of implementation of the advertising campaign "WATER
ENERGY" COMPANY "LLC
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3.3. Economic justification of measures for improving of competitiveness of

"WATER ENERGY" COMPANY" LLC

In order to adequately assess the effectiveness and feasibility of the actions
defined in the previous paragraph, an economic analysis of these actions should be
carried out. The first step is to determine the costs that will be required to implement
this strategy.

In order to make an estimation of the costs needed for realization of
advertisement campaign, the following aspects need to be assessed:

1. Market research expenses.

2. The costs of advertisement of "WATER ENERGY" COMPANY" LLC among
chosen group of customers on Facebook

3. Direct mail advertisement expenditures

4. Expenses on video and materials

5. Other expenses.

Market research is a form of business research and applied sociology that focuses
on understanding the behavior, desires and preferences of consumers, competitors and
markets in a market-dictated economy. Qualitative market analysis allows you to
quickly find free market niches, choose the most attractive target market, and better
understand the consumer of the company's product.

After doing a little research on the sites of companies offering services in the field
of marketing research, I was able to determine the types and costs of their services. I
have identified such types of marketing researches available to companies: Market
Review, Competitive Analysis and Consumer Analysis. Next we have to identify
differences between them. In table 3.6 you can see the groups of services that firms

offer, the content of these services and their cost.
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Table 3.6
Types of marketing research and their cost
Ne | Name of service Content Cost, UAH
1 | "Market Review" Assessment of market capacity and potential: | 23000
the territory as a whole and by individual
regions.

Market trends for the next 3-5 years.

The structure of sales channels in the market.
Segmenting clients, assessing their financial
capacity.

The importance of consumer choice criteria.
Calculation of return on investment when
entering the market.

Market attractiveness matrix.

2 | "Competitive Assessment of the shares of market| 20000
participants: in the territory as a whole and in
individual regions.

Overview of the main competitors by
indicators: annual turnover, size of the
customer base (for B2B), structure of sales
channels, the most popular positions,
advantages and disadvantages, consumer /
client assessment on a 10-point scale.
Monitoring prices for 10 key positions.
SWOT analysis, recommendations.

Analysis"

3 | "Consumer Target audience portrait. 20000
Segmentation of the target audience.
Determination of the financial capacity of
segments.

Determination of the key factors of consumer
choice.

Assessment of the level of customer
satisfaction of the company (NPS index).
SWOT analysis, Recommendations.

Analysis"

The most suitable option for an advertising strategy that uses social media to
target a new consumer is "Consumer Analysis". Such analysis will help to compose the
right advertising tools and help to understand their requirements and preferences. In my

opinion result of marketing research will be that "WATER ENERGY" COMPANY
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"LLC can work with such customer groups as cottage owners and summer residents.
Maybe sanitation and plumbing shop owners will be also a target audience.

The next step is to determine the cost of advertising on the platform that I chose
to promote "WATER ENERGY" COMPANY "LLC. So, you need to plan a budget for
advertising to be effective. In this matter, it is important not to overpay or not too cheap.
Facebook works with rubles, dollars and other world currencies.It should be noted that
when choosing any currency, Facebook itself sets the minimum cost of an ad, while the
maximum budget is completely unlimited.

The daily minimum cost for an ad group is approximately UAH 27, for some
purposes (for new accounts or targeted traffic) - UAH 50. In dollar terms, the start is $
1. It's easy to calculate that the minimum monthly budget is $ 30-31. But this is not the
budget of the campaign as a whole, but the cost of placing a group ad.

In order to understand how much to invest in launching an advertising campaign,
you need to calculate the margin and potential advertising costs. You should never
focus on a fixed amount, and you also need to take into account the specifics of the
business, the model of its conduct and the cost of the goods or services sold. By
calculating the net profit from the sale of your product, you will receive the minimum
amount that you should start from when planning your advertising budget on Facebook.

It 1s important to understand here that if advertising on Facebook is your main
traffic channel and all orders come from there, then, having exhausted the entire
advertising budget, the business can simply be destroyed. To prevent this, it is necessary
to constantly review advertising, optimize and improve, and in some cases reduce the
cost of it.

How long to wait for the result? You should never expect immediate results. The
required minimum is 48 hours, but according to all the rules, the period for obtaining
correct indicators and achieving efficiency is 14 days. In table 3.7 you can see the

calculation of advertising costs for "WATER ENERGY" COMPANY "LLC.
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Table 3.7
Calculations of price for advertisement on Facebook

Price for | Time, Price,
Services aday,$ |days UAH
Advertisement for a chosen group of
customers, minimum 1 60| 1 680
Advertisement for a chosen group of
customers, optimal 30 60 | 50 400
Advertisement for a chosen group of
customers, maximum 60 60 [ 100 800

In my opinion, the most effective will be the use of the second option for
advertising on Facebook because it combines the balance of price and coverage of
consumers.

Direct mail is the distribution of printed material by physical mail. The marketer
sends postcards, brochures, flyers, catalogs and regular letters with the expectation of
the client's reaction: a transition to a website, a visit to an institution, or just a positive
emotion.

Here are some of the benefits of direct mail.

1. Give more conversions. People are more likely to interact with paper letters
than emails. According to statistics, referrals from regular mailings are 5.3%.
"Transition" means that the person did what the letter wanted from him: he called on the
phone, followed the link, visited a office or a shop.

For comparison, conversions from email campaigns according to UniSender data
for 2019 are 1.11% (almost 5 times less!).

2. Less competition. According to statistics, each office worker receives about
120-140 emails per day. Promotional messages are simply lost in this flow of incoming
mail. We receive much less regular letters - on average, 2 messages per day. It is easier
to attract the attention of a potential buyer.

3. High Return on Investments. According to the Data and Marketing
Association, every $ 100 invested in the mailing list pays off and brings in $ 29 in top-

down profits. This is not as much as email newsletters, but more than, for example, paid
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search. ROI email - 124%, social networks - 30%, direct mail - 29%, paid traffic - 23%
[95]. Shown on figure 3.4.

Median ROI, by Direct Marketing Medium

sample sizes reported per medium, based on a survey that skewed slightly more towards B2C than B2B respondents

June 2017
124%
30% 29%
23%
- - - =
Email Social media Direct mail Paid search Online display
(n=149) (n=33) (n=113) (n=57) (n=27)

Fig. 3.4 Median ROI benchmarks in 2017 for email, direct mail, paid search,

online display and social media from Data and Marketing Association [96]

4. Better remembered by clients. 73% of buyers prefer regular mailing as a way to
communicate with the brand. And 57% of people say that when they receive such
messages, they feel cared for by the company.

5. Effective in conjunction with other channels. Direct mail cannot exist in
isolation from other marketing channels. Usually, letters contain some kind of appeal
that leads a person further down the sales funnel: he is offered to subscribe to a
newsletter, go to a website, or make the first purchase with a discount.

6. You can track statistics. There is an opinion that it is impossible to track the
statistics of ordinary letters: we will not find out what prompted a person to visit the site
or buy a product. In part, this is true: the client can read the letter and take the targeted
action after a week or a month.

But there are still ways to count the people who came from direct mail. Most
often, marketers use unique links to track customers. There are several ways in which

customers can be tracked. For example, a unique website address, a landing page that
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can only be accessed by a link from an email. QR code with UTM tag. A person reads it
from the phone and appears in our analytics system.

7. Suitable for all ages If you only do online marketing, there is little chance that
your ad will be seen by older people. According to statistics, only 4 out of 10 people 65
years and older use a smartphone. Of these, only 3 out of 10 are registered in social
networks. Direct mailings will help to reach this audience [96].

Now we calculate the total cost of the advertising campaign including the costs of
marketing research, Facebook advertisement and other expences for it’s realization. The
results of calculations you can see in table 3.8.

Table 3.8
The total cost of advertising campaign of "WATER ENERGY"
COMPANY" LLC in 2020 in UAH

Amount of
expenditures
Proposed measure (UAH)
The marketing research expenses of "WATER ENERGY™"
COMPANY" LLC 20 000
The costs of advertisement of "WATER ENERGY" COMPANY™"
LLC among chosen group of customers on Facebook 50400
Direct mail advertisement expenditures 22 000
Expenses on video and materials 5000
Other expenses 5000
Total 102 400

So, the cost of realization of this marketing actions with the aim of attraction new
customer groups including marketing research expenses, costs of advertisement among
chosen group of customers on Facebook, direct mail expenditures is 102 400 UAH.

In my opinion the most perspective customers that will be attracted by campaign
of "WATER ENERGY" COMPANY" LLC are cottage owners, summer residents,
sanitation and plumbing shop owners. Advertasiment through Facebook will allow the
company to offer its products directly to the consumer, because we can choose all
characteristics of consumers and weed out those for whom advertising will not be

effective. Such group of consumers will be interested in domestic water supply
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specifically domestic pumping stations, multistage centrifugal and self-priming pumps,

pumps for wells, for swimming pools and for ponds, etc. In table 3.9 shown the names

of models and price of production that can be interesting for groups of customers

mentioned above.

Table 3.9

Price List of "WATER ENERGY" COMPANY" LLC production in 2020 in

EUR and UAH
Code ‘ Model name ‘ price in EUR ‘ price in UAH
Pond pumps

801D0210 | NOVAIR 270 8961,3

NINPHAEA 300 9957
91301326 | NOVAPOND 350 11616,5

Swimming pool pumps
42212145 | EUROSWIM 500 16595
42212146 | EUROCOVER 450 14935,5
42212147 | JETCOM SP - EUROCOM SP 300 9957
Well pumps
50211997 | CS4 150 4978,5
50211998 | DIVER 6 520 17258,8
50211999 | IDEA 210 6969,9
50212000 | MICRA 345 11450,55
50212001 | DIVER 5 550 18254,5
50212071 | PULSAR 420 13939,8
50212072 | PULSAR DRY 460 15267,4
50212073 | S4 580 19250,2
Household pumps and stations

11218233 | AQUAJET-AQUAJET-INOX 400 13276
11218235 | BOOSTER SILENT 510 16926,9
11218236 | ACTIVE ] 510 16926,9
11218130 | E.SYBOX 358 11882,02
11218132 | JET-JETINOX-JETCOM 234 7766,46

GARDENJET GARDEN INOX
11218133 | GARDEN COM 235 7799,65

The economic efficiency of advertising depends on the degree of its

psychological impact on a person. Cost effectiveness is most often determined by

measuring its impact on revenue development. To identify the extent to which

advertising will affect the revenue growth of "WATER ENERGY" COMPANY "LLC,

we will analyze the operational and accounting data.
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The economic efficiency of advertising can also be judged by the economic result
that will be achieved from the advertising campaign "WATER ENERGY COMPANY"
LLC. The economic result is determined by the ratio between the profit from additional
revenue received under the influence of advertising and the cost of it. the economic

effect is used as follows (formula 3.1).

E =Tg* Hm /100 — (U, + Uy) (3.1)

where E is the economic effect of advertising, UAH.

Tg - additional revenue under the influence of advertising, UAH.

Hr - trade markup for goods, in% to the selling price.

Up - advertising costs, UAH.

Ug - additional expenses for revenue growth, UAH.

The results of this ratio can be expressed in three ways:

1) the effect of an advertising event is equal to the cost of its implementation;

2) the effect of the promotional event is greater than the cost (profitable);

3) the effect of the promotional event is less than the cost (unprofitable).

However, the data obtained is still insufficient to match the cost-effectiveness of
the costs of various promotional activities.

Consider the economic efficiency of the proposed advertising campaign. The
average trade markup of "WATER ENERGY" COMPANY "LLC is 33%. Advertising
expenses during the advertising campaign will amount to UAH 102,400. Planned
additional expenses under the influence of advertising will amount to UAH 650,000,
additional expenses amounted to UAH 5,000. Thus, economic the effect of the
advertising campaign is:

Economic effect = 650 000*0,33 - 102400 =112 100 UAH.

Advertising costs leave UAH 102,400, and the economic effect of the advertising
campaign is UAH 112,100. The economic effect of an advertising campaign is greater

than the cost of advertising, therefore, this advertising campaign is profitable for
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"WATER ENERGY" COMPANY "LLC. More precisely, the cost efficiency of
advertising characterizes its profitability.

Advertising ROI is the ratio of the profit earned to the cost.

Return On Ad Spend, or ROAS, is commonly used to measure the performance
of a specific campaign, ad group, specific ad, or even a keyword. With it, you can
evaluate every aspect of your internet marketing. ROAS allows you to assess whether a
specific ad set is worth your time and money, and whether the targeting changes you

made are working. It is determined by formula 3.2.

ROAS = (P*100) / U (3.2)

where ROAS is the profitability of product advertising;

P is the profit received from advertising the product, UAH.

U i1s the cost of advertising this product, UAH.

ROAS = (112 100 *100) / 102 400 = 109,5 %

ROI (Return On Investment) is a ratio that shows the profitability or loss of a
particular investment, in other words, the payback ratio.

ROI needs to be calculated for virtually every investment, including advertising.
For marketing activities, there is another name - ROMI (Return On Marketing

Investment). Return On Investment is determined by formula 3.3.

ROI= (P - U)/U x 100 %. (3.3)

where ROI is Return On Marketing Investment;

P is the profit received from advertising the product, UAH.

U is the cost of advertising this product, UAH.

ROI= (112 100 - 102 400) / 102 400 * 100 =9,47%

Consequently, the advertising campaign conducted by "WATER ENERGY"

COMPANY" LLC within the framework of increasing its competitiveness is effective.
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Its result was an increase in the profit of "WATER ENERGY" COMPANY" LLC by
UAH 112,100.
Next we can prognose net profit from campaign calculations for "WATER

ENERGY" COMPANY" LLC in future. Calculations you can see in Table 3.10.

Table 3.10
Predicted calculations of net profit of project of "WATER ENERGY"
COMPANY" LLC from advertisement campaign, UAH

Indicator Value (UAH)
Total Income 650 000,00
Total costs 513 292,68
Profit before tax 136 707,32
Tax 24 607,32
Net profit 112 100

Next, we can we can forecast financial results of "WATER ENERGY"
COMPANY" LLC for future years from 2017 to 2021. Results of analysis you can see
in table 3.11.

Table 3.11
"WATER ENERGY" COMPANY" LLC finansial results, forecasted for

2017-2021, thousand UAH

Indicator 2017 2018 2019 2020 2021
Total Income 26257,90 | 17746,70 |27346,10| 24156,71 | 25350,81
Total costs 25783,60 | 17742,60 |26676,60 | 23409,81 | 24369,60
Profit before tax 474,30 4,10 669,50 746,90 981,21
Tax 85,40 0,70 120,50 134,44 176,60
Net profit 388,90 3,40 549,00 612,46 804,61
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As we can see from table 3.9 there will be positive growth of financial indicators.
Company have recovered from losses that was caused by internal conflict of "WATER
ENERGY" COMPANY" LLC employees. The succesfull advertisement campaign also
will increase the company's profit in 2021, because it will take part in 2021 year. The

dynamics of net profit changes is shown on figure 3.5.

Net profit
900,00
800,00 /
700,00
600,00 /
500,00 ’/
400,00 / o= Net profit
300,00 \ /
200,00 \ /
100,00 \V/

0,00

2017 2018 2019 2020 2021

Fig. 3.5 Predicted dynamics of net profit of "WATER ENERGY" COMPANY"
LLC in period of 2017-2021 in thousand UAH

My assessment is quite optimistic, but is not unrealistic. The pandemic did not
affect the current clients of "WATER ENERGY" COMPANY" LLC as much, because
construction companies, construction sites, and facilities of strategic importance such as
factories and state-owned enterprises continued to operate throughout the all period of
pandemic. And my project will not include decisions that may be affected by pandemic
more than all other activities of the company. If there will be total lockdown then all
enterprises will be in trouble. But this project may be realised later.

Now we can investigate if my proposals meets company’s goal to increase
competitiveness of "WATER ENERGY" COMPANY" LLC. And after economical
calculations we can conclude that position of "WATER ENERGY" COMPANY" LLC
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on GE McKinsey matrix will improve. Successful marketing activities with
advertisement campaign will increase "WATER ENERGY" COMPANY" LLC
competitiveness which will move this business unit on GE McKinsey matrix on left. So
in my opinion now company will overcome it major competitors. GE McKinsey matrix

after changes you can see on figure 3.6.

A

Industry attractiveness

Strength of Business unit

Fig. 3.6. GE McKinsey matrix of "WATER ENERGY" COMPANY" LLC and

it's competitors after measures
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CONCLUSION

So, summing up the above, we will draw conclusions.

In the first theoretical section of the thesis the generalized description of the
concept of competitiveness of modern enterprises is given, the research of methods for
assessing the competitiveness of products of the enterprise - the subject of foreign
economic activity 1s conducted, and the main indicators of increasing the international
competitiveness of the enterprise are determined. At the same time we can conclude that
the organization of increasing of competitiveness is very difficult and troublesome
work. It requires careful elaboration of such issues as market conditions, potential
buyers and sellers, establishing business contacts with them, conducting negotiations,
signing agreements, etc.

Competitiveness is a competition between economic entities for the purpose of
gaining advantages over other economic entities due to their own achievements, as a
result of which consumers and economic entities have the opportunity to choose
between several sellers, buyers, and a single economic entity cannot determine the
conditions of turnover of goods on the market.

The main factors influencing competitiveness: factor conditions: human and
natural resources, scientific and information potential, capital, infrastructure; conditions
of domestic demand: the structure of demand, compliance with trends in demand in the
world market, trends in demand; related and service industries: the presence or absence
of national suppliers and related industries that are internationally competitive; strategy
and structure of firms, intra-industry competition: purpose, strategies, methods of
organization, management of firms, intra-industry competition.

The second, practical section of the thesis includes the analysis of indicators of
financial and economic status and the assessment of the effectiveness of foreign
economic activity at the enterprise "WATER ENERGY" COMPANY LLC. During my
research | characterized the organizational structure of the enterprise and analyzed its
main indicators of economic and financial activity.

The company "WATER ENERGY" provides a comprehensive solution to the
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problems associated with water supply and sanitation. To date, the company is one of
the leading Ukrainian manufacturers and suppliers of pumping equipment with
European quality standards. Under the trademark WE, the company manufactures
pumping equipment and pump stations for increasing pressure, fire fighting, sewage
pumping stations and modular pumping stations.

In conclusion, we note that the company is sufficiently profitable.

The assets of an enterprise consist of non-current and current assets. Therefore,
the most precisely the general structure of assets characterizes the ratio of current and
non-current assets. Analyzing the indicators of the analytical balance of the enterprise,
we can say that in the asset over the past five years, the largest share in the general
structure of property occupy current assets (99%, 86%, 89%, 90% and 90%
respectively, others 1%, 12%, 10%, 9% and 9% hold non-current assets).

The financial and economic performance of the company increased during 2014-
2016, and since 2017 began to fall. The net profit was 3.4 ths. against 388.9 thousand
UAH. 1n 2017, and 746,7 thousand UAH. in 2016. This situation is related to the
conflict that arose due to the leakage of information from the company and the
subsequent replacement of an important part of staff, including sales managers,
accountants, etc. But the company did not become unprofitable that was a positive. The
net profit grew up in 2019, as it was predicted by managers of the company, and was
549 thousand UAH.

In 2019, 88% of imported products of "WATER ENERGY" COMPANY" LLC
are pumps, Tanks for cold and hot water — 7,84%, 1,6% are Shutoff valves and 3,11%
are Automatics.

The company imports these products from the following countries: Spain, Italy
and Germany. As the data shows, the company imports most of the products from Italy.
In particular, in 2019, products were imported at 14353,72 thousand UAH. This
represents 96,89% of imports this year. From Germany, the company imported products
in the amount of 217,98 thousand UAH, which 1s 1,52% in 2019. This indicator for the
investigated period decreased by 387,59 thousand UAH in comparison with 2018. From
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Spain, products were imported at amount of 229,07 thousand UAH. It is about 1,6% of
imports.

According to the calculations, the effectiveness of the foreign trade company in
2019 was 32,1%. Having analyzed the foreign economic activity, we can conclude that
the company has a fairly stable position on the foreign economic background. Problems
within the company have affected foreign trade in general, in particular import, to a
much lesser extent than, other aspects of a company. The ten-year history of
cooperation with European suppliers, good personal relationships with key consumers,
stable relations with carriers and a fairly high demand for imported pumps in the
Ukrainian market played a big role in this.

The third section of the thesis contains proposals for improving the
competitiveness of the LLC "WATER ENERGY" COMPANY™".

For the further development of a company, as well as to increase it’s
competitiveness, "WATER ENERGY" COMPANY" LLC is recommended to find new
consumers for company’s products, for which it is necessary to develop an effective
advertisement and marketing strategy of the enterprise.

The results obtained by assessing the competitiveness of products according to
the developed methodology made it possible to create a strategy for increasing the
competitiveness of "WATER ENERGY" COMPANY "LLC. Analysis of the activities
of the "WATER ENERGY" COMPANY "LLC allowed us to draw a conclusion about
the stability and position of this company in the market. The conducted research of the
pumping equipment market revealed the presence of competitors" WATER ENERGY
"COMPANY" LLC. Based on the construction of the table of competitiveness of firms,
it was determined that "WATER ENERGY" COMPANY "LLC ranks second after
LLC" Istoki ", yielding in two positions: range of customers and advertising activities.
To level the identified shortcomings in the work of "WATER ENERGY" COMPANY
"LLC, it was proposed to conduct an advertising campaign, as well as measures to

stimulate the sale of services. Stimulation 1s aimed at customers-individuals.
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To do this, it is planned to carry out marketing activities that were identified as
the most effective by the study of sources of information.

These include:

1. Market research;

2. Free demonstration of products that meet the needs of individuals;

3. Competitors research;

4. Distribution of information materials and offers for discounts through social
networks and usage of its advertisement potential, through advertisement of "WATER
ENERGY" COMPANY" LLC among chosen group of customers on Facebook;

5. Direct mail advertisement, mailing out information materials, offers of

discounts information about company and production;

6. Provision of discounts.

Further the project was developed in which cost included: Market research
expenses, The costs of advertisement of "WATER ENERGY" COMPANY" LLC
among chosen group of customers on Facebook, Direct mail advertisement
expenditures, Expenses on video and materials for advertisement and Other expenses.
The total cost of this project is 102 400 UAH. Through innovation, net profit will
increase at the enterprise. For the period of campaign it will be 112 100 UAH, the level
of income for 1 hryvnia of investments will be - 1.09 UAH. So the Return On Ad Spend
1s 109,5 %. Successful marketing activities with advertisement campaign will increase
"WATER ENERGY" COMPANY" LLC competitiveness, which will move this
business unit on GE McKinsey matrix to positive point. So in my opinion now company

will overcome it major competitors.
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Appendix A

®dinaHcoBUH 3BIT cy0'ekTa Majoro mianpueMuunrsa 2014

1.banaHc Ha 31 rpyaun 2014

p.

®opma Ne 1-m  Kopg 3a AKY[1 1801006

AxTus Kog Ha nouarok Ha kiHeyp
pAgka 3BITHOTO POKY 3BITHOrO Nepiogy
1 2 3 4
I. HeobopoTHi akTUBHM
HesaBepLueHi kaniTansHi iHBecTULIT 1005 - -
OcHoBHI 3acobu 1010 2297 2349
nepeicHa BapTIiCTb 1011 340,8 4556
3HOC 1012 | ( 11,1 ( 2207 )
[oerocTpokoBi Bionoriuxi akTueu 1020 - -
[oerocTpokoBi chiHaHCOBI IHBEC TULT 1030 - -
IHWi HeobopoTHI akTUBK 1090 - -
Ycboro 3a posginom | 1095 2297 2349
Il. ObopoTHi akTUBMK
3anacu 1100 4850,0 65375
y TOMY YMCRi rOTOBa NPOAYKUIA 1103 44916 6108,3
MoTouHi Bionoriyki akTuem 1110 - -
[ebiTopceka 3aboproBaricTe 3a NPoAyKUi, TOBapW, poboTH, nocnyrm 1125 193,7 7053
[ebiTopcbka 3aboproBaKicTh 3a po3paxyHkamu 3 biopxeTom 1135 1.7 -
y TOMY Y1Ci 3 NOAAaTKy Ha NpubyTok 1136 - -
|HWa noTouHa gebiTopcbka 3aboproBaHicTe 1155 - 13256
MoTouHI iHaHCoBI IHBECTULIT 1160 - -
"poLwi Ta ix eKkBiBaneHTH 1165 175,7 609,3
Butpatu maitbyTHix nepiogie 1170 - -
IHWi oBopoTHI akTUBM 1190 - 2597
Ycboro 3a posginom Il 1195 52211 94374
lll. HeobopoTHi akTUBM, yTPUMYBaHi ANA Npogaxy, Ta rpynu BubyTTa 1200 - -
banaunc 1300 5450,8 96723
Macue Kon Ha nouatok Ha xiHeup
pAgka 3BITHOTO POKY 3BITHOTO Nepioay
1 2 3 4
|. BnacHui kanitan
3apeecTpoBaHui (NakoBui) kanitan 1400 60,5 60,5
Nopatkosuii kanitan 1410 - -
Pezepenuit kanitan 1415 - -
Hepoanoginesui npubyTok (HenokpuTui 36KUTOK) 1420 3308,3 39421
Heonnauexun kanitan 1425 | ( - )| ( - )
Ycboro 3a po3ginom | 1495 3368,8 40026
Il. JoBrocTpokoBi 3060B’A3aHHA, LinboBe (piHaHCYyBaHHA Ta 3abe3ne4yeHHA 1595 - -
lll. MoTo4Hi 3060B'A3aHHA
KopoTkocTpokoBi kpeauTh DaHkie 1600 - 170,0
[MoTouHa kpeauTopchka 3aboproBaHICcTL 3a:
[OBroc TPOKOBUMM 2000B'A3aHHAMM 1610 - -
ToBapu, poboTu, nocnyru 1615 19740 25406
po3spaxyHkamu 3 biogxeTom 1620 - 490
y TOMY YMCni 3 NOAATKY Ha NpubyToK 1621 - 23,1
pO3paxyHKaMu 3i CTPaxyBaHHA 1625 49 79
po3paxyHKaMu 3 onnaTu npawi 1630 13,3 18,4
[Hoxoawm maitbyTHix nepiogis 1665 - -
IHWIi noTouHI 30608'A3aHKA 1690 89,8 28838
Ycboro 3a poaginom il 1695 20820 56697
IV. 3060B’'A3aHHA, NOB'A3aHi 3 HeOOOPOTHUMM aKTUBaMK, yTPUMYBaHUMMK ANA 1700 - -
npoaaxy, Ta rpynamu BuOyTTA
banauc 1900 54508 96723
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2. 3BiT npo piHaHCOBI pe3ynbTaTn

3a Pik 2014
Qopma Ne 2-m  Kop 3a ﬂKYJJ| 1801007
Crartta Kog 3a 3BiTHUMA 3a aHanoriuxuit nepiog
pAgka nepiog nonepeAHLOro PokKy
1 2 3 4
MucTwit goxip Big peanisauii npoaykuii (Toeapie, pobit, nocnyr) 2000 13589,8 10 501,5
[HLWI onepauyinHi 4oX0AM 2120 2404 33
IHWi goxoau 2240 3,0 53
Pazom goxoau (2000 + 2120 + 2240) 2280 13833,2 105101
CobiBapTicTb peanizoBaHoi npoaykuii (Toapis, pobit, nocnyr) 2050 | ( 10928 4 )| ( 9 820,5 )
[HLWI onepayivHi BUTpaTH 2180 | ( 21993 )| ( 1441 )
|HWI BUTpaTH 2270 | ( 0,5 )| ( 20,3 )
Pa3zom ButpaTtu (2050 + 2180 + 2270) 2285 | ( 13128,2 ) ( 99849 )
(DiHAaHCOBUI pe3ynbTaT A0 ONOAAaTKYBaHHA (2280 — 2285) 2290 705,0 5252
MopaTok Ha npudyToK 2300 | ( 71,2 )| ( 101,3 )
UucTtui npubyTok (36utok) (2290 — 2300) 2350 633,8 4239




®dinaHcoBuUH 3BIT cy0'ekTa Majoro mianpueMuuursa 2015
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Appendix B

1.banaHc Ha 31 rpyaus 2015 p-
®opma Ne 1-m  Kop 3a KY 1801006
AxTus Kopg Ha nouartok Ha kiHeus
pAagka 3BITHOTO POKY 3BITHOrO nepioay
1 2 3 4
I. HeobopoTHi akTUBK
HeaaBepLueHi kaniTansHi iHBeCTULIT 1005 - -
OcHoBHI 3acobu 1010 2349 1548
nepBicHa BapTICTb 1011 4556 5421
3HOC 1012 | ( 220,7 3873 )
[oBrocTpokoBi Gionoriyxi akTUem 1020 - -
[loBrocTpokoBi (PiHaHCOBI IHBEC TULIT 1030 - -
IHWi HeoBopPOTHI aKkTUBK 1090 - -
Ycboro 3a pozginom | 1095 2349 154,8
Il. ObopoTHi akTMBM
3anacu 1100 65375 7378,0
y TOMY YMCTi FOTOBa NPOAYKLIA 1103 61083 6 870,5
[MNoTouHi GionoriyHi akTuBK 1110 - -
[ebiTopceka 3aboproeakicTe 3a Npoaykuil, ToBapy, poboTu, nocnyrm 1125 705,3 8219
[ebitopceka 3aboproBaricTe 3a po3paxyHkamu 3 bropxeTom 1135 - -
y TOMY YMCHi 3 NoAaTKy Ha npubyTok 1136 - -
IHwa noTouHa aebiTopcbka 3aboproBaHicTe 1155 13256 27034
MoTouHi hiHaHcoBI iHBECTULIT 1160 - -
['poLwi Ta ix eKBiBaneHTH 1165 609,3 476,1
Butpatu maidyTHix nepiogie 1170 - -
IHWi obopoTHI akTUBK 1190 26597 2615
Ycboro 3a poaginom Il 1195 94374 116409
lll. HeobopoTHi akTUBKM, yTPUMyBaHi ANA NpoAaxy, Ta rpynu BUbyTTA 1200 - -
banauc 1300 96723 117957
Macue Kopg Ha nouatok Ha xiHeup
pAaaka 3BITHOTO POKY 3BITHOrO Nepioay
1 2 3 4
|. BnacHun kanitan
3apeecTpoBaHui (NanoBui) kanitan 1400 60,5 1560,5
[oaaTtkoBui Kanitan 1410 - -
PeaepeHuit kanitan 1415 - -
Hepoanoainexui npubyTok (HenokpuTuin 36uToK) 1420 39421 4536,0
Heonnauenun kanitan 1425 | ( - 150,0 )
Ycboro 3a po3aginom | 1495 40026 59465
Il. JoBrocTpokoBi 3060B’A3aHHA, UinboBe (piHaHCYyBaHHA Ta 3abe3neyeHHA 1595 - -
lll. MoTo4Hi 3060B'A3aHHA
KopoTkocTpokoBi kpeauTh DaHkie 1600 170,0 -
MoTouHa kpeauTopchka 3ab0proBaHICcTL 3a:
[OBrocTPOKOBUMM 300608’ A3aHHAMM 1610 - -
ToBapu, poboTu, nocnyru 1615 2540,6 32992
po3paxyHkamu 3 biopxkeTom 1620 49,0 126,9
y TOMY YKMCni 3 NOAATKy Ha NpUdyTOK 1621 231 230
po3paxyHKaMM 3i CTpaxyBaHHA 1625 7.9 1,6
po3paxyHKaMu 3 onnaTu npawi 1630 18,4 175
[oxoam maitbyTHix nepiogie 1665 - -
|HWI NOTOYHI 30608’A3aHHA 1690 2 883,8 24040
Ycboro 3a po3aginom il 1695 5669,7 58492
IV. 3060B'A3aHHA, NOB’A3aHi 3 HEODOPOTHUMM aKTUBaMM, yTPUMYBaHUMKU ANA 1700 - -
npoaaxy, Ta rpynamu BuOyTTR
bananc 1900 96723 117957




2. 3BiT npo (hiHaHCOBI pe3ynbTaTu

3a Pik 2015
®opma Ne 2-m  Kog 3a KY 1801007
Cratra Koa 3a 3BiTHUIA 3a aHanoriusuit nepiog
pRoka nepiog nonepeAHLoro poky
1 2 3 4
MucTuit goxip Bip peanisauii npoaykuii (ToBapie, pobit, nocnyr) 2000 26 4511 13 589,8
[HLWI onepauivHI Aoxoan 2120 870,0 2404
IHWi goxoau 2240 2583 3,0
Pazom goxoau (2000 + 2120 + 2240) 2280 275794 138332
CobieapTicTk peanizoBaHoi npoaykuii (Toeapis, pobit, nocnyr) 2050 | ( 226945 )| ( 109284 )
HLWI onepauivHi BUTPaTH 2180 | ( 40549 )| ( 21993 )
IHWi BUTpaTH 2270 | ( 9,5 )| ( 05 )
Pazom BuTpatu (2050 + 2180 + 2270) 2285 | ( 267589 ) ( 13128,2 )
|DiHaHCOBMI pe3ynbTaT 4o onoAaTkyBaHHA (2280 — 2285) 2290 820,5 705,0
Mopatok Ha npubyToK 2300 | ( 1477 )| ( 71,2 )
UncTuit npubyTok (36muTok) (2290 — 2300) 2350 672,8 633,8
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Appendix C

®dinaHcoBUH 3BIT cy0'ekTa Manoro nianpueMuunTsa 2016

1.banaHc Ha 31 rpygus 2016 p-
®opma Ne 1-m  Kop 3a AKY 1801006
AxTus Koa Ha nouartok Ha kiHeus
pAgka 3BITHOTO POKY 3BITHOrO nepioay
1 2 3 4
I. HeobopotHi akTuBK
HesagepLueHi kaniTansHi iHBecTULIT 1005 - -
OcHoBHi 3acobu 1010 1548 18327

nepeicHa BapTicTb 1011 5421 24466

3HOC 1012 3873 6139 )
[osrocTpokoei BionoriuHi akTUem 1020 - -
[oBerocTpokoBi (PiHAHCOBI IHBECTULYiT 1030 - -

IHWI HeobOopOTHI aKTHBK 1090 - -

Ycboro 3a poaginom | 1095 154,8 18327
Il. ObopoTHi akTUBM

3anacu 1100 73780 90877

y TOMY YMCTi rOTOBa NPoAyKLiA 1103 68705 79317
MoTouHi Bionoriyxi akTUBK 1110 - -
[ebiTopceka 3aboproeaHicTh 3a NPoAyKUik, TOBApHW, poboTu, nocnyrm 1125 8219 11275
[ebiTopceka 3aboproBanicTh 32 po3paxyHkamu 3 biopxeTom 1135 - -

y TOMY YMCni 3 NoAaTKy Ha npubyTok 1136 - -
IHWa noTtouHa aebiTopcbka 3aboproBaHic T 1155 27034 2913
MoTouHi hiHaHcoBI iHBECTULYT 1160 - -
["poLwi Ta ix exBiBaneHTH 1165 4761 300,8
Butpatu maitbyTHix nepiogie 1170 - -

IHWi oBopoTHI akTUBK 1190 2615 2853
Ycboro 3a posginom Il 1195 116409 110926
lll. HeobopoTHi akTUBK, yTPUMYyBaHi AnNA npogaxy, Ta rpynu BubyTTa 1200 - -
banauc 1300 117957 129253
Macue Kopa Ha nouartok Ha kiHeupb
pAaka 3BITHOTO POKY 3BITHOTO nepioay
1 2 3 4
|. BnacHwit kanitan
3apeecTpoBaHui (NaitoBUI) KaniTan 1400 1560,5 1560,5
HopaTtkoBuii kanitan 1410 - -
Peaeperuit kanitan 1415 - -
Hepoanoginexuin npubyTok (HenokpuTui 36MToK) 1420 4536,0 5020,3
Heonnauenun kanitan 1425 150,0 ( - )
Ycboro 3a pozginom | 1495 59465 6580,8
Il. JoBrocTpokoBi 3060B’A3aHHA, WinboBe (hiHaHCyBaHHA Ta 3abe3neyeHHA 1595 - -
lll. MoTo4Hi 3060B'A3aHHA
KopoTkocTpokoBi kpeauTh DaHkie 1600 - -
[MoTouHa kpeguTopcbka 3aboproBaHicTh 3a:

[OBroc TPOKOBUMM 3000B'A3aHHAMM 1610 - -

ToBapu, poboTu, nocnyru 1615 32992 41381

po3paxyHkamu 3 biomxeTom 1620 1269 1145

y TOMY YMCni 3 NOAATKY Ha NpudyToK 1621 23,0 53,8

PO3paxyHKaMu 3i CTPaxyBaHHA 1625 1,6 -

po3paxyHKaMu 3 onnaTtu npauji 1630 17,5 226
[oxoawm manbyTHix nepioaie 1665 - -
|HWI noToyHi 30608'A3aHHA 1690 24040 20693
Ycboro 3a po3ginom lli 1695 5849,2 63445
IV. 3060B'A3aHHA, NOB'A3aHi 3 HEODOPOTHUMMU aKTUBaMM, YyTPUMYBaAHUMMU ANA 1700 - -
npoaaxy, Ta rpynamu subyTra
banahc 1900 117957 129253
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2. 3BiT npo piHaHCOBI pe3ynbTaTu

3a Pik 2016
®opma Ne 2-m  Kopg 3a IKY[ 1801007
Cratra Kop 3a 3BiTHUIA 3a aHanoriyxuii nepiog
pAaka nepiog nonepegHLOro poky
1 2 3 4

HucTuit goxia Bip peanizayil npoaykuii (Toeapie, pobit, nocnyr) 2000 275854 26 4511
|HWI onepaLjiHi goxoau 2120 665,6 870,0
IHWI aoxoaun 2240 - 2583
Pazom goxoau (2000 + 2120 + 2240) 2280 28 2510 275794
CobiBapTicTb peanizoeaHoi npoaykuii (Toeapis, pobiT, nocnyr) 2050 | ( 24 526,6 )| ( 226945 )
|HLWI onepaLjiiHi BUTPaTH 2180 | ( 28138 )| ( 40549 )
IHWi BUTpaTH 2270 | ( - )| ( 9,5 )
Pa3om ButpaTtu (2050 + 2180 + 2270) 2285 | ( 27 3404 ) ( 267589 )
(DiHaHCOBMI pe3ynbTaT A0 ONOAAaTKyBaHHA (2280 — 2285) 2290 910,6 820,5
MopaTok Ha NnpubyToK 2300 | ( 163,9 )| ( 1477 )
UnucTuin npubyTtok (36uTok) (2290 — 2300) 2350 746,7 672,8




®dinaHcoBuUH 3BIT cy0'ekTa Manoro nianpueMuunTsa 2017

1.banaHc Ha 31 rpyaun 2017

p-
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Appendix D

®opma Ne 1-m  Kopg 3a AKY[ 1801006
Axtue Koa Ha nouartok Ha kiHeup
pAagka 3BITHOIO POKY 3BITHOrO nepiogy
1 2 3 4
I. HeobopoTHi akTuBK
HesagepLueHi kaniTanbHi iIHBECTULIT 1005 - -
OcHoBHi 3acobu 1010 18327 1660,5
nepBICHa BapTICTb 1011 24466 24466
3HOC 1012 613,9 ( 786,1 )
[osrocTpokoei 6ionoriyxi akTueu 1020 - -
[oBrocTpokoBi (piHAHCOBI iIHBEC TULYIT 1030 - -
IHWI HeoBOopOTHI aKTUBK 1090 - -
Ycboro 3a po3sginom | 1095 18327 16605
Il. ObopoTHi akTUBK
3anacu 1100 90877 12 1490
y TOMY YWCAi roTOBa NPOAyKUIA 1103 79317 11317,0
MoTouHi GionoriyHi akTuem 1110 - -
[ebiTopctka 3aboproeaHicTh 33 NpoAykuUik, TOBapW, poboTw, nocnyru 1125 11275 11287
[ebiTopceka 3aboproeaHicTb 33 po3paxyHkamu 3 BiogpxeTom 1135 - 18,8
y TOMY Y1Chi 3 NOAATKy Ha npubyTok 1136 - -
IHWa noToura gebitopcbka 3aboproBaHicTe 1155 2913 1744
MoTouHi diHaHcoBI iHBECTULT 1160 - -
'powi Ta ix eKBiBANEHTU 1165 300,8 6947
Butpatu MaitdyTHix nepiogis 1170 - -
IHWi obopoTHI aKTUBK 1190 2853 292,0
Ycboro 3a poaginom i 1195 11092,6 13068,2
lll. HeobopoTHi akTMBK, yTpUMYBaHi ANA npogaxy, Ta rpynu BubyTTa 1200 - -
banauc 1300 129253 147287
Macue Kog Ha nouatok Ha kikeue
pAaka 3BITHOTO POKY 3BITHOTO nepioay
1 2 3 4
|. BnacHui kanitan
3apeecTpoBaHuii (NaoBUI) KaniTan 1400 1560,5 1560,5
LopatkoBui kanitan 1410 - -
Peseperuit kanitan 1415 - -
Heposnoginexui npubyTok (HenokpuTuit 36MToK) 1420 5020,3 46970
Heonnauexui kanitan 1425 - ( - )
Ycboro 3a pozginom | 1495 6580,8 62575
Il. loBroctpokoBi 3060B’A3aHHA, LinboBe (hiHaHCyBaHHA Ta 3abe3neyeHHA 1595 - -
lll. MoTo4Hi 3060B’'A3aHHA
KopoTkocTpokoBi kpeauTu DaHkie 1600 - -
MoTouHa kpeauTopchka 3ab0proBaHIcTL 3a:
[OBrocTPOKOBUMM 3000B'A3aHHAMM 1610 - -
ToBapu, poboTu, nocnyru 1615 41381 5850,7
po3paxyHkamu 3 BrokeTom 1620 1145 476
y TOMY YMCHIi 3 NOAATKY Ha NpubyTOK 1621 53,8 41,7
PO3paxyHKaMK 3i CTpaxyBaHHA 1625 - -
PO3paxyHKaMu 3 onnaTu npawi 1630 226 32,0
[Hoxoam manbyTHix nepiogis 1665 - -
IHWI noToyYHi 30608'A3aHHA 1690 2 069,3 25409
Ycboro 3a poaginom il 1695 63445 84712
IV. 3060B'A3aHHA, NOB'A3aHi 3 HeOOOPOTHUMM aKTUBaMK, yTPUMYBaHUMM ANA 1700 - -
npogaxy, Ta rpynamMu BubyTTa
bananc 1900 129253 147287
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2. 3BiT npo piHaHCOBI pe3ynbTaTu

3a Pik 2017
®opma Ne 2-m  Kop 3a AKY 1801007
Cratta Kog 3a 3BiTHUIA 3a aHanoriynHuii nepiog
pRaka nepiog nonepeAHLOro Poky
1 2 3 4
HMucTuit foxia Bia peanizauii npoaykuii (Tosapie, pobiT, nocnyr) 2000 26 186,2 27 5854
|HLWI onepayinHi Joxoau 2120 "7 6656
IHWi goxoaun 2240 - -
Pazom goxoau (2000 + 2120 + 2240) 2280 26 2579 28 251,0
CobiBapTicTe peaniaoBaHoi npoaykuii (Toeapis, pobit, nocnyr) 2050 | ( 22 330,0 )| ( 24 526,6 )
|HLWI onepavjifHi BUTPaTH 2180 | ( 34536 )| ( 28138 )
HWI BUTPaTH 2270 | ( - )| ( - )
Pazom ButpaTu (2050 + 2180 + 2270) 2285 | ( 25783,6 )] ( 27 340,4 )
|DiHaHCOBUIM pe3ynbTaT 40 onofaTtkyBaHHA (2280 — 2285) 2290 4743 910,6
MopaTok Ha npudyTok 2300 | ( 854 )| ( 163,9 )
UncTtui npubyTok (36utok) (2290 — 2300) 2350 388,9 7467




®dinaHcoBuH 3BIT cy0'ekTa Majoro nianpueMuunTsa 2018
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Appendix E

1.banaHc Ha 31 rpyaun 2018 p-
®opma Ne 1-m  Kop 3a AKY] 1801006
AxTus Koa Ha nouartok Ha kiHeub
pAagka 3BITHOTO POKY 3BITHOrO nepioay
1 2 3 4
I. HeobopoTHi akTUBHM
HesapepLueHi kaniTanski iHBec TULIT 1005 - -
OcHoBHI 3acobu 1010 1660,4 1847,0
nepeicHa BapTicTb 1011 24466 2803,0
3HOC 1012 786,2 ( 956,0 )
[oerocTpokoBi Gionoriyxi akTueu 1020 - -
[oBrocTpokoBi (hiHAHCOBI IHBECTULYIT 1030 - -
IHWI HeoBOPOTHI aKTUBK 1090 - -
Ycboro 3a po3ginom | 1095 16604 18470
Il. ObopoTHi akTUBHK
3anacu 1100 12 149,0 150203
y TOMY YMCTi FOTOBA NpOAyKLIA 1103 113170 129775
MoToyuHi Hionoriyxi akTueM 1110 - -
[ebitopceka 3aboproeaHic Tk 3a NpoAykuik, TOBapW, poboTu, nocnyrm 1125 4310 12346
[ebiTopceka 3aboproBaHicTh 33 poapaxyHkamu 3 biopxeTom 1135 18,8 46
y TOMY YMucni 3 NoAaTKy Ha npubyTok 1136 - -
IHWwa noTouHa aebitopckka 3aboproBaHicTs 1155 175,5 189,9
[MoTouHi hiHaHcoBI iHBECTULT 1160 - -
['poLui Ta ix eKBiBaneHTH 1165 - -529,.3
Butpatu maiibyTHix nepioaie 1170 - -
IHWwi oBbopoTHi akTuBK 1190 2940 160,3
Ycboro 3a pozginom Il 1195 13 068,3 16 0804
lll. HeobopoTHi akTUBK, yTPUMYBaHi ANA Nnpogaxy, Ta rpynu BUbyTTA 1200 - -
banasc 1300 147287 17927 4
Macue Koa Ha nouartok Ha kiHeub
pAaaxa 3BITHOrO POKY 3BITHOrO nepioay
1 2 3 4
|. BnacHui kanitan
3apeecTpoBaHuiA (NalioBuin) kanitan 1400 1560,5 1560,5
NopatkoBuii kanitan 1410 - -
PeaepeHuit kanitan 1415 - -
Hepo3anoginexsun npubyTok (HenokpuTuii 36uTok) 1420 4697,0 66344
Heonnauenui kanitan 1425 - ( - )
Ycboro 3a pozginom | 1495 62575 81949
Il. JoBrocTpokoBi 3060B’A3aHHA, LinboBe (hiHaHCYyBaHHA Ta 3abe3neyeHHsA 1595 - -
lll. MoTo4Hi 3060B’A3aHHA
KopoTkocTpokogi kpeauTn Daxkie 1600 - -
[MNoTouHa kpeauTopchbka 3aboproBaHicTL 3a:
[OBrocTPOKOBUMM 3000B'A3aHHAMM 1610 - -
ToBapu, poboTu, nocnyru 1615 5850,7 5176,5
po3paxyHkamu 3 broxkeTom 1620 476 64
y TOMY YMCHIi 3 NOAATKY Ha NpMDYyTOK 1621 41,7 -
PO3paxyHKaMK 3i CTPaxyBaHHA 1625 - -
po3paxyHKaMu 3 onnaTu npaui 1630 32,0 19,4
[oxoau maibyTHix nepiogie 1665 - -
IHWIi noTouHi 30608’A3aHHA 1690 25409 4530,2
Ycboro 3a pozginom il 1695 84712 97325
IV. 3060B'A3aHHA, NOB’A3aHi 3 HEODOPOTHUMM aKTUBaMM, yTPUMYBaHUMK ANA 1700 - -
npoaaxy, Ta rpynamu BubyTTA
banauc 1900 147287 179274
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2. 3BiT npo ¢piHaHCOBI pe3ynbTaTu

3a Pik 2018
®opma Ne 2-m  Kop 3a J]KYJ_I| 1801007
Cratta Kon 3a 3BITHWIA 3a aHanoriyHuii nepiog
pRaka nepiog nonepeaHLOro POky
1 2 3 4
HucTuit goxig Big peaniaauii npoaykyii (Toeapie, pobit, nocnyr) 2000 167753 26 186,2
IHWi onepayinHi goxoam 2120 9714 77
IHWi goxoau 2240 - -
Pa3zom goxoau (2000 + 2120 + 2240) 2280 17 746,7 26 257.9
CobiBapTicTb peanizoBaHoi NnpoAykuii (Toeapie, pobit, nocnyr) 2050 | ( 14 905,8 ) ( 22 330,0 )
[HLWI onepaLiiHI BUTPaTH 2180 | ( 28130 )| ( 34536 )
[HWi BUTpaTH 2270 | ( 238 )| ( - )
Pazom BuTpaTu (2050 + 2180 + 2270) 2285 | ( 17742,6 )] ( 257836 )
(DiHaHCOBUM pe3ynbTaT A0 OnoAaTkyBaHHA (2280 — 2285) 2290 41 4743
Mopatok Ha NnpubyToK 2300 | ( 0,7 )| ( 854 )
UnucTuit npubyTok (36uTok) (2290 — 2300) 2350 34 388,9




